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* why it’s happening 


* what must be done 
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Please study the 
issues of the three 


women’s service 
magazines now on 
sale. [hese June 
issues are completely 
and wholly typical. 
Such a test will 
provide reader and 


advertiser alike 
with the reasons for 


the leadership of 
McCall's. If you 


can think of a fairer 
test, we will gladly 
print it in this space. 


McCall 


the slipsheet 


an informal ‘‘f.y.i.’’ before you read the issue 


For issue of May 19, 1961 


AN IMPORTANT MESSAGE TO SM ADVERTISERS 


Few discussions between publishing executives progress very long before the 
problems of selling the "big picture" to the man in the corner office arises. 


No one ever seems to have a definite solution for it but all seem anxious to 
listen to ideas. 


SALES MANAGEMENT has a major project in the works that is directed at that 
problem and we'd like you to know about it. A tentative contefits of our July 21 


issue, "Report to Presidents on Marketing Policy and Planning" is outlined below 
for that purpose. 


"Sales Manpower: A Crisis" - This article will challenge the president 
to answer how well he is planning to meet the future marketing man- 
power demands...written by an executive (and expert) on "marketing and 
manpower" from GE. 


"Should Presidents Sell - and How Much?" - Based on a number of inter- 
views with presidents, this story will take a look at the President's 


role in selling. Executives of Goodyear, Gillette, Clark Equipment 
and others will be quoted. 


"The Status of Today's Marketing Vice President" - Based on a number of 
interviews with presidents or their marketing vice presidents, we will 
profile the marketing executive's overall status in his company; whether 
he is a director, belongs to the best clubs or the second-rate ones, 
whether he gets bonuses and stock options or not. 


"Is Marketing Ready for the Change?" - "Does It Make Any Difference 
What You Sell?" - "Budgeting for Marketing and Advertising" - "What 10 
Top Executives Demand of Their Advertising Agencies" - "Can You Sell 


Better With a Plane?" ~- plus many more provocative articles and topical 
subjects. 


In terms of health of the economy, and this certainly includes your business and 
ours, there is perhaps more "riding" on the judgments of today's top sales- 
marketing minded executives than any other executive function that comes to mind. 
We feel it to be absolutely imperative that the chief executive officer - the 
president - fully understands and fully appreciates the vital role played by his 
marketing team. The entire "Report to Presidents" issue is devoted to this ob- 
jective. Beyond SALES MANAGEMENT's own significant penetration among presidents, 


plans for wide additional distribution among selected presidents in organizations, 
such as YPO, are in the works. 


The July 21 "Report to Presidents" issue provides a climate uniquely compatible 
with your own selling message. Space reservations close July 7. 


¢# # # # 
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Basic to the design of productive advertising, is 


BELIEVABILITY 


The Examiner is no ordinary newspaper! 

It is not east in irrevocable format whereby yester- 
day’s make-up and vesterday’s features are must for 
today. 

It is a dynamic newspaper where the best of all 
that is available for publication is sifted, weighed and 
analyzed for its value and interest to Examiner readers. 


To the most expert and extensive staff of skilled 
local writers, artists and analysts and to the recognized 
elite of newspaperdom as represented by Hearst Head- 
line Service, United Press International, and Associated 
Press, the San Francisco Examiner combs the field 
of free lance writers; develops new talent and fosters 
new ideas so that each day’s Examiner is stimulating 
and conducive to action. 


It has recently added fo its other news and feature 
coverage the full facilities of the Hérald-Tribune News 
Service and the Foreign Service of the London Observer. 


It publishes the provofative ideas of such diverse 
personalities as ad man, Howard Gossage; architect, 
Robert S. Anshen; professor and journalist, Francis 


Williams; and the Chinese artist, writer, philosopher, 
lecturer, ambassadress, wife and mother, Jade Snow 
Wong. 

Such writing and such editing sets a seldom equalled 
example of what a newspaper should and can be. 

Because it is edited for an appreciative audience 
of diseriminating and knowledgeable people it is nat- 
urally most attractive to intelligent, active and influen- 
tial readership. 

Perhaps this is why more advertisers, Retail, Na- 
tional and Classified find The Examiner is the most 
profitable way to move merchandise in the San Fran- 
cisco market. 


San Francisco BELIEVES in the 


EXAMINER 


Tells More ... Says it Better! 


Nationally Represented by 
HEARST ADVERTISING SERVICE, INC. 
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Photo by Arnold Newman. 


A _ man who's sure of himself— knows what he wants 
in business, and sets out to get it— puts special 
value on businesspaper advertising. Here’s where 
you can build results, respect and recognition—for 
your products and your company. The fact is: it 
takes an advertising pro to sell a business pro... 
in businesspapers. 


Advertising 
in businesspapers 
means business 


... because businesspapers are 


read by men in a business-frame- 
»f-mind. An adequate schedule, 
with the right kind of copy, in 
the right selection of business- 
papers is a basic ingredient of every 


balanced advertising program. 


Advertising works best in a businesspaper 
its readers are sold on...a bought-and- 
paid-for ABP paper. 


ASSOCIATED BUSINESS PUBLICATIONS ~ 205 E. 42nd St., N.Y. 17, N.Y, 
201 N. Wells St., Chicago 6, Ill. - 333 Wyatt Building, Washington 5, 0. C 
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THE MAGAZINE OF MARKETING 


May 19, 1961 CONTENTS 


PART 1 OF TWO PARTS 


Advertising 


t 


Now, It’s What's Underneath That Counts 
(Bigelow-Sanford, Inc.) 


General Management 


The Business Inquisition 


Leadership 
A Little Leather, a Lot of Texan (Tandy Corp.) 


Marketing Planning 


Marketing Planned 5 Years Ahead 
(Crown Zellerbach) 


Marketing Strategy 
A New Wrinkle on Private Labels 
(Walco Electronics) 


Industry Spending More to Modernize 


Markets 


What's Happening in the Family Fun Market? 


Pictograph 


Fewer Farms, Richer Farmers 


Public Relations 


Can They Hear You? 


Sales Aids 


‘Low-Price’ Computers—Latest Door-to-Door Item 
(Royal McBee) 


Sales Manpower 


Re-Motivating Older Salesmen 


Salesmen Transportation 


How Casey Air-Lifts Machinery Sales 
(Leary and Owens Machinery) 


Executive Offices: 630 Third Ave., New York 17, N. Y., Yukon 6-4800 


HIGHLIGHTS 


‘BUSINESS CAN DO BETTER’ 


The questioning of business morality is growing louder. 
And sitting tight will not make it go away. All the factors 
that have bearing on the current crisis, and those that 
could be brought to bear, lead to only one conclusion— 
that business itself must act, while it still has the chance 
to do so. Page 35 


AMERICANS ‘ARRIVE’—AT HOME 


The popular splash in backyard pools and bottled martinis 
illustrates as well as anything the many markets opening 
up in home entertainment. High living at home is becoming 
the way to “keep up,” as onetime luxury items grow es- 
sential to more and more Americans. Page 62 


A BROAD VIEW WITH FOCUS ON THE SPECIFIC 


The complexity of marketing decisions which need to be 
made several years in advance has given rise, at Crown 
Zellerbach, to a department of Long Range Planning— 
vital correlating agency for the marketing planning of a 
broad line of products. . . . Page 75 


SENIOR SALESMAN—ASSET OR DEAD WEIGHT? 


When he knows he’s gone as far as he can go, and he has 
no reason to push any more, what do you do with the 
older salesman? Re-motivate him by taking full advantage 
of those areas in which he alone will shine, say four top 
sales managers. . . . Page 51 


Le 


DEPARTMENTS AND SERVICES 


Advertisers’ Index Marketing on the Move 
Dynamarketer Marketing Pictograph 
From the Editor’s Side Pocket Scratch Pad 

Human Side Significant Trends 
Letters They’re in the News 
Marketing Newsletter 45 Trends in Packaging 


Worth Writing For 72 


Photo by Arnold Newman 


For the man who likes a challenge businesspaper 
advertising is exciting stuff. It demands your best. 
Here’s a real test of creativity, for you're selling to 
fellow pros—men who know their business. You’ve 
got to know your business and communicate in a 
businesslike way...in businesspapers. 


Advertising 
in businesspapers 
means business 


... because businesspapers are 


read for profit, not for pleasure. 
Here’s one place you'll always 
find prospects—reading with their 
minds on business—wide open 

to ideas and products that 

can help them on their jobs. 


People pay for businesspapers they want 
-..read the businesspapers they pay for. 
Note: All ABP papers are ‘‘Paid"’. 

ASSOCIATED BUSINESS PUBLICATIONS - 205 E. 42nd SL., N.Y. 17, N.Y. 


201 N. Wells St., Chicago 6, III. 
333 Wyatt Building, Washington 5, D. C. 
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iF YOUR SALESMEN USE 
IT EFFECTIVELY! 


e How many sales has your company missed 
because men were unable to get appointments? 

e How many sales have been spoiled because a 
salesman said ‘“‘too much”’ over the phone? 

e How would you like to ‘“‘multiply"’ your sales 
force FOUR TIMES? 


THIS ALBUM WILL TEACH SALESMEN TO USE 
THE TELEPHONE EEFECTIVELY! 

Your men can learn to turn minutes on the 
telephone into dollars in their pockets... and 
this Album tells how! Mona Ling, nationally 
known and respected telephone sales trainer 
shares her practical, common sense knowledge 

knowledge that anyone who sells can use 
to increase his number of presentations . and 
increase his sales! 

Comes with FREE, printed booklet of narration 
and personality quiz, exercises and other 
material 

HOW TO GET APPOINTMENTS BY 
SM1-1318 12° LP 

Build your library of Self-Help 
watch your Self-confidence, Sales, 
GROW! 


Our latest releases include: 

Think and Grow Rich SMI 1313 

1 Can SMI 1314 

The Strangest Secret SMI 1201 

Selling the Sizzle SMI 1315 

Memory Magic SMi 1316 

The Power of Inspired 
Salesmanship 

How to Overcome Sales 
Objections 

How to Overcome 
Discouragement 

Mr. Executive: Keep Well — 
Live Longer 


voice 
TELEPHONE .. 
$5.95 


Records and 
and Income 


SMI 1317 
SMI 1319 
SMI 1320 


SMI 1321 


Success Motivation Institute, Inc. 
P. O. BOX 7614 @ WACO, TEXAS 
Send me the following SMI 


Albums | 
at $5.95 each (SMI-1317 


2 is $9.95) | 


ADDRESS 

city STATE 

Enclosed is CHECK M.O. (pastage paid by 

SmI BILL ME (1 understand there will be ao 
5¢ charge for packing, handling). [] Please send 

me Quantity Prices and a FREE Complete Catalog 

of SMI Releases 


ALL SMI ALBUMS ARE UNCONDITIONALLY 
GUARANTEED! TRY THEM FOR 14 DAYS AND 
RETURN THEM FOR FULL REFUND IF YOU ARE 
NOT COMPLETELY SATISFIED! SMS5-1 


| 
| 
| 
| 
| 
| 
| 
| NAME 
| 
| 
| 
| 
| 2 
| 
| 
| 
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- JUST OUT. .. 


Food Products—(Coffee, baby foods, canned orange 
juice, frozen orange juice, catsup, tomato juice, rye bread, 
diet bread, white bread, pork sausage, canned Chinese 
food, corned beef hash, cottage cheese, luncheon meats, 
ice cream, powdered milk, fresh milk, yeast, flour, soup 
mixes, cakemix,- pancake or waffle mix, peasiut butter, 
canned non-carbonated fruit drinks, potato chips, soda 
crackers, salt, frozen complete dinners, frozen vegetables, 
frozen fish sticks, french dressing, salad or cooking oil, 
diet supplement, canned dietetic fruits and vegetables, 
breakfast cereals (hot, cold), gum, peas, wieners or frank- 
furters, hams, bacon, tuna, macaroni, spaghetti, cookies, 
dessert toppings, dog owners, dog foed, lamb, cat owners, 
cat food, margarine, all-purpose shortening, sugar, syrup, 
candy bars, packaged or boxed candy, instant potatoes. 


Soaps, Allied Products—Paper towels, wax paper, 
aluminum foil, plastic wrapping paper, paper napkins, 
toilet tissue, scouring cleansers and pads, toilet soap, wa- 
ter softeners, toilet bowl cleaners, soaps and cleaning 
agents for linoleum or tiie floors, painted walls or wood- 
work, fine fabrics, hardwood floors, household laundry, 
dishes, rugs and upholstery, all-purpose liquid detergent 
cleaner, powdered bleach, bleaching fluid, floor wax. 


Drugs, Toiletries—Home permanent waves, hair dress- 
ing (women), hair color rinse, hair spray in pressurized 
cans, shampoos, nail polish, liquid facial make-up, lip- 
stick, facial tissues, safety razors and blades, shaving 
cream in pressurized cons, men’s electric shavers, hair 
tonic or dressing (men), toothbrushes, deodorant, tooth 
paste, cold remedies, headache remedies. 


Home Appliances—Owners and renters of homes, 
washing machines, combination washer-dryers, home 
heating, mattresses, clothes dryers, dishwashers, water 
heaters, television sets, stereo systems, vacuum cleaners, 
FM radios, transistor radios, freezers, refrigerators, toast- 


ers, electric fry pans, electric ranges, gas ranges, food © 


mixers, home improvements, painting, power, mowers. 


Automotive—Gasoline, make and model of car owned, 
tires, snow tires, antifreeze, motor oil, motor oil additives, 
car insurance, gasoline credit cards. 


General—Composition of families, employment and in- 
come, cigars, pipes and pipe tobacco, cigarets, girdles, 
brassieres, stocks and bonds, recreation (summer and win- 
ter), vacations, life insurance, air line travel, boats, out- 
board motors, nylon hosiery, wrist watches (men), install- 
ment buying. 


| 
| 


and youre 
in it! 


See where your brand stands 
in Milwaukee . . . a million-plus 
metropolitan test market 


This 38th annual report of America’s 
original Consumer Analysis is again con- 
ducted in consultation with the Advertis- 
ing Research Foundation. It presents vital 
market information gathered since Jan- 
uary 1, 1961: 


TOILETRIES 


HOMES-APPLIANCES 


e@ what, when and where Milwaukee peo- 
ple buy 


® product usage and brand ratings 


@ ownership of cars, appliances and homes 
—and buying plans 


AUTOMOTIVE 


Consumer Analysis is a complete picture 
of the competitive positions and trends of 
hundreds of brands, consumer choice of 
stores, and comparisons with past years. 
It will give you valuable ready reference 
to consumer buying habit in a metropoli- 
tan market of over a million population. 

If you haven’t received your copy, write 
or call us. 


NEW YORK e CHICAGO’ ¢ 


THE MILWAUKEE JOURNAL 


Member of Million Market Newspapers, Inc. 


DETROIT ¢ 


LOS ANGELES e SAN FRANCISCO 
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Better Homes & Gard asf i( yi y 


FURNISHINGS 
How to catch IDEAS gri961 
yOur Customers [AG ICeR ie Vin 


in a buying mood! 


paaprmeneers. 4g 


Publisher's estimate, 1962 issue: 475,000 
Actual net paid, 1960 issue: 549,481 
Next issue closes July 14, 1961 

On sale September 21, 1961 


Talk to them through the pages of Better Homes & Gardens idea Annuals. 
The men and women who have paid good money for any of these six annuals are looking 
for ideas they can act upon— ideas that will help them get what they need for happier living. 
They expect to find these ideas—exciting, attainable ideas—presented by the editors of 
BH&G’s Idea Annuals. And when they do, they’re ready to buy. 


Isn’t this the right climate for telling what you -have to sell that they want to own? 


—_ ae pastes “4 Better Homes & Gardens od Bettct Homes & Gardens 4 Beuer Homes Gs : 
CHRISTMAS. KITCHEN : ARDEN 
IDEAS => IDEAS ww l61 ph tH 2 


IDEAS for MGT 


Homo bate a pate pa 8 


Publisher's es Publisher's est., 1962 issue: 225,000 Publisher's est., 1962 issue: 185,000 


Actual net paid, 1960 issue: 244,937 Actual net paid, 1960 issue: 226,102 


Closes: August 15, 1961 Closes: October 16, 1961 Closes: November 15, 1961 
On Sale October 


Publisher's est., 1962 issue: 135,000 
Actual net paid, 1960 issue: 155,373 
Closes: December 15, 1961 
On Sale: December 21, 1961 On Sale: January 18, 1962 On Sale: February 20, 1962 


SIX SPECIALIZED 


MEREDITH OF DES MOINES 
SALES IMPROVERS... 


... America’s biggest publisher of ideas 
for today’s living and tomorrow’s plans 
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il NM: NOTES FROM THE EDITOR'S SIDE POCKET 
SO REMI EER RA AS eS RIT CLE ETT 


Old-Fashioned Selling Wins Out 


Nearly everyone I talk to who is age 40 or over comments acidly 
on the low estate of retail automobile selling. These folks grew up 
in the days when automobiles were really sold, when as prospects 
they were followed up—when they were invited to come to a show- 
room, when they were offered a demonstration ride, when an auto- 
mobile salesman bothered to get the prospect’s name, address and 
telephone number. 

A group of Plymouth salesmen have been demonstrating this 
spring that old-fashioned selling still pays off. 

Plymouth has an All-Star Salesmen’s Clubs Diamond Chapter, and 
this spring when 140 members attended a convention in San Fran- 
cisco, the salesmen decided to pledge to sell one more car than normal 
in the two weeks after the trip. They sent President Kennedy a tele- 
gram, telling him of their plan to put the recession on the run. 

Here is a sampling of comments by some of the salesmen on how 
they carried out the plan. I reproduce some of the comments only 
because they prove that old-fashioned hard selling brings results. 

Buddy Graham, Charlotte, N. C.: “I called every prospect who 
had previously turned me down. Two days later I made a straight 
sale to a former Plymouth owner and now I am working on number 
two.” . . . H. Baumbach, Jr., Syracuse: “I gave a demonstration ride 

. . that really sold him.” . . . Sid Shapiro, Oswego, N.Y.: “I sent 
cards to over a hundred prospects while in San Francisco. Then I 
phoned the best ones when I got back. The calls brought some in, 
and a demonstration wrapped it up.” 

S. E. Slade, Lumberton, Miss.: “I just sold a new Plymouth to a 
man whom I had to follow to the hospital to get the final papers 
signed.” . . . Glenn E. Phillips, Anchorage, Alaska: “As soon as I 
returned from San Francisco I got on the phone and went through 
the book calling people, and working for a sale. I kept this up until 
I sold the car.” . . . Bruce G. Fett, Audubon, Iowa: “As a result of 
putting out with extra effort, I sold three units this week.” 

From Santa Rosa, Cal., comes a true story likewise proving that 
all-out selling brings results. There they have aun “Operation Bootstrap” 
commmnity activity that really works. Annually, starting in 1959, the 
retail community has concentrated on retail sales of automobiles during 
the first ten days in April. Pitched to the theme that everybody’s job 
security depends on mass consumption of the goods that can be so 
easily mass produced, and that the automotive industry’s good eco- 
nomic health is basic to the entire national economy, Santa Rosans 
don’t hesitate to beat the hard-sell drums. Does it pay? Bank debits 
supposedly reflect at least 95% of retail activity and during the 10-day 
hard-sell period, the first ten days in April, bank debits were as follows: 


1959—$10,450,000 
1960—$12,051,000 
1961—$13,512,000 


When Has a Man ‘Had It’? 


According to Prof. Harry W. Hepner (Syracuse) in a new book, 
“Perceptive Management and Supervision,” these are tell-tale signs 
of executive decline: an executive has gone beyond the peak of use- 
fulness when he talks more about what he did in the past than 
what he plans to do in the future, when he blames his failures on 
new competition, the weather, or “conditions,” when he becomes 
adept at thinking of reasons why a new idea or method won't work, 
when he arrives at work later, lunches longer, and leaves the office 
earlier. (continued on page 9) 


NEW PRODUCTS FOR 
MARKETS THAT DIDN'T EXIST 
A FEW YEARS AGO 


Products change. So do markets. Some 
expand. Others are stable. Yet new ones 
are born almost daily. With such activity, 
how can you protect present markets and 
explore new ones? It’s not easy. But many 
firms consider the pages of Industrial 
Equipment News as a vital medium to 
maintain these marketing goals. 


IEN, the original product information 
newspaper, showcases new and improved 
products to more than 81,000 buyers and 
specifiers in a/l/ industries each month. 
They read IEN for one purpose: Product 
Information. They study it, looking for 
their current product needs. No marketing 
program is really complete without IEN. 
Our new Market Data File gives 

you the specifics on its impor- 

tance as a communications tool. j 
It’s yours for the asking. 


INDUSTRIAL 
EQUIPMENT NEWS 


Thomas Publishing Co. + Product information Headquarters 
461 Eighth Avenue, New York 1, W. Y. 
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how to be a HERO with 
your boss... 


Chevy's high trade-in 
can pay off 
in lower fleet costs 
for your company 


Whether you buy cars for a big 
company or your own business, Chev- 
rolet will do better by your fleet 
dollars than any other make. You 
not only save money right off the bat 
(thanks to Chevy’s low initial cost), 
but you keep on cutting corners 
(through low operating and main- 
tenance costs) right up till trade-in 
time. That’s when the big pay-off 
comes. Because Chevy’s higher trade- 
in will let you save a sizable amount 
of money in one fell swoop. (If that 
doesn’t put you on the books as a 
shrewd operator, nothing will.) Check 
out the facts at your Chevrolet deal- 
er’s the next chance you get. He’ll 
show you in black and white how, 
based upon prices published in the 
National Automobile Dealers Asso- 
ciation 1961 USED CAR GUIDE, 
recent-model Chevrolets consistently 
bring a bigger percentage of their 
original price than any other full-sized 
car in their field! . . . See your local 
Chevrolet dealer or write to Fleet 
Department, Chevrolet Motor 


Division, General " 
Motors Building, 
Detroit 2, Michigan. & 


The fleet car America likes to do business with 


THE EDITOR'S SIDE POCKET 


(Continued) 
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Success Has a Hundred Fathers 


Often a reader asks us, “Why don’t you run more failure stories? 
They can be even more revealing than success stories.” We agree, and 
we try hard to get them, but usually without much success. The buck 
is passed so fast that we get dizzy trying to follow it. The president 
blames the directors who insisted that the company should diversify. 
The treasurer blames the sales department and its gang of loafers. 
The sales head blames the advertising agency—and so it goes. 

Having gone through many frustrating experiences in trying to run 
down the unvarnished reasons for the failure of a product or campaign, 
I was fascinated by President Kennedy’s remark about the fiasco in 
Cuba, “Success has a hundred fathers, but defeat is an orphan.” He 
made no claim that this was an original remark. 

I find it refreshing when the head of an organization accepts re- 
sponsibility for a failure, as Kennedy did about Cuba, and as Charles 
H. Percy, former president now board chairman of Bell & Howell, did 
during the course of the company’s annual meeting. “Another factor 
in the earnings decline,” Mr. Percy declared, “was nothing less than 
poor judgment on our part.” In this case the failure was rather 
unusual. The company introduced a new 16-mm motion picture sound 
projector, but management underestimated market demand and as a 
result found itself without a product in that line for 60 days. More 
often it’s the other way around. Arthur D. Little, Inc., an industrial 
consulting firm that assesses more than 2,500 new products annually, 
contends failure to appraise demand carefully is the biggest single 
cause of flops. Richard J. Conveney, vice president of the company, 
tells of a manufacturer who allotted $50,000 to develop a new optical 
instrument and $5 million to produce it. “After five years,” Mr. Con- 
veney is quoted in The Wall Street Journal, “he came to us to find out 
what was wrong with sales. The answer was simple. There’s no 
market for that kind of instrument. We advised him to sell off his 
patents and give up.” 


The Story in Milwaukee 


The 1961 edition of the Milwaukee Journal Consumer Analysis 
is now available, this one, as in 1960, being conducted in consultation 
with Advertising Research Foundation. Subjects covered are foods, 
soaps and detergents, toiletries, beverages, homes and appliances, auto- 
motive, general. A few of the interesting highlights: The cancer scare 
seems to have affected prudent Milwaukeeans, and cigarette smoking 
by both men and women shows declines. A significant number have 
become fed up with automobiles. Last year 79.9% of all households 
reported ownership of an automobile, while the figure the previous 
year was 82.9%. Use of soaps and detergents shows gains in almost 
all categories, but the beatnik population in Milwaukee seems to have 
increased, since, in 1958, 64.1% of men used a safety razor regularly, 
whereas the figure dropped to 51.1% last year. Does it mean that they 
have shifted to electric razors? The answer seems to be no, for the 
use of electric razors in comparable years increased only from 47.7% 
to 48.9% A striking example of competition within an industry 
is shown under home heating. In ’57, 28.8% of homes in the Milwaukee 
area were heated by gas, 44.2% were heated by oil, and 27.0% by 
coal or coke, but 4 years later the percentages were 46.9, 38.5, 14.6. 


The proven way 
to reach the 
billion-dollar-plus 
hospital market 


Here’s how HOSPITALS helps you sell 
recession-proof, expanding hospitals : 


Ist in Circulation 


HOSPITALS delivers the highest 
average total paid circulation of 
any hospital publication . . . 21% 
more copies than the next publica- 
tion, 39% more copies than the 
third publication. 


Ist in U.S. Coverage 


in the United States HOSPITALS’ 
circulation exceeds the second pub- 
lication by more than 28% .. . 38% 
more than the second magazine... 
leads substantially in all A.B.C. 
geographic regions. 


Ist in Reaching Known 
Purchasing Power 


HOSPITALS’ circulation is concen- 
trated among the nation’s leading 
hospitals . . . institutions that meet 
the highest standards in hospital 
service. 


Ist in Advertising Economy 


HOSPITALS’ advertising rates deliv- 
er more readers with known pur- 
chasing power at lowest cost per 


thousand readers . . . a 12-time 
b&w page schedule in HOSPITALS 
costs 23% less than the second pub- 
lication, 24% less than the third 
magazine. 


Ist in Advertiser Acceptance 


From 1945 through 1960 HOSPI- 
TALS gained 747 advertising pages 
as compared to losses of 382 pages 
and 214 pages for the other publi- 


cations in the field. 
— 


Increase your share of the growing hospi- 
tal market . . . reach the greatest number 
of prospects at lowest cost .. . capitalize 
on the unequalled prestige of HOSPITALS. 
For details, contact your nearest HOSPI- 
TALS representative today. 


HOSPITALS @% 


JOURNAL OF THE 
AMERICAN HOSPITAL ASSOCIATION 
840 North Lake Shore Drive 
Chicago 11, Illinois 
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raight talk? Yes...but then Arthur 
Godfrey always means business. Ask his sponsors. 
Ask Tetley Tea, Sylvania, Clairol and Underwood 
Deviled Ham,to mention just four. 


And right now the Godfrey Extension Plan on the 
CBS Radio Network opens up an unprecedented 
opportunity for you to make the most of Arthur 
Godfrey’s salesmanship—to experience Godfrey’s 
effectiveness yourself. 


Here’s how it works. Advertisers who sponsor one 

10-minute segment of top-ranking Arthur Godfrey 
Time weekday mornings can now buy six addi- 

tional program-integrated Godfrey 

£641 want to meet the business- commercials. Delivered as only he 
man who has too much plant can. Placed where they promise to 


do the most good—morning, noon 
and wants to fillit with work FF «51 —weekdays or weekends, 


This means that, for the first time, 
Arthur Godfrey can sell for you all through the 
week, in a variety of peak listening times in 200 
markets coast to coast. 


Sound intriguing? Sounds even better when 
Arthur tells it. You two should get together. Call 
your agency account executive or CBS Radio 
Network representative for an appointment. Like 
Arthur Godfrey, he means business too. 


THE CBS RADIO NETWORK 


Note: Excerpt frem Arthur Godfrey speech before RTES Time Buying and Selling Seminar, 
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A title on the door... rates a Bigelow on the floor 
P.S.Any busy executive will agree that you can't beat a Bigelow carpet for relaxing 
quiet, comfort and distinction. Special designs, colors and textures available. Call any 
Bigelow district office or Contract Dept., 140 Madison Ave.. N.Y. C 


Bigelow, Number 1 name in Carpets 


Now, It's What's 


Underneath That Counts 


It's a 20th century truism that a 
junior executive knows he has it made 
when his company gives him an office 
with a carpet on the floor. And he’s 
really on his way when the carpet 
grows wall-to-wall 

Not a little credit for this sort of 
thinking goes to Bigelow-Sanford, Inc., 
which little 
campaign in The New 


launched a advertising 
Yorker 
other 


intervening 


some 


seven years ago Every week 


throughout these vears, 

ad in the 
The format 
a cartoon built around an 
“A title on the door 
Bigelow on the floor.” And 
because of it, that tag line has become 


almost a gener 


Bigelow has run a cartoon 
pages of that magazine 

is the same 
unvarying head 


rates a 


term for success in 
these United States 

Che company really didn’t expect 
the « ampaign to be such a dust shaker 
It began the series—which draws some 
300-400 unsolicited cartoon 
yvear—because it had a problem Its 
consumer ads were running in all the 
right places 
Contract 
to hotels, business and_ institutions 
There’s a growing market here, what 


ideas a 


But Bigelow also has a 


Department which caters 
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with the building boom in commercial 
structures, 

R. R. Carlier, director of advertising 
and sales promotion for the company, 
put the problem this way: “We wanted 
to get a smart little campaign going 
that, by sheer, insistent voice, would 
get over a sugar-coated commercial. 
We don't sell carpets direct to busi- 
ness, but to dealers. We needed to 
create talk and interest. Our campaign 
was an attempt to kid potential cus- 
tomers into buying—and, at the same 
time, to subtly establish a status motif 
for Bigelow.” 

Consequently, each ad was built 
around the theme of an executive who 
has “arrived,” complete with Bigelow 
on the floor. One cartoon depicted a 
view through the door of the garden 
editor of a magazine. On the floor was 
1 carpet with a strewn daisy pattern. 
You could also see into the assistant 
garden editor’s office. She had a 
carpet, too—with a_ single daisy 
smack in the middle. Bigelow has 
used sales managers, bridge experts, 
pizza pie presidents and_ baseball 
tycoons, among others, as targets for 
its selling humor. 
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Now the campaign literally runs it- 
self. Almost from the first, the com- 
pany has had to beat off cartoonists 
who try to sell it ideas for the Bigelow- 
on-the-floor series. Only about one in 
20 ideas ever finds its way into The 
New Yorker. But the company never 
refuses to see a potential hit. One 
retired cartoonist, who lives in Sara- 
sota, has had great success in selling 
his ideas to the company. He says he 
looks on the Bigelow campaign as his 
“annuity.” 


> The company wouldn't be plagued 
with would-be cartoonists had it not 
decided at the first to use a stable 
of artists rather than a single name. 
Wisely, Bigelow decided against a 
name cartoonist since it wanted to 
keep its own name dominant. But 
Carlier admits several cartoonists have 
scored heavily since they are the ones 
who most frequently come up with 
usable ideas. 

All over the country, in offices, 
blow-ups of particular ads are hang- 
ing. Carlier has a stack of letters as 
high as an angel food cake from ex- 
ecutives who feel that a particular car- 
toon has reference to themselves, their 
industries or their products. These 
men write for reproductions and Bige- 
low happily supplies them. 

The New Yorker was chosen as the 
single medium for the campaign for 
two reasons: people associate cartoons 
with the magazine, and the publica- 
tion is read by so many executives. 

Recently Carlier had a letter from 
a top executive of a leading distiller. 
The man was promoting an assistant 
to the lower-executive echelon and 
he wanted to highlight the occasion. 
Could Bigelow supply a small piece 
of elegant carpet which could be at- 
tached to a card to be placed on the 
young man’s desk? Bigelow not only 
could, it went further. It made up a 
card, with an appropriate cartoon and 
with the piece of rug affixed. So 
pleased was the executive that he sent 
Carlier a dozen highball glasses! 

There are always the quibblers, 
however. A gentleman in South 
Africa, of all places, wrote to say that, 
as a sign painter himself, he begged 
to differ with one of the ads which 
depicted a signpainter at work on a 
door. He objected to the manner in 
which the signpainter was working, 
deplored it as terribly unprofessional. 

To counter that, the same day’s mail 
brought a letter from someone who 
suggested that, just for once, the com- 
pany reverse its tag line and say “A 
Bigelow on the floor rates a title on 
the door.” 

Things like that make a company 
feel its status-seeking advertisements 
are really ringing the bell. 


Wherever you travel... 


Remember ... when you travel on business or pleas- 
ure, United flies more jets to more cities than any 
other airline. Enjoy the comfort and speed of luxurious 
DC-8 and 720 Jets. Enjoy extra schedule convenience 
on United ... the world’s largest jet fleet. 


Wherever you ship... 


To reach customers first and fastest, ship via United, 
too. Every United jet carries freight—up to 14,000 
pounds. United also has a fleet of DC-6 and DC-7 
Cargoliners. This total freight lift serves major cities 
coast to coast, border to border, and gives you the 
ease of single carrier responsibility. 


For travel reservations or to 
reserve space for your next ship- 
ment, call your local United Air 
Lines office. 


® 
THE EXTRA CARE LINE 
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What Goop HOUSEKEEPING'S 
new fifty-cent cover price 
means in terms of 


advertising 


When Good Housekeeping made the deci- 
sion to go to a fifty-cent cover price, one of 
the considerations was a concern for con- 
tinuity of advertisers’ schedules. 

True, tests had shown our readers re- 
gard Good Housekeeping as a premium 
quality magazine and are willing to pay 
more tor it. 

True, we felt it was sound and rea- 
sonable to ask them to bear a fair share 
of increased costs. 

But a long view of present day maga 
zine circulation and rate trends also spot- 


lighted the special problem of frequency 
and impact. 


In plain fact, the race for bigness in 
the women’s service field has priced many 
advertisers out of the market for their 
normal, or even their seasonal, frequency 
requirements, 

For instance, in the period from Jan 
uary, 1960 to October, 1961 the Ladies’ 
Home Journal's page rate has increased 
50% so that the 12 time advertiser of 
two years ago has been reduced to only 8 
pages on the same budget.* 
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McCall's 78% rate increase has cut the 
once |2 page advertiser down to 6.8 pages 
in the same period.* 

In effect, the circulation race is forcing 
advertisers to buy bigger chunks of less 
selective readers, to buy possibly un- 
wanted marginal millions, at the sacrifice 
of continuity—and incidentally frequency 
discounts. 

In contrast, Good Housekeeping be- 
lieves that its increased cover price plus a 
premium subscription price will assure a 
normal circulation growth, make our au- 
dience even more selective, and deliver a 
thoroughly responsive readership. It also 
enables us to guarantee present rates 
through this year and thus make it that 
much easier for advertisers to run solid 
sales-effective schedules. 

At any level of spending, Good House- 
keeping permits far greater continuity 
than either of the other women’s service 
magazines. 

For instance, 12 black & white pages in 
Good Housekeeping cost $222,000, while 
the same money will buy only 6.5 pages in 


continuity 


either of the other two magazines as of 
October |, 1961. Moreover, the 12 Good 
Housekeeping pages deliver in excess of 
thirteen and three-quarters million more 
advertising impressions. 

If your advertising appropriation 
hasn't been going up as fast as some maga- 
zine rate cards, and if you are concerned 
about being forced to buy too much, too 
seldom, we suggest that you take another 
look at Good Housekeeping. 


In every impor tant way it is t/ie quality 
women’s service magazine. It offers more 
editorial vitality, more dedicated readers 
per dollar, more selectivity, more conti- 
nuity, more effective penetration of the 
true homemaker market. 

These are the things that make Good 
Housekeeping different. And these are the 
things that make it a great advertising 
medium. 


HOW MANY B&W PAGES at 000 BUY IN THE WOMEN’S SERVICE FIELD” 


NUMBER OF IMPRESSIONS 


PAGES 1 2 3 5 6 7 


6000 
WOUSEKEEPING 


= UM VALI) LEN LH 


9 10 11 12 


: =59,532,000 IMPRESSIONS 


= 45,780,000 IMPRESSIONS 


— [MIM MIM MCI 


= 45,780,000 IMPRESSIONS 


12/21/88 ABC or vate base, whichever is higher. 


Good Housekee 


Magazine and Institute/A Hearst Magazine 


ol Be 


epin 
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©" Guaranteed by "” 
Good Bonsshooping 
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C7 AS ADVERTISED wer’ 


Cleanliness, Quality, 
and Ar Hreight 


os 
{! 


Pa 


A bar of Camay, or a box of Tide, in London, Paris, 
Brussels, Rome, Rabat, or Manila is of the same high 
quality as the American product. The reason: quality 
control and air freight. Wherever possible Procter & 
Gamble C Jompany uses the raw materials of the coun- 
tries where its products are made. Quality of these 
materials must be approved by its laboratories in Cin- 
cinnati before overseas production is started. P&G 
uses Emery Air Freight to expedite delivery between 
Cincinnati and its overseas plants. This helps P&G 
maintain the high quality of its products all over the 
world and get them on sale faster. Find out how much 
faster Emery can deliver your shipments anywhere in 
the world by calling your local Emery man, or write 
to Emery Air Freight. 


— © Vg -SIGNEICANT TRENDS 
Industry Spending More to Modernize 


Plant modernization will get even more attention 
from industry this year. And, although this em- 
phasis has been building up for some time, it now 
exceeds anything anyone would have dared believe 
just a few short years ago. The entire complexion 
of. industrial spending has changed; modernization 
has pushed expansion well into the background 
and will continue to strengthen its position in the 
years ahead. 


In fact, this trend to greater plant efficiency has 
grown so huge, so broad, so solid in the last couple 
of years that any industrial marketer who regards 
it as only a temporary condition and refuses to 
convert his basic marketing strategy from expan- 
sion-oriented to modernization-oriented will prob- 
ably be in for a very unhappy surprise. 


This, according to the McGraw-Hill survey of Busi- 
ness Plans for New Plants and Equipment, is 
what spending will look like this year: 


If buying proceeds as planned, business will spend 
$35.35 billion on capital goods this year. This falls 
about 1% below actual spending last year, but it 
definitely has an optimistic slant: Last October, a 
preliminary survey showed planned expenditures 
to be about 3% below the ’60 level. 


If the $35.35-billion figure holds true, this would 
appear to make 1961 a so-so spending year, well 
below the 1957 peak but still considerably better 
than average. But of greatest significance to mar- 
keters is the fact that this figure only tells a portion 
of the story. 


And overshadowing this total is the importance 
of how the money will be spent. Most industrial 
marketers are very aware of the growth in spend- 
ing for modernization. Nevertheless, the propor- 
tions that this trend has assumed are amazing. 


This year American manufacturing industries 


(which account for 40% of all capital spending) 
will spend 70c out of every capital equipment dol- 
lar for replacement and modernization. This is an 
all-time record, up a penny from last year. Some 
industries are well below this figure in their plans: 
chemicals, 35 cents; stone, clay and glass, 51 cents; 
rubber, 56 cents, and electrical machinery, 56 
cents out of every capital dollar. But these are 
the lowest, and only two are below the 10-year 
average (1947-57) of 52 cents. And several, such 
as iron and steel, automotive, petroleum and coal 
products, and textiles, expect to spend from a dime 
to 20 cents more than the average for replacement 
and modernization. 


There is every indication that this high rate of 
spending for improvement rather than expansion 
will continue at least through 1964. 


R&D Still Growing, too 


Modernization’s partner-in-growth is research and 
development. Although manufacturing industries 
will spend about 5% of their capital expenditures 
dollar for research facilities, the big story is in 
the non-capital area of research and development 
funds and of the new products so created. 


This year will see R&D expenditures jump 7% 
over last year’s to a total of $10.5 billion. By 1964 
this will have climbed to an annual rate of $11.7 
billion. And, although 10% of manufacturing’s 1960 
sales were from products unknown in 1956, fully 
14% of sales in 1964 are expected to be from prod- 
ucts unknown today. 


The sum total of these spending trends looks like 
this: 


@ Industry won't be spending much more or much 
less for capital equipment in the years ahead. But 
more than ever before the emphasis will be on 
newer and better ways to produce, rather than just 
greater facilities. Although the size of the market 
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SIGNIFICANT TRENDS 


(continued) 


-§ 


won't be much different from what it has been, 
the reasons for buying and the products demanded 
will be even more different from the traditional 
pattern than they have been. 


@ In addition to requiring new ways to make old 
products, there will be a definite emphasis on find- 
ing the most efficient ways to make new products. 
These new products are crucial, especially inas- 
much as many companies hope that these innova- 
tions will absorb a part of excess capacity. 


@ Plans for modernization and development ex- 
penditures are less likely to be affected by adverse 
profits than are plans for expansion. Because busi- 
ness can blame a substantial portion of the profit 
squeeze on inefficiency, it will probably proceed 
with its plans unchanged by economic ups or 
downs. 


This is of immense significance to the industrial 
marketer. He must change his marketing approach 
to conform with the wants of his customers. These 
wants are clearer today than ever, and there is 
no reason to believe that they will get anything 
but stronger in the next few years. It does not 
involve just a temporary change in sales strategy; 
in many cases the change required may be sweep- 
ing and basic. 


For example, marketing must gain a firm grip on 
its own product development organization, if it 
has not already done so. Efficiency-conscious cus- 
tomers require new methods and new innovations 
as a Steady diet, not just as a sometime thing. 
Marketing will be required to work more closely 
than ever with its customers, understanding their 
objectives and helping them to formulate their 
needs. And marketing must be able to satisfy those 


needs or pay the penalty competitively. 


If it never has been, it should be perfectly clear 
now that even in an industrial company develop- 
ment is a function of marketing. 


Marketing must change its promotional approach, 
too. A year ago it was true that “replace and save” 
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was becoming the important approach. Today it is 
almost mandatory. Once again it is demonstrated 
that low cost of operation, or value, overrides 
initial cost with efficiency-conscious purchasers. 


Selling Must Be Changed 

Perhaps the greatest changes will come in the 
actual line-selling relationships. “Creative selling” 
is almost too mild a term for the job ahead. It will 
not be enough for a salesman to discover that a 
company requires a certain type of equipment to 
increase its productive capacity. It will not do to 
sell the same old kinds of equipment to the same 
kinds of companies on a replacement, expansion or 
even on a new-customer basis. 


Instead, the salesman must investigate, dig deeply, 
live with his customers to learn what it is that 
they are doing that his company could help them 
do better or more economically. He must be able 
to learn what new products are on the drawing 
boards, and offer help in guiding these into pro- 
duction. 


He must be able to penetrate companies which 
are not his traditional customers in order to be 
ready when their product development programs 
bring these companies within his sphere. And he 
must know how to sell the efficiency of his prod- 
ucts. 


In many cases he may have to be re-educated; 
in any event he will probably have to be more 
highly trained than he is today. He must develop 
the insight to detect a company’s needs rather than 
rely on the customer’s decision to expand to bring 
him business. In short, he must learn to sell to 
buyers who are not actively searching for a specific 
product at a good price but who are anxious to 
buy if the right product comes along at the right 


time. 


But, in the final analysis, it is not up to the sales- 
man to change his ways. Indeed, it is up to indus- 
trial marketing to recognize that now and for the 
foreseeable future success will come from pro- 
viding customers with new ways of doing things. 


Copyright © 1954, The New Yorker Magazine, Inc. 


The New Yorker creates 


***This isn’t a magazine. It’sa and muddled thinking. 
movement.’ A movement for All of them worthy and 
what? For wit, sincerity, good important causes .. .” 
grammar, careful punctuation, The Evening Chronicle, 


absence of false sentiment Manchester, England. 
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MERIDEN 


Retail Trade Zone 
Growth Rate is 


nearly double 
that of 


Connecticut! 


It's a fact. Latest 1960 U. S. 
Census figures show that the Meri- 
den retail trade zone has now 
grown to 132,455 population. 

This means .. . a 47%, popu- 
lation increase since 1950... nearly 
double the 26°, growth of the state 
of Connecticut over the same 


period! 
Rich Sales Potential 


Meriden-Wallingford (the ur- 
ban heart of the Meriden retail 
trade Effective 
Buying Income exceeding $200 mil- 
lion . . . and Total Retail Sales of 
well over $98 million (SM 1961 
Survey). 


zone) now offers 


EFFECTIVE COVERAGE 
IS YOURS ONLY WITH THE 
RECORD & JOURNAL 


Happily for advertisers, this 
major growth market is blanketed 
with just one efficient buy: the 
Record and Journal, with 102.6%, 
family coverage in Meriden-Wall- 
ingford. 

No outside ABC daily from 
Hartford, New Haven, or anywhere 
else, penetrates this market! 

Get the full story about your 
new sales opportunities in the grow- 
ing Meriden retail market now! 


The Meriden 


RECORD and JOURNAL 
MERIDEN, CONNECTICUT 


National Representatives: 


Johnson, Kent, Gavin & Sinding, Inc. 
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HERE’S REAL AMBITION 


Johnson City, N. Y.—Out to crack the 
highly competitive office photocopy 
market, Ozalid Division of General 
Aniline and Film Corp. is starting off 
with high hopes and complicated 
plans. The company expects to reap 
profits in the first year in spite of the 
new market’s reputation for toughness. 

Dissatisfied with the potential in its 
own systems market (copying ma- 
chines for engineering departments) 
and drawn to the office copy market 
($200-million sales in ’59, $300 million 
in 60, $500-$600 million projected for 
65), Ozalid developed the first com- 
pletely automatic photocopier which 
it refers to as a “convenience copying” 
machine. Market strategy calls for 
what amounts to private label selling 
to Anken Chemical & Film Corp. and 
Photek, Inc., a new subsidiary of Tex- 
tron, Inc. Both companies provided 
technical evaluation for Ozalid when 
it developed the new machine, and 
Anken developed the special paper 
and developer it uses. Sales to these 
big customers will keep Ozalid happy 
until its own marketing program gets 
going full swing. 


COUPON ON THE BAG 


Brooklyn, N. ¥.—Grocery bags carry- 
ing coupons for products of Jacob 
Ruppert (Knickerbocker beer) and Pe- 
troleum Solvents Corp. were recently 
introduced at Packer’s Super Markets. 
Along with these, the bags carried 
coupons from eight local merchants. 
Launched by The First Mercury 
Corp., 826 7th Ave., N. Y., the new 
promotion tool will soon have distribu- 
tion in the entire New York metro- 
politan area, and the company expects 
to be nation-wide by this fall. Sample 
rate: 2-color coupons in units of 100,- 
000 cost $145 a unit. 


BUYING NEW MARKETS 


Hoboken, N. J.—After a year of care- 
ful financial and marketing analysis, 
Thomas J. Lipton, Inc., recently pur- 
chased Good Humor Corp., adding ice 
cream to its slowly but steadily ex- 
panding line of food products. The 
company makes a variety of soup 
mixes and the Wish-Bone salad dress- 
ing line as well as tea products. The 
significance of the purchase to mar- 
keting men is that the entire evaluat- 
ing process was overseered by Lipton’s 
new v-p of development, Edward M. 
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Scheu, Jr., whose function is basically 
a marketing one. Scheu’s duties in- 
volve developing new markets via new 
products and product lines and 
through the acquisition of new com- 
panies. 


PROMOTION—HOLLYWOOD 
STYLE 


Yonkers, N. Y.—Sales promotion has 
gone “Hollywood” at Fairchild Cam- 
era and Instrument Corp. The com- 
pany provides consumer motivation for 
its new 8 mm home sound movie cam- 
era with a nation-wide “talent search” 
conducted in cooperation with Warner 
Bros. Would-be stars are asked to 
rent or buy a Fairchild camera to film 
their own screen tests. Of the three 
winners selected to appear in a Warner 
Bros. film or TV production, one will 
receive a 10-week contract for $300 
a week. The promotion is backed by 
consumer ads in Life, Look, Seven- 
teen, numerous popular film and pho- 
tography publications and newspapers, 
local camera dealer tie-ins and movie 
theater promotions. Judges of the 
search are talking up the “lucky break 
for film hopefuls.” Whether many new 
talents will be turned up remains to 
be seen, but the campaign should sell 
lots of cameras. 


CIRCUS AN AD MEDIUM 


New York—That chalk-faced worthy 
from Madison Square Garden, the cir- 
cus clown, has become the most un- 
likely member of the Madison Avenue 


The Survey Says* 


on the MOVE 


set. The N.Y. Times recently reported 
—not without a nostalgic sigh for the 
uncommercial past—that this year the 
circus has broken out with a more 
intensive rash of tie-in promotions than 
ever before. Ads in the program, such 
as the Chase and Sanborn spread of 
a lion drinking coffee, are hooked up 
with the clowns’ antics on the saw- 
dust. The Chase and Sanborn tie-in 
comes in the act with two lion-headed 
clowns, one of them a midget, who 
carry oversize jars of the coffee. The 
midget follows the other, carrying a 
jar of instant coffee. The character 
who wears the huge shoes—an indis- 
pensable ingredient of every circus— 
now wears U. S. Rubber’s Keds brand 
sneakers. Other exploiters of the lively 
medium are Wildroot Cream Oil, 
Westinghouse, Phillip Morris, Curtiss 
Candy Co., Motorola and Jell-O. 


COMPUTER BOOM COMING 

New York—There will be an “800% 
increase in the number of computers 
in use by 1965,” says Royal McBee 
Corp. Fortune Peter Ryan, company 
president, made this prediction at the 
Business Equipment Exposition at 
New York’s Coliseum recently. To 
back up the forecast, he pointed to 
the fact that although the first com- 
mercially produced electronic com- 
puter was installed by a business com- 
pany only seven years ago, it is now 
estimated that over 5,000 computer 
systems have been delivered. And as 
time goes on, the increasing com- 
plexity” of business activity, the de- 
mands for faster communication of 
business information, and intense com- 
petition will cause an explosive growth 
in the computer market, with a corre- 
sponding growth in the need for peri- 
pheral and allied equipment. 


THE PRODUCT’S THE 
ANNUAL REPORT 


Evanston, Ill.—Not many companies 
can carry the packaging idea of its 
product over into a format for its an- 
nual report, but Old Equity Life In- 
surance Co. has. Its policy owners re- 
ceive the annual report presented in 
the form of an insurance policy in a 
miniature policy jacket. 


SALESMEN IN IVY HALLS 
Teaneck, N. J.—If the environment had 
any effect on Dictaphone Corp. sales- 
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men, they must have approached their 
most recent sales meeting with a schol- 
arly bearing. The meeting was held 
at ‘Fairleigh Dickinson University at 
the request of the Dean of the College 
of Business Administration. Students 
got the benefit of sitting in on an 
actual sales meeting. 


AIR COMMUTER SERVICE 


New York—Railroads have come in for 
even stiffer competition from airlines 
with the recent launching of Eastern 
Air Lines’ new air-shuttle service. Of- 
fering a fast, frill-free, low-cost com- 
muter service between New York, Bos- 
ton and Washington, D. C., the com- 
pany schedules eight on-the-hour 
flights daily starting at 8 a.m. Civil 
Aeronautics Board approved rates are 
$10.91 between New York and Bos- 
ton, and $12.73 between New York 
and Washington — competitive with 
railway coach fares. The airline is also 
eliminating the requirement to pur- 
chase tickets in advance and check in 
at the airport, and is simplifying other 
pre-flight procedures as they apply 
to the service, in order to make the 
shuttle “as easy to use as the subway.” 


SCHOLARS WITH DOLLARS 


New York—The school girl market 
blossomed into a_near-billion-dollar 
business last fall within a 60-day 
period. Two new studies by Seven- 
teen, “The High School Story” and 
“The College Freshman Story,” sur- 
veying the buying habits of America’s 
teen-age school girls, came up with a 
figure of $944,150,990 spent on back- 
to-school needs during last September 
and October. The studies are part of 
a series of annual surveys conducted 
by the magazine—the ninth for the 
college report and the third for the 
high school one. They are based on 
interviews with 1,991 high school 
girls from 50 states and 2,004 col- 
lege freshmen from 46 states attend- 
ing 33 U. S. colleges. 

Copies of the studies are available 
on request from Aaron Cohen, Direc- 
tor of Research, Seventeen, 320 Park 
Ave., New York 22, N. Y. 


EGGS NEED GLAMOUR 


Las Vegas—Have eggs become “old- 
fashioned, lacking in status and glam- 
our”? In the opinion of one motivation 
researcher, Dr. Ward J. Jenssen, 
speaking at the Pacific Dairy and 
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Cut in on this market... 


- TEEN-AGERS S 
phe teen-age POPUL ae , 
wenty million teen-agers with 
more than9 billion dollars in their 
ee i pockets are wanting, buying and 
The vee with approxi A Hf using many kinds of products. They have a 
world of their own, these teen-agers. They 
have their own clothing styles, their own 

o Ai anien eatimate At Tent of hair styles. 


to oa 
} on buys UP 50 per © 
generation 3 release and 

} » recor 

\single 


i 4 Will yours be the firm that brings them 
ten a2 eee their own toiletries? 


Specially designed and decorated toiletry 
containers will do it. Owens-Illinois de- 
signers can show you how. 


Call the Owens-Illinois office near you or 
write us. 


DURAGLAS CONTAINERS Owens-ILiLinoIs 
AN (D PRODUCT GENERAL OFFICES + TOLEDO 1, OHIO 


PACIFIC COAST HEADQUARTERS * SAN FRANCISCO 
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MARKETING on the MOVE: 


(continued) 


Poultry Assn. recently, they have. Dr. 
Jenssen noted that the per capita con- 
sumption of eggs has declined at an 
“alarming” rate since 1951. The cause, 
he says, is continued emphasis on con- 
venience foods and the growth of 
impulse purchasing due to glamour 
packing of food items. The cure: im- 
prove the impulse-purchase appeal of 
egg cartons and initiate an extensive 
institutional advertising campaign 
aimed at glamorizing eggs. 


FOOD FOR PUBLICATION 
New York—Through the pages of two 
mass media publications, General 
Foods recently poured 37.5 million 
cups of its new Instant Sanka coffee. 
The company inserted 4-cup sample 
pouches plus coupons worth 10 cents 
each in recent copies of TV Guide 
and Everywoman’s Family Circle. It 
is estimated that 9.4 million homes 
will receive the sample plus the 
coupon, and another 2.5 million will 
receive only the coupon in the April 
29 and Mav 6 issues of TV Guide 
and the May issue of Family Circle. 

Representing nine months of pack- 
aging research, the project is believed 
to be the first national food sampling 
campaign to be carried out through 
magazines. The sampling is part of 
a 10-week introduction begun in 
March through newspaper, TV, and 
trade promotion at a cost in excess 
of $2 million. 


FOLLOW THE LEADER 
New York—“As New York goes, so 
goes the nation” holds true for taste 
in wine if not in politics, according 
to Schenley Import Co. On the 
strength of that belief, the company 
is spending $1 million to advertise 
Dubonnet wine this year. This quad- 
ruples Schenley’s previous budget, 
and with the exception of a few na- 
tionally circulated magazines, most 
of the money goes to New York City 
newspapers, radio and TV. 
The targets for the campaign are 
society folk, business execs and career 
women. The reason for overweighting 
the New York segment is that Schen- 
ley feels if it can get the two-and-a- 
half million in the metropolis to sub- 
stitute wine for the before-lunch and 
afternoon cocktail, the 14 million 
others who visit the city annually 
from all parts of the country will pick 
up the trend along with other big city 
fashions and bring it back home with 
them. 


What would your agency do for you 
if you bought a company tomorrow? 


Blending a new acquisition into your corporate structure may involve 
countless problems—not the least of which is communications. 


How should your relations with stockholders and the financial com- 
munity, customers and employees be handled. How about new distribu- 
tors and dealers? Should product packaging and identification be 
changed, and if so, how? How should advertising, publicity, sales 
promotion be integrated? The successful handling of these thorny 
problems can depend greatly on the help you realize from your adver- 
tising agency. 


Smoothing the transitional problems of corporate acquisitions 


is 


only one of the ways Marsteller-Rickard serves its clients—not only 


as highly creative advertising men but as sound businessmen as well, 


We have been through this experience with our clients many 
times. In the last five years, we have played a part in smoothing 
for our clients the integration of 31 companies into their corpo- 
rate structures. 


Marsteller. 
Rickard. 
Gebhardt and 
Reed. Inc. 


ADVERTISING « PUBLIC RELATIONS « MARKETING RESEARCH 
NEW YORK e« PITTSBURGH ¢« CHICAGO « TORONTO 
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One reason advertising 
like this works so well for 
Fleischmann’s is that each 
dollar invested in the 
Digest buys double the 
chances-to-sell. According 
to a survey by Alfred 
Politz, the average ad page 
in the U.S. edition is 
looked at 60 million times 
... twice as often as in 
other leading magazines. 


this one margarine 


grow so far so fast? 


How Fleischmann’s used Reader’s Digest to help turn 
a new product into a top seller in less than a year 


“After achieving national distribution in late 
1959, Fleischmann’s Corn Oil Margarine, 
made from 100% golden corn oil, enjoyed an 
unusually fast sales growth. It has grown at a 
faster rate than any other margarine,” reports 
Joel S. Mitchell, Chairman of the Board of 
Standard Brands Inc. 

“Reader's Digest definitely helped in this 
growth,” Mr. Mitchell continues. “Sales in- 
creased remarkably when we used two cou- 
pon advertisements in the Digest. The first 
appeared regionally in August, 1959, before 
we had national distribution. The second ran 
nationally in November, 1959. 

“Reader's Digest gets a large share of our 
magazine budget for many reasons,” Mr. 
Mitchell points out. “Originally, its regional 
flexibility let our advertising coverage grow 
with our distribution. Now, it gives us cover- 
age of one out of every four families all across 
America. Moreover, in ‘the Digest we reach 
high-income, educated, knowledgeable 
people.” 

Standard Brands has been successful, too, 
in building sales through its advertising in the 
Digest for Royal Gelatin and Royal Puddings, 
Chase & Sanborn Instant Coffee and Instant 
Siesta. Recently it also used the Metropolitan 
New York Edition of the Digest to initiate ad- 
vertising of new, Fleischmann’s unsalted 
Sweet Margarine, which is presently in 
regional distribution. 


Why not benefit from the experience of one of 
America’s most successful marketers? Your 
product will grow best where it has the most 
chances-to-sell. And each dollar you invest in 
the Digest buys double the chances-to-sell. 


Standard Brands uses 
Digest internationally 


Standard Brands, one of Amer- 

ica’s most successful interna- 
tional marketers, has increased its business overseas 
every year since forming its international company in 
1947. It markets in more than one hundred countries, 
uses Reader’s Digest editions in Canada, Latin Amer- 
ica, Europe and Africa. Standard Brands knows that 
overseas, as in the United States, more of its best cus- 
tomers and prospects read the Digest than read any 
other magazine. Last year a most successful promo- 
tion was a 20-page detachable insert in the Digest’s 
Caribbean Edition. 


People have faith in 


eader’s 


| Digest 
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America is a young place that never had 
an adolescence. From the sunny, July 
morning in Philadelphia when those 
men from the 13 Colonies signed Mr. Jef- 
ferson’s document, we have been a world 
power facing adult problems. 


The world has grown smaller. The power 
greater. Scales have tipped. Now out 
smallest action stirs a schoolroom in the 
Himalayas, echoes down a rural road .in 
Africa, rouses a political meeting in 


Wherever peace and freedom are an is- 
sue, we are too. But what do others think? 
Are we a tyranny or final hope? Friend 
or blundering giant? Thomas Jefferson’s 
ideal or a materialistic dealer? What do 
they think? 

The CBS Owned Radio Stations recently 
brought fresh air to this question in a se- 
ries of four programs called ‘““The Anat- 
omy of Freedom.” To see ourselves as the 
new generations in Asia, Europe and the 


rest of the world see us, WCAU—CBS Ra- 
dio in Philadelphia commissioned Dr. 
William W. Tomlinson, Vice President of 
lemple University, to circle the globe 
and seek out the views of men and women 
of stature both in the United States and 
abroad, who are aware of the danger to 
free men evervwhere should America fal- 
ter in its course under the soft oppression 
of indifference and neglect. 

The manager of each of the seven CBS 
Owned America 
personally introduced the first broadcast 


Radio Stations across 
on his own station. CBS news analyst, 
Robert Trout, was narrator for the series. 


What we heard was not all pleasant: 


“T must admit that America hasn’tso much 
spiritual appeal—spiritual attraction—to 
the young people in general in Japan...”* 


I believe that I express the Asian 
point of view when I say, that to us—what 
is important is not so much which nation 


FRESH AIR 


sends the first rocket to the moon ... to 
us, What is important is, which nation or- 
ganizes its house best and shows re- 
spect for the fundamental human values 
more than any country. That to us is the 
that will lead, and should lead 


and must lead the world.’’** 


nation 


“The Anatomy 
over the CBS Owned Radio 
Stations. Idea broadcasting that keeps the 


These ideas were aired on 
of Freedom” 


air fresh with adult, informative pro- 
gramming. Which is why people really 
listen to 


THE CBS OWNED RADIO 
STATIONS: WCBS NEW 
YORK,WBBM CHICAGO, 
KNX LOS ANGE.LES,WCAUD 
PHILADELPHIA, WEEI 
BOSTON,KCBS SAN FRAN- 
CISCO,KMOX ST.LOUIS 
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J J. Ling, President of Ling-Temco Electronics, Inc., inspects his company’s environmental testing equipment. 


/ ame 


“Environmental testing, like advertising, is essential” 


“Environmental tests that simulate actual oper- 
ating conditions are essential to the development 
and manufacture of our electronic components 
and systems. 

“‘Advertising in leading business publications 
serving our major markets is equally essential. 
Through our advertising we are building cor- 
porate identity that helps promote our diversified 


line and pave the way for new product develop- 
ments and increased sales.”’ 


a. McGraw-Hill 
_ 


a é 
e ‘ 
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McGRAW-HILL PUBLISHING COMPANY, INC. 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 


LETTERS TO THE EDITORS 


‘intuition’ or judgment? 


Business judgment (usually con- 
ceived and put into effect by one 
man, or at best a few) has always been 
the basis for any successful business 
operation. It seems to me you confuse 
this business judgment with the term 
“intuition” in your April 7 article on 
“Today’s Formula for Success.” 

The implication that the use of this 
“intuition” is now replacing the use of 
marketing research findings in operat- 
ing successful business is equally mis- 
conceived. I doubt that any business 
has ever operated exclusively on either 
basis over any period of time. 

At best, market research narrows 
the ranges within which the judgment 
must be made. It then becomes the 
responsibility and duty of the man- 
ager to use his judgment (for which 
he is hired and paid) to make intelli- 
gent decisions. If he cannot do this, 
he is replaced. 

The kind and quality of the “intui- 
tion” you describe seems to me to be 
something less than that implied by 
the business judgment required for the 
successful operation of any business 
on a long-term basis. 


C. S. HEMPELMAN 


Market Analyst 

Le Roi Division 
Westinghouse Air Brake Co. 
Sidney, Ohio 


rubber stamp 
begets rubber stamp 


Your article on “New Status for the 
District Manager” [SM, April 21] is a 
timely and interesting treatment of a 
situation that has reached intolerable 
proportions with (probably) thou- 
sands of men in the business com- 
munity. 

Your description of the DM’s con- 
fusion and frustration necessarily de- 
scribes conditions existing in national 
companies. In large measure, these 
companies are the greatest offenders 
—mainly because the “more distant 
and more erudite” management people 
are unable to project their erudition 
over distances beyond those necessary 
to preserve their own status. How can 
an executive in that position find time 
or energy to develop an underling 
into a profit maker? 

I have an idea that company presi- 
dents are the key to development of 
district managers, and that they can 
do this most effectively by injecting 
large doses of security and confidence 
into their middle-level men. Let’s face 
it, the logical spawn of a rubber stamp 
has to be another rubber stamp. Con- 
versely, to develop a leader, you must 
have one above him to start the ball 
rolling in the first place. 


In 20 years I have known many top 
management men who have under- 
stood this, but only three who have 
ever done anything about it. I still 
work for the third—and they'll have to 
blast to get me away from him. 


W. S. HEPPLE 


The Llewellyn Co. 
Albuquerque, N. M. 


proof in the putty knife 


We were quite interested in your 
article “Do-It-Yourselfers Hammer 
Out a $15-Billion Market” [SM, April 
21). 

There is certainly no question as to 
the growing importance of this market. 
We at Red Devil have found that our 
sales bear out most of the data ex- 
pressed in the article. Whereas we 
used to sell one $1.50 putty knife for 
professional use, we now sell ten 75c 
tools for homeowner use. This is very 
definitely a trend... . 


Joun L. LEE 


Executive Vice President 
Red Devil Tools 
Union, N. J. 


PA to salesman 


Certainly all purchasing people will 
be proud of your comments [in “What 
Will PA’s Demand This Year?” SM, 
Feb. 3], for we, too, are attempting 
to do a job for our companies just as 
are all our fine sales people. 

As a devoted member of the Na- 
tional Assn. of Purchasing Agents, I 
would respectfully offer one point of 
minor difference, as well as a few 
others in amplification: 

The only point of possible conflict 
is your use of the word “tough” [with 
reference to the 1961 PA] plus the 
possible interpretation of your singling 
out 1961 because of tighter business 
conditions and reduced profits. 

The use of the word “tough,” of 
course, may be more a matter of 
where one sits; at any rate, my point 
is that each of us having responsibili- 
ties of procurement for our companies 
is undoubtedly going to try to do a 
better job in 1961 than we did in 
’60, and a still better job in 62, etc.— 
whether business is up or down... . 

When it is considered that 50% of 
a typical sales dollar is spent for the 
purchase of materials or services out- 
side the company, today’s improved 
cost analysis techniques are making it 
more apparent that purchasing has a 
real challenge ahead of it... . 

We are going to be depending 
more and more on those of you in the 
selling profession, and are sincere in 
our wishes to derive the most from 
your business visits, for our success 


Sales Management 


sensible 
move 


for all companies 
using 10 or more 
business cars 


Investigate fleetcar leasing —the 
Hertz way —described by leading 
companies as “‘the lowest cost sales- 
insurance we ever took out.” Find 
out how Hertz Fleetcar Leasing 
plans cater to the special needs of 
larger users of business cars. Dis- 
cover how they’re tailored for com- 
panies which best benefit from the 
nation’s most extensive coast-to- 
coast leasing facilities, and from op- 
erating efficiency perfected over 30 
years. Each ‘‘10-Plus”’ plan replaces 
your cars with brand-new Chevro- 
lets, Corvairs, or other fine cars; 
assumes full responsibility for main- 
tenance and repairs; and reduces the 
many annoying details of fleet 
administration to the writing of one 
budgetable check each month. Use 
coupon below to learn why more and 
more and more multi-car companies 
agree Hertz Fleetleasing makes the 
best business sense for them. 


CAR LEASE 


HERTZ FLEETCAR LEASING, 

Att. H. F. Ryan, V.P. 

The Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y. Dept. D-519, 


, ‘ 2 
Please send me your new fleetcar leasing 
booklet. 


NAME 

POSITION 

COMPANY 

ADDRESS a 


CITY & STATE 


NUMBER OF CARS OPERATED. 
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Fairchild 8mm Motion Pictures 


A BRAND 


Here’s a motion picture system that 
opens new opportunities for your 


sales force: Fairchild’s Cinephonic 
8 mm Sound Camera and Sound Pro- 
jector. They now make it financially 
and physically feasible to put the ex- 
citement of color, action and sound 
into your salesmen’s presentations. 


Many Uses: Other companies are al- 
ready using this camera and projec- 
tor for many kinds of lip-synchronized 
films, both color and black-and-white. 
Sales presentations. Equipment dem- 
onstrations. Trade shows. Training 
movies. Plant safety films. The list 
could go on and on—there are as many 
uses as there are ways of selling and 
information, teaching and training. 


Low Cost: Just $11 for color film to 
produce a 5-minute story. And the 
equipment: only $508 for the camera 
and projector together. 


Camera—Easy to Operate: Almost 
anyone in the sales or advertising de- 
partments can make good sound 
movies with the Fairchild Cinephonic 
Camera. It records sound directly 
onto a thin magnetic stripe on the 
film as you shoot the action. A built- 
in, rechargeable nickel cadmium bat- 
tery powers the camera and its tran- 
sistorized sound system. To work the 
camera, you simply set the volume 
level, aim and shoot. It’s that simple. 
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NEW WAY TO SELL 


Projector—Versatile, Simple: The 
projector has all the attributes of a 
modern tape recorder. With it, you 
can erase sound; or you can add 
sound over sound. For example, you 
can put your own commentary over 
previously recorded sounds, without 
erasing them. If the price of your 
product changes, you can change the 
sound track yourself. 

The 400-ft. reel capacity lets you 
show your own 20-minute sales movie 
to as many as 50 prospects at a time. 

Operation is simple. To thread, just 
follow the printed line on the projec- 
tor. A simple lever synchronizes 
sound with action. Two speeds: 16 
and 24 frames per second. 


The projector weighs only 24 lbs., 
so it is easy to carry to your cus- 
tomer’s office. It can become an in- 
tegral part of the routine sales call. 


Free Literature: For complete infor- 
mation on the Cinephonic 8mm sound 
motion picture system, write to Dept. 
SM-5, address below. 


FAIRCHILD 
CAMERA AND 
INSTRUMENT 
CORPORATION 


580 Midland Avenue 
Yonkers, New York 


INDUSTRIAL PRODUCTS DIVISION 
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with our suppliers is the measure by 
which we will achieve success with 
our own companies. 


GLENN L. R. BAUMHARDT 


District IV Vice President 
National Assn. of Purchasing Agents 
New York, N. Y. 


line up to give up 
Your article on “Pullman Car Blues” 
{“From the Editor’s Side Pocket,” SM, 
April 21] has been of great interest 
to me. I do a great deal of travel 
by railroad and by plane, and have 
“suffered” as badly as you. I’m not 
sure which of the two is worse. 
Some time ago I waited from 9:30 
a.m. to 5 p.m. at the Pittsburgh air- 
port to get on a plane to New York, 
on a line that recently had to merge 
to keep from going out of business. 
At about 5 p.m. the man at the desk 
shouted to the crowd waiting, “All of 
you who still want to go to New York 
get in one line, and those who don’t 
want to go get in another line.” 


Sam C. Manoop 


Homestead Valve Mfg. Co. 
Coraopolis, Pa. 


society's choice 


I was interested in your editorial, 
“Just How Guilty Are the Electric 
Companies?” [SM, April 7] because 
it is one of the few editorials that 
questioned the treatment given the 
heavy electric industry by _ recent 
court actions. In this regard you may 
be interested in an editorial I wrote 
on the same subject for the March 13 
issue of Design News. . . . [The fol- 
lowing is an excerpt from the Design 
News editorial. } 

“ ... If the giants [electric com- 
panies] had aggressively bid their 
lowest possible price over the last 25 
years, would there be 29 companies 
in this field todayP—Or maybe only 8 
—or only 2? And if only 2 survived, 
would the Government sue for the 
elimination of this monopoly, even 
though the buyers had _ benefited 
through the lowest possible prices for 
25 years? 

“Perhaps our society has the choice 
of monopolies where the few most 
competitive producers end up being 
the few only producers—or, on the 
other hand, where an industry acts in 
concert to keep alive big and small, 
within reason, to insure the survival 
of the kind of an economy which has 
made America great. ... ” 


E. S. SAFFORD 


President 
Rogers Publishing Co. 
Englewood, Colo. 


Follow UP... keep selling with the 
persistence 


of Outdoor! 


Newspapers and Outdoor—a selling team! Work them in 
double-harness. With Outdoor, your sales message is here 
today and tamerrow... selling around-the-clock for a full 30 
days. Outdoor does this in big size and full color, close to 
the point of sale. 


The reach: 94% of car-owning households. 

The frequency: 21 times a month. 
You reach more people, more often, at lower cost with Outdoor 
than with any other primary medium. Ask an OAI representa- 
tive to explain how much added impact you can give your 


sales message, at low cost, with the persistence of Outdoor. 


OUTDOOR J 
ADVERTISING 
INCORPORATED 


With offices in: Atlanta, Chicago, Dallas, Detroit, Los Angeles, New York, Philadelphia, St. Louis, San Francisco, Seattle. 
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Insurance for the NSE 
In Leland Lyons, the National Sales 
Executives are not only getting a new 


president, but also the first insurance 


man in the organization’s history to 


THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


Peter Schruth: The Sales 
Executive of the Year... 


A couple of days ago in San Fran- 
cisco, National Sales Executives—In- 
ternational handed its highest award 
to an ex-FBI man who sstarted his 
sales career at the tender age of ten. 
He's Peter E. Schruth, in his early 
40’s, v-p and executive director of 
advertising for The Saturday Evening 
Post. He's the twelfth top sales and 
marketing executive so honored by 
NSE: As much as for any other rea- 
son, Pete Schruth was singled out for 
the award because of his successful 
functioning as a business spokesman, 
“carrying the message of the impor- 
tance of distribution of goods and 
services, in maintaining the position of 
the Free World in its economic com- 


receive the honor. Lyons, v-p of New 
York Life Insurance Co., is a poised, 
soft-spoken, friendly man with an air 
of self-confidence. Although he’s been 
in the management end of his busi- 


Photo by Guy Gillette 


petition with the Communistic bloc.” 
Schruth has been with Curtis Pub- 
lishing since 1945, began as a Holi- 
day space salesman. Within a year 
he was manager of the West Coast 
operation for the publication. He was 
37 when Curtis transferred him to 
Philadelphia and made‘him the young- 
est v-p in the history of the company. 
His title then: v-p and advertising 
director of Holiday. Several years later 
he moved over to the Post. (Gross ad- 
vertising revenue for the Post for 
1960 was over $105 million.) .. . 
As a 10-year-old in Minneapolis, 
Schruth, with a buddy, went into the 
“numbers racket.” They painted house 
identification numbers on curbs at 10 
cents a number. Typically, Pete sold 
the service to housewives, let his 
buddy do the painting. He worked 
his way through the University of 
Minnesota by selling advertising for 
the campus humor magazine. During 
the war he was a special agent for 


the FBI. 


ness for three decades, he thinks of 
himself primarily as a salesman. Son 
of a New York Life agent in upstate 
New York, Leland Lyons became an 
insurance salesman during his first 
year at St. Lawrence University. “How 
much insurance would I have to sell,” 
he asked his Dad, “to make as much 
as I would on a summer job?” The 
elder Lyons named a figure. Young 
Lyons doubled it with ease. From 
that time on there wasn’t a doubt in 
his mind that he’d make selling in- 
surance his career. He started with 
the company, full-time, in 30, when 
selling insurance was a lot harder 
than selling apples. Within a year he 
was assistant manager of the Albany 
branch. After stints from Watertown 
to Binghamton to Buffalo, and Boston 
to Philadelphia, he came into the 
home office in 52 as assistant v-p in 
charge of group sales. Today he’s in 
charge of sales operations east of the 
Mississippi—a billion-dollar sales force. 
Lyons is a trustee of St. Lawrence 
University. He and his wife were 
classmates there. Of their three 
daughters, one is a St. Lawrence grad, 
the youngest will enter in the fall. 
He’s more than a passable golfer: 
Two years ago he won the Scarsdale 
Golf Club championship, is president 
of the club for ’61. 
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when 

you plan 
your next 
campaign 
we'd like 

to be 

on hand 
showing you 
how CCA 
sales-oriented 
displays 
reinforce 
advertising 
and promotion 
at the 

crucial 

point of 
purchase 


CONTAINER CORPORATION OF AMERICA « CHICAGO 3 
local service from 125 manufacturing centers 


CCA 


Vintage cars reproduced in CCA corrugated drive home Brown-Forman’s antique auto theme for Early Times distributor-dealer program. 


folding cartons - 


shipping containers - 


paperboard - 


Sefton fibre cans - point-of-purchase displays - molded plastics 


Why Monkey with the Metro... 


The CHARLOTTE TV § 
MARKET Is First : 
in the Southeast Char otte 
~ s * a 
City Limits 


with 642500 Homes* 


Fables have persisted for years about how to judge a 
market’s size by the Standard Metropolitam Area concept. 
Savvy Monkeys see no metro, hear no metro, speak no 
metro — because they know that it’s the total TV Homes delivered 
that counts! 

Speaking of delivering, WBTV reaches 55.3% more TV 
Homes than Charlotte Station ‘B’’.** 


* Television Magazine—1961 
** ARB 1960 Coverage Study— Average Daily Total Homes Delivered 
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THE 
BUSINESS 
INQUISITION 


@ why it's happening 


e@ what must be done 


The storm against business is blowing up big. 
Coast to coast, private citizens, public officials, 
the press and businessmen themselves are heard 
wondering about “What's happening to business?” 
Not in 50 years has a relatively normal, peace- 
time economy witnessed such a mountainous 
wave of sentiment against so many business 
practices. Some call it a breakdown in morals, 
some a lack of ethical standards. From every side 
come outright attacks, insinuations, dissatisfac- 
tion with the order of the “business house.” 
Such attacks have a way of turning themselves 
into new laws, new Government orders, new 
“clean-ups” and “crackdowns”—all aimed at re- 
stricting the business world. It has happened 
more than once in the past and, unless business 


does something fast, it will happen again—soon. 


> Many forces and pressures are at 
work. Add them all together and they 
spell trouble — big trouble. They were 
triggered by quiz-show rigging, disc- 
jockey payola, conflict of interest scan- 
dals, industry-wide price collusion, 
and by hundreds of other less spec- 
tacular yet widely noticed Congres- 
sional investigations, actions against 
advertising, exposures of “unfair com- 
petition,” more bid rigging, and on 
and on. Different troubles in many 
different industries—all amounting to 
an erosion of the exalted position of 
business in America. 

Slowly, surely, the counterforces 
swung into action. Many businessmen 
were more than disconcerted over the 
sudden spryness of the Federal Trade 
Commission several vears ago. Today, 
not much later, they can look back 
on those “troubled times” and hon- 
estly say, “We never had it so good.” 

Much of the storm is centered in 
Washington. And storm flags are fly- 
ing not just at the FTC and the Jus- 
tice Department but in hundreds of 
powerful posts—the White House, the 
Commerce Department, Congressional 
offices and hearing rooms. Other 
smaller, yet still important, squalls 
are breaking out in the seats of state 
and city governments. 

The press and the public have 
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continued 


varmed to the 
kind of 


battle cry, and _ this 
a national reaction unfailingly 
spurs a get-tough-on-business drive. 

Yet there ‘s no grand plot against 
business. And, except for the lunatic 
is viciously “out to get” 

But call it a glorious cru- 
a vile vendetta, it makes little 
difference; there are persons who are 
determined and dedicated to the task 
of making over business into what 
they feel it should be. And they—in- 
cluding FTC Chairman Rand Dixon, 
Attorney General Robert Kennedy, 
Antitrust Chief Lee Loevinger, and 
many a powerful congressman—are in 
the positions to do it 


tringé¢ 


busine SS 


>, no one 


sade or! 


One thing is certain, business hasn’t 
seen anything vet. Clearly, it must 


do something, now. 


The Symptoms of the Mood 

The answer to the problems of 
found in a 
strength between _busi- 
Government. It is not to 
in discrediting the most 
anti-business officials. Even if 
business could win such a tug-of-war, 


it probably wouldn't help. The 


business is not to be 


matching of 
ness and 
be found 
active 


rea- 


son: the growing and spreading de- 
mands against business are firmly and 
deeply rooted in a fast-rising public 
opinion 


The present Administration is more 
iware of public opinion — and more 
likely to act on the basis of it — than 
any other in history. Then when busi- 
ness takes its turn to act, it will stir 
up even more popular sentiment. And 
the Administration, keeping its ear 
always to the ground, may act again 
and intensify opinion even further. 

It is this chain-reaction effect that 
guarantees that this storm will not 
just blow over. 

And in these times the public is 
riper for a crackdown on _ business 
than at any time since the great de- 
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pression. Possibly the public is more 
receptive than ever, for the simple 
reason that its receptivity is caused 
by deeper factors than the hysteria 
of the times. 

There are many reasons. Many are 
not broad, across-the-board reasons 
which explain sentiment against busi- 
ness in general. In fact, little support 
can be found for any dislike of busi- 
ness, per se. Some of these reasons 
direct feeling against specific indus- 
tries or even companies, while, again, 
others touch on widespread practices. 
They are unclear, confused. Manv 
simply reflect a changed way of life 
in which men are detached from the 
interests of business and interested 
in observing the scene and drawing 
moral judgments. 

Here are some of the pieces to this 
puzzle: 

Over and above all lies the tre- 
mendous, indeed startling, increase in 
awareness and sophistication of the 
public in very recent years. The 
swelling in the ranks of the educated 
has a lot to do with it. But the rea- 
sons are not important. Suffice it to 
say that it is a spurt ahead in the 
already rapid march of civilization 
that has transformed America from 
a nation of farmers and frontiersmen, 
of unskilled semi-literates, to what it 
is today in a mere three generations. 

With this new awareness comes 
both cynicism and idealism, and both 
can lay a foundation for anti-business 
sentiment. It is impossible to measure 
this growth in awareness, but it may 
be one indication that at the begin- 
ning of this year the number of com- 
plaint letters received by the Federal 
lrade Commission was running almost 
exactly double the number received a 
couple of years before and for many 
vears before that. 

In short, business today is a legiti- 
mate topic of conversation among a 
higher percentage of the population 
than ever before. Although most of 
this must be credited to the rise in 
awareness, it has undoubtedly been 
accentuated by the fact that most 
business news today is made by mar- 
keting or one of its phases. 

Unlike the business news of the 
depression and before, there is no 
need to understand high finance, 
banking, stock manipulation, pyramid- 
ing and trust building, and the like, 
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to comprehend most of the adverse 
business publicity today. It concerns 
people, selling, products, buying, the 
corner store, advertising, television, 
prices, lying, cheating, the family 
budget. It is front-page news. 

The companies themselves create 
their own contrasts. They are active 
in community affairs, they award 
scholarships, and they emphasize pub- 
lic service. Through the magic of 
public relations they have successfully 
left behind the image of sweatshops 
and greed of vesteryear, and have 
emerged with modern, whitened, 
landscaped “corporate images.” 


> It is no wonder corruption comes 
as a shock. Indeed, no wonder yes- 
terday’s slightly gray practice looks 
black today. 

At the same time, business is in 
itself a little more frightening than 
it was. Growth and merger have 
created a higher proportion of com- 
panies with truly national economic 
significance. Their power is more 
noticeable, and, combined with their 
ability to use modern marketing to 
influence the buying habits and per- 
sonal preferences of the public, some- 
what frightening to the average in- 
dividual. And the popular parlor 
game of pointing threateningly at 
marketing’s ability to use psychologi- 

cal symbols to make people buy, to 
predict what people want before thev 
know themselves, and even allegedly 
to employ hocus-pocus like subliminal 
advertising, is able to contribute more 
than a little to the spreading distrust 
of business. 

On top of this, there is a general, 
widespread moral or ethical re-exami- 
nation. Few people fail to realize the 
magnitude of the great ideological 
power struggle in the world today. 
The uncomfortable feeling that every- 
thing hangs on a push button, that a 
mere instant can change the world 
irreconcilably, is bound to create an 
atmosphere ‘of self-examination. 

This runs the gamut from the coldly 
practical side of wanting to appear as 
good as possible to ourselves and the 
world, to an uneasy, between-the- 
shoulder-blades feeling that too many 
tail fins are symtomatic of a downhill 
slide a la Roman Empire. 

But whichever reasons are most 
important, and whatever other reasons 


there may be, there can scarcely be a 
doubt that any action Government 
takes to control business will be with 
the overt or implied blessings of a 
substantial segment of the public. 


Morality and the Business Reflex 
If business is to present a really 
effective defense, it must adopt a 
campaign that is both constructive 
and consistent. To do this, it is first 
necessary to pinpoint the problem. 

It is easy for the public to blame 
everything on a breakdown or lack 
of business morality or ethics. This is 
the popular reason; it’s simple, un- 
complicated, and provides an excel- 
lent explanation for the sudden dis- 
satisfaction with so many business 
practices. 

But it’s scarcely a satisfactory ex- 
planation. There is little evidence of 
a real deterioration in business morals 
or ethics. 

Certainly some recent abuses did 
not occur years ago. But most of them, 
especially the marketing abuses, did 
not exist a couple of decades ago 


As the attacks on business practices mount, it becomes 
clear that more than just outright lawbreaking and cheating 
are concerned. If the attacks grow stronger, any of the 
many business practices listed below are candidates for 


because business conditions, indeed 
marketing itself, were not conducive 
to abuse. There was small chance of 
misusing a marketing technique be- 
fore it was widely used. Who would 
have bothered to rig a quiz show a 
few years ago when top prize was 
$64? Hardly worth the trouble. And 
would anyone have bothered to get 
upset about the price of drugs before 
they became capable of saving life 
or eliminating serious illness alto- 
gether? Somehow, the problem wasn’t 
taken so seriously then. 

But except for those few areas 
where conditions have changed to 
make them now abusable, there is no 
evidence of a great decline in morality. 

Of course, the number of charges 
of monopolistic or unfair practices has 
increased—but this does not mean that 
the practices are themselves on an 
upswing. Certainly advertising has 
come in for more criticism — but this 
does not mean ads are worse today. 
In fact, the most blatant proprietary 
drug ad today is soft sell next to the 
snake oil claims of not too long ago. 


What Are the Issues? 


more restrictive measures. 


Price fixing? Rampant through the 
thirties and peanuts compared to the 
semi-cartels of that period. Conflicts 
of interest? Penny ante when viewed 
next to the secret deals, interlocking 
directorships and manipulations of 
the last generation of business moguls. 

This in no way eliminates the prob- 
lem. Government and public opinion 
are still down on business. 

But this does help put the real 
problem into some kind of perspec- 
tive. And the answer has to be that 
the standards of the public have 
changed. 

History will bear this out. It is 
really unnecessary to point out in any 
great detail the magnitude of the 
social evolution undergone by Ameri- 
cans in the past hundred years. The 
rise in average education, the phe- 
nomenal increase in standard of liv- 
ing and leisure time, the broadening 
influence of constantly improving 
methods of travel and communication, 
and many other factors combine to 
make today’s common man quite a 
different person than his grandfather 


Obviously, not all would be 


involved, but many of them—in at least some industries— 
could easily be subjected to far more control than they 
are under today. And this is just a partial list: 


PRODUCT 


package labeling and.filling 
guarantees 

obsolescence 

service 

quality 


price 


PROMOTION 


customer allowances and services 


taste and truth in advertising 
reciprocity 


discount structures 


monopolistic marketing power 


PERSONAL ETHICS 


stock options 
expense accounts 
“business” vacations 
club memberships 
company facilities 


(cars, planes, hunting lodges, etc.) 
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or even his father was in other days. 

Generally speaking, this social evo- 
lution of the past few decades has 
made the populace more aware of 
what was going on, less gullible, more 
conscious of its power in a demo- 
cratic society, and more conscious of 
social standards. In some ways at 
least, there has developed a greater 
public conscience and sensitivity. Al- 
though this sweeping tide can at 
times develop lunatic tendencies, as 
when it created the prohibition amend 
ment, it can and usually does stick 
to more genuine social acts, such as 
the abolition of child labor. 

But that is people, and the way 
they live their lives. It is deeply 
seated in emotions and conscience. _ 

On the other hand is business. Busi- 
ness law notwithstanding, the corpo- 
ration is not a person. Relations among 
corporations and between the corpo- 
ration and the customer are conducted 
according to precedent and the rules 
of the game. (This is not to say that 
businessmen never operate emotion- 
ally. There is plenty of emotion in 
business, but it occurs within a static 
and established framework of un- 
spoken rules.) Things are done be- 
cause “that’s the way to run a busi- 
ness. As a technique or method 
becomes obsolete, a new one is sub- 
stituted. And, if it makes the business 
run better, it quickly becomes part 
of the recipe 

Ot course people, too, live their 
lives by the rules. But, where so- 
ciety’s rules change spontaneously 
and gradually, business’ rules, being 
practical rather than emotional, gen- 
erally do not. 


There are many areas in which 


society and business overlap. As the 
public concerns itself with more of 
the issues of life, the number of these 
overlapping areas increases. 

Most of the business practices in 
question today are areas in which 
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business and society overlap. 

What happens is this: Society 
changes slowly, but suddenly, and 
every 20 or 30 years something hap- 
pens to jar it out of its torpor. Some- 
thing that business does shocks so- 
ciety into the recognition that it can 
“suddenly” no longer tolerate some 
business practice. It looks further, 
and is guaranteed to find a hatful of 
other “offenses.” 

Recent history bulges with exam- 
ples. The drive to “humanize” busi- 
ness in this century began as the 
century began. Basketsful of child 
and woman labor laws, wage rate 
laws, work-hour and pension laws 
were dragged through state and Fed- 
eral legislatures. The first food and 
drug laws were enacted; the Govern- 
ment went on a conservation kick, 
telling business how it could use the 
nation’s resources; the fur flew as trust 
after trust was crumbled. In each 
case, the public “discovered” new 
abuses, and businessmen were amazed 
and understandably infuriated at this 
sudden shift in the wind. 


> A decade later the evolution of 
society was again glimpsed in the 
FTC Act, the Clayton Act, new and 
greater regulation of the railroads, 
lowered tariffs, and a variety of minor 
labor reform acts. 

Then 20 vears passed, and the pub- 
lic rejoiced almost to a man over the 
New Deal, with its banking acts, 
security acts, Federal loans, Wagner 
Act, Robinson-Patman, and the like. 

This is incomplete, of course, and 
greatly simplified; there were other 
bits of restrictive legislation, and even 
an occasional pro-business law. But 
the point is clear. Every 10, 20 or 30 
years (depending on wars, depres- 
sions and the existence of non-business 
targets for reform zeal), there is a 
wave of business reform. 

Almost every time, the businessman 
is surprised to see the rules of his 
game challenged as immoral, unethi- 
cal, inhuman and what not. Of course 
the businessman does sometimes 
change with society, but the emo- 
tional changes are subtle and slow, 
and his business rules are known and 
definite. He has plenty of time to 
reconcile the two, which at least 
partly answers the currently popular 
question of how an executive can be 
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civic leader and business “criminal.” 

The storm gathering over Washing- 
ton today could very well be the har- 
binger of a new era of business re- 
forms. In fact, it is hard to believe it 
could be anything else. 

If it is, it won't blow over quickly. 
And, not to be fatalistic, business 
hasn’t won one yet. 

Should business then just sit back 
and take whatever happens as in- 
evitable? The answer has to be no. 
The dangers of such a course are 
ybvious. Reform movements can and 
often do go too far in their zeal. 
Sometimes they blindly dash off in 
the wrong direction, solving nothing 
and causing plenty of trouble. Very 
often they ban an activity or practice 
which has been used to excess, thus 
unfortunately taking it away from 
those who knew how to use it bene- 
ficially and in moderation. 

But if business is to do something, 
what should it be? Much of the an- 
swer must come from the nature of 
the Government attack. 

Most reform movements have relied 
heavily on extensive legislation. This 
time, that probably will not be the 
case. There is sure to be some new 
legislating, especially that dealing 
with specific industry practices and 
with circumstances that are products 
of today’s world. And there are sure 
to be a bunch of small laws or parts 
of laws or orders giving additional 
bits and pieces of power to regulatory 
agencies now in existence. 

But most of the action will come 
in three big ways: 

1. Much stricter enforcement of 
restrictive laws already on the books. 

2. Much broader interpretations of 
these laws, which will bring more 
practices under their scope and elimi- 
nate many of the innumerable and 
often profitable loopholes. 

3. Use of executive power to dele- 
gate new authority and additional 
duties to existing regulatory agencies. 
Much of the reform legislation in 
the past dealt with establishing new 
functions of Government and agencies 
to carry these functions out. To- 
day there are so many agencies that 
it is difficult to conceive of a busi- 
ness question that could not be 
legitimately handed to an agency 
already on the payroll. This fact 
alone will tend to eliminate 


“There is really only one thing for top executives 
to do at such a time as this (price-fixing, conflict of 
interest). That is to forget the alibis and the explana- 
tions and have the fortitude—the plain guts—to stand 
up and say: ‘This is our failure. We are chagrined 
and sorry. It will not happen again.’ 

“Since it has happened, | think that we now run a 
serious risk of having codes with sharp teeth imposed 
on business, not by chambers of commerce or associa- 
tions of manufacturers, but by a Federal legislature. 
Because such codes would further restrict the areas of 
free business action and decision, it is up to us in 
our various companies and industries to see to the 
establishment of our own formal principles of ethical 
practice, plus the effective means of self-policing 
those principles. .. . 


Henry Ford II, Chairman, Ford Motor Co.: 


‘Forget the Alibis and Explanations’ 


“So | would like to suggest that all of us in business 
management take a new, long look at ourselves and 
all our business practices. | suggest we look not only 
at the obvious areas of danger, where we may run 
afoul of the law, but also at those borderline areas 
of corporate action which might have unfortunate 
social consequences for our fellow man. 

“Morality is not just avoiding price-fixing or con- 
flict of interest. Obedience to the law is not enough. 
The law is negative. It tells us only what we must not 
do. As Crawford Greenewalt, president of Du Pont, 
has suggested, we in industry must be concerned 
more specifically with ‘obedience to the unenforce- 
able—the things we do not because they are required 
but because they are right. This strength is more 
potent and compelling than the law.’ ” 


much of the need for legislation. 
This time, if Government is going 
to close the “social gap,” it can pretty 
much do so without submitting to a 
knock-down, drag-out battle in Con- 
gress. This makes it even tougher to 
fight. 

The choice business must make is 
this: It can take matters into its own 
hands and, using the Government as 
an indicator of success and as a threat 
to the obstinate operator, close the 
gap itself. Or, it can travel the road 
it has traveled so unsuccessfully so 
many times before, protesting loudly 
against unfair treatment, at a great 
sacrifice of time, money, effort, pres- 
tige and — possibly worst of all — run 
the risks inherent in having nothing 
at all to say about the restrictions 
imposed. 

The latter choice appears to be the 
one that many businessmen are mak- 
ing today. Everywhere one hears 
speech after speech shifting the blame 
for offenses, trying to make sharp 
marketing practices look acceptable, 


raising the battle crv of “free enter- 
prise,” and on and on and on. 
Can it work? It is highly doubtful. 
At the most basic level are the at- 
tempts to block Washington action. 
But these attempts are notably un- 
successful when they are running con- 
trary to aroused public sentiment. 
And, as mentioned before, this be- 
comes nearly impossible when it is 
executive or judicial action, rather 
than legislation, that is opposed. 
And there is not much hope of 
swinging public opinion around to 
business’ side either, at least not that 
part of it that the Government is lis- 
tening to. This sends many of the 
old saws down the drain. They have 
been used too long, the public has 
been warned too many 
them to have anv effect. 
The oft-voiced protest that it is 
only the “little, marginal operators” 
which are giving the whole industry 
a bad name fails to hold water in the 
face of a list of indictments and com- 
plaints that reads like a corporate 


times, for 
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social register. Even though indict- 
ments are not evidence of guilt under 
the law, they amount to as much in 
the public mind. 

And the tired, old tale about every 
new restriction’s spelling the absolute 
end of the American wav of life has 
about run out of gas. Although this 
warning has been repeated over and 
over again, the number of citizens 
who feel less free than they used to 
is definitely in the minority. Too often 
in the past business interests have 
equated liberty with unlimited self- 
gratification to leave much sting in 
this argument. 

The new sophistication of the public 
has ruined a few of the most cher- 
ished business arguments, too. There 
are few people who do not realize 
that business exists primarily to make 
a pro&t, and it is only those few who 
will be willing to believe that a com- 
pany engages in certain marginal prac- 
tices because they help create jobs. 

Another of the traditional argu 
ments is that “business power is more 
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democratic than Governmental power 
because the people vote for business 
every day in the market place by 
making buying decisions, whereas they 
only get a crack at Government everv 
four years.” Hogwash. Any business- 
man who lulls himself to sleep in 
that way deserves to get burned. The 
public does not want to vote in the 
market place by denying itself the 
products it would like to possess. It 
wants to buy the products, but with 
the least possible chicanery. 
Business’ arguments go on and on. 
Throughout they are laced with the 
pious belief that Government and 
business are equal partners, that 
what’s good for business is good for 
the community, that the rules of busi- 
ness must be held to a minimum, etc. 


> There is nothing wrong with 
businessmen’s firmly believing these 
things. And it matters little whether 
in the end they are right or wrong. 
The dangerous thing is when the 
businessman them so 
soundly that he depends on them to 
get him out unscathed. The dangerous 
thing is when he expects the public 
to listen to these beliefs, change its 
mind, and stop demanding business 
reform 


believes in 


The dangerous thing is when 


the businessman expects his ideology 


to do anything besides get him in 
deeper by further strengthening the 
fear in some minds that business is 
always opposed to social progress. 

If business chooses to fight the 
Government, it had better find some 
new weapons. 

The alternative to fighting is to 
take the initiative, satisfy the Govern- 
ment, and in that way quiet the popu- 
lar outcry 

It should be unnecessary to point 
out that business must never just lie 
down and submit willingly to any and 
every Government pressure. Govern- 
ment (and the public) is by no means 
always right, nor business always 
wrong. But if business does take the 
lead, if it does prove that it is anxious 
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to take constructive action, it stands 
a far better chance of being heard 
and its viewpoint accepted in those 
many instances when it is completely 
in the right. As it stands now, how- 
ever, business has cried wolf so fre- 
quently and for such a wide variety 
of reasons that its complaints are 
easier to ignore than to evaluate. 
There is absolutely no way to tell 
which is the best way. But if history 
is any indication of what will happen 
now, taking the initiative and settling 
the issue on business’ own home 
grounds would seem the wiser course. 


What Must Be Done 

The first and most basic step—and 
the one most to be desired—would 
be for businessmen to lift their sights 
a little, climb out from behind the 
traditional rules of business, and im- 
partially apply honesty, conscience 
and a high moral sense to their every 
business transaction. They should al- 
ways bear in mind the need for pro- 
fessional standards—standards which 
are designed to uplift the industry to 
an irreproachable level. 

Executives should be _ especially 
watchful for those occasions when 
they find themselves easing their con- 
sciences or explaining away their ac- 
tions as competitive necessities. 

In short, the supreme result would 
be for businessmen to inject a greater 
idealism into their activities. 

This is asking a great deal; only a 
few executives in every generation 
can be expected to live up to it. But, 
as a rule, those few cast a long shad- 
ow, and if the number can be in- 
creased ever so slightly the value to 
business will be far out of proportion 
to the numbers involved. 

The next step, almost as basic as 
the first, is for businessmen to comply 
strictly with the many clear, long- 
standing laws now on the books. 

To some degree this is a matter of 
education. It means educating both 
executives and salesmen as to the con- 
tent and meaning of the laws, as well 
as what happens if they are broken. 

But to a greater degree it means 
recognizing that laws are laws, wheth- 
er they are business laws or social 
laws. It means adopting the attitude 
that Government does have a right 
to tell business what it cannot do, and 
that the exigencies of the situation do 
not make it right to suspend the laws. 

Unfortunately, both the idealistic 
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professional approach and the strict 
observance of the law approach are 
based on the assumption that the busi- 
ness community is not only willing to 
wholeheartedly adopt them, but that 
business can successfully adopt the 
“business can do better” attitude of 
the Government and the consumer. 

Both approaches demand that busi- 
nessmen develop the same sensitivities 
as the public. And, in the light of the 
complete and genuine amazement with 
which businessmen generally receive 
complaints or rumblings about cer- 
tain of their practices, this would be 
a little too much to expect. 

So individual enlightenment can- 
not be anywhere near the whole an- 
swer to keeping business on the path 
laid out by the society. 

Former FTC Chairman Ear] Kintner 
has broken down the restraints against 
total and utter business barbarity into 
four segments. They are: 

¢ Individual responsibility 

e Voluntary group effort 

© State and local government 

@ Federal Government 

The big question, now and through 
recent history, is the relative contri- 
bution to be made by each. 

And, as it is the Federal Govern- 
ment (and to a lesser degree the state 
and local governments) which reflects 
the voice of the public, it has the task 
of setting the standards. 

And it is its job to see that the 
standards are met by stepping in when 
the contributions of individual respon- 
sibility and group effort fail to com- 
pletely meet these standards. 

The degree of Government regu- 
lation, then, is inversely related to 
the degree of self-regulation imposed 
by business. 

If these four restraints make a 
whole, and if it is desirable to mini- 
mize the role played by outside, or 
Government, forces, and if individual 
responsibility can only be counted on 
to take up a little of the slack, it be- 
comes clear by a process of elimina- 
tion that voluntary group effort must 
get the lion’s share of the task. 

Voluntary Group Effort. It is ironic 
that so much is to be demanded of 
a form of self-regulation that has such 
a monumental record of past failure. 
It is a path so studded with obstruc- 
tions as to be nearly impassable. Yet, 
there is hope, and it calls for real 
leadership... . @ 


American business now stands with its back to 
the wall. It is being assailed by Government, 
the press and society itself. New charges, new 
indignation mount almost daily. Something 
needs to be done. Business must react in some 
way that will restore a measure of faith and 
confidence in the operation of our “free enter- 
prise” system. The challenge has been out in 
the open for some time now. The nation is 
getting impatient. 


And yet, there is not a single, intelligent plan 
now operating which really stands a chance of 
reconciling business and its critics. There is not 
now any evidence that a solution will be found 
to the conflicts between business and Govern- 
ment—at least not one which will be satisfactory 
to both interests. 


Business is being stubborn. It feels misunder- 
stood. It feels, despite history’s lesson that 
change and reform always follow such times as 
these, that the crisis will pass if it can be ignored 
long enough. 


But the crisis will not pass without leaving its 
mark on business and businessmen. The only 
question is whether the needed changes will be 
made with or without the cooperation of busi- 
ness. There is no alternative—unless history lies, 
unless Government is insincere in its declara- 
tions, unless the people should suddenly become 
apathetic and disinterested. 


One mistake business may have made in the 
past was to refuse generally to cooperate with 
administrative regulators or legislative groups. 
Washington said there was a problem; business 
insisted that there was no problem at all. Wash- 
ington won; but because it didn’t get any help- 
ful advice from business, the new law or regula- 
tion often went too far, or conflicted with other 
laws or rules, or proved to be impossible to ad- 
minister. 


Businessmen should wage a fight against legisla- 
tion or rulings they believe to be unfair or harm- 
ful—but they should prove their willingness to 
cooperate for the common good. It’s too bad 
that in the past they’ve built a reputation for 
always saying no, except when seeking a favor 
such as a higher tariff. 


You have been challenged. As a corporate ex- 
ecutive, as a business leader, you have been 


==—<=An Open Letter to Top Executives 


challenged by the inquisition to clean up your 
own house, or have it cleaned for you. It is a 
challenge you must accept. 


The role of a corporate executive today is an 
important one in our economy. It is equally im- 
portant in our society. And you cannot afford to 
forget that you are a part of that society—both 
as an individual and a businessman. You are 
indebted to it for your position and responsible 
to it for your actions. It is not an exaggeration 
to say that you are on a plane with members 
of Congress, governors of states, mayors of com- 
munities. The business you are entrusted to run 
must be operated in conformance with the rules, 
the tastes—and to some extent even the whims— 
of society, or society has the power and the right 
to revoke your franchise. 


Put in simplest terms: You are being asked to 
see to it that every marketing practice, every 
business method, every company policy meets 
the high standards set by society. You are being 
asked, you are being challenged, to establish 
this relationship now and maintain it in the 
future. 


The means by which you do this will vary ac- 
cording to circumstances. You may wish to as- 
semble other leaders in your industry for the 
purpose of investigating and obliterating “pur- 
ple” and “gray” practices. 


You may seek the objective counsel of outsiders 
—educators, statesmén, religious leaders, and 
the like. You may wish to confer at length with 
Government leaders. 


No matter what course of action you choose, 
it is up to you to see that a job is done. You 
must not be satisfied with petty, toothless codes 
of ethics, nor allow what begins as constructive 
action to deteriorate into purely defensive 
maneuvering. You must see that voluntary 
agreement is reached and follow through to 
expose those who will not comply. 


It is a tall order. It calls for real leadership. 
And you, as a top business leader, are the only 
one who can possibly fill such an order. It is 
up to you to take personal command immedi- 
ately. The challenge is yours. 


The Editors 
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How Casey Air-Lifts Machinery Sales 


An Allis-Chalmers construction machinery salesman 
uses a helicopter instead of a car to make his rounds. 


* He spends much more time selling, less traveling. 


¢ He can give his customers a quick, bird's-eye 
view of their construction projects. 


* His helicopter is an advertising feature 
that works as a sales tool. 


“BEST SEAT IN THE HOUSE” is the one flying construction 
salesman A. F. Casey gets when he visits customers to watch 
equipment he has sold. Seat’s in his helicopter, b’gosh! 
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HEN HE RUNS INTO A STORM, all A. F. Casey 

has to do is look for the nearest dirt road, corn field 
or farmer’s back yard. He sets his whirly-bird neatly 
down and organizes the next day's work until the air 
clears; then he’s off. Casey has a sales territory for Leary 
and Owens Machinery Co., Inc., Birmingham, Ala. The 
company is a distributor for Allis-Chalmers—and Casey's 
territory covers 11 counties in hilly northern Alabama. By 
car he'd spend three-quarters of his time driving instead 
of selling. With his helicopter—he’s been flying for 25 
vears—he can cruise at 100 mph, range over 300 miles. 

For some time Casey had been bugged by the difficulty 
of getting around his sprawling territory. In a car he 
often bogged down on dirt roads that turned to soup in 
bad weather. A regulation plane, he decided, wouldn't 
do the job. Landing strips are few and far between. But 
one day he watched a helicopter at work and lights flashed 
for him. Any haul road, cut or fill, fair-sized clearing 
would do nicely to park that baby, he realized. 

Today Casey may be the sole helicopter-flying sales- 
man in the South. And since the copter came into his 
life, his sales graph has climbed as neatly as the craft 
itself. Take a typical Casey day: Up in northern Ala- 
bama, lumbering motor scrapers were at work spreading 
red Alabama clay for the construction of State Highway 
78, about 10 miles northwest of Birmingham. An hour 
after finishing a second cup of coffee with his wife at 
their home in Guntersville, about 70 miles north, Casey 


. 
PRODUCT PERFORMING? Casey hovers 
over the scene to check a big Allis- 
Chalmers motor scraper taking a bite 
of red Alabama clay. With his fly’s 
eye view, he gets ideas for future sales. 


HIT THE ROAD: Casey (I) drops in on 
foreman at Watkins Construction Co. 
to go over plans for a big interstate 
highway project. Other salesmen would 
be mired to their hubcaps by now. 


dropped his copter down on the site of the new road. 

Casey was there to discuss the equipment needed to move 

almost 3 million cubic yards of rock, clay and sand. 
The noise of the diesels was deafening. So Casey took 


his prospect above the din. Fifteen minutes later he 
pointed the helicopter north, to another customer 120 
miles away. Ten miles out he ran into a sizable storm. 
He radioed local airports, found the storm blanketed a 
3-state area. He headed back to Birmingham. When he 
neared the city he gave his position and destination to the 
municipal airport, got his clearance and headed for Leary 
and Owens in the heart of the industrial section. He 
circled the company’s shops and office buildings, brought 
the craft smoothly down to a cleared area. 

After a conference he flew out to Gadsden, set the copter 
down on a 250-foot-wide right-of-way, sold two Allis- 
Chalmers TS-260 motor scrapers to the Watkins Construc- 
tion Co. project on Interstate Highway 59. 

On the way back to Birmingham he toured several 
areas where customers were using machinery he'd sold 
them, got an idea where he could sell another tractor. 

He never worries over icy roads, traffic jams, blow-outs, 
or stop lights. (“I do have chicken hawks, high tension 
wires and a few other planes, at times.”) 

It’s difficult for him to trace a sale directly to his heli- 
copter. But he feels it’s something like advertising and it 
builds good customer relations. He looks important as 
he drops down at a customer's site. 


HERE’S THE PICTURE Casey gets when he hovers over one 
of his prospect's operations. Casey tries to anticipate future 
needs—and sales—by touring construction projects by air. 


Re: Better Sales Analysis 


CHEMICAL ENGINEERING SALES " Th 


“Where are my most profitable prospects today? Is my 
sales setup strategically spotted to go get em?” FIND 
OUT: Ask for a copy of the new “Chemical Process 
Industries Census”. Working with the latest 
available figures, now you can 
check your CPI potential 
state by state, county by 
county. .. by plant, by 
product, by size, by other 
vital factors. Easily adapted 


ws % ; , 
to your own territorial setup, 


in fact a convenient county 
breakdown wall map comes 


-with it. Available only from 


~CHEMICAL 
ENGINEERING, 
McGraw-Hill, 
330 W. 42d St, 
New York 36 


— ST 


PRODUCTS 
Zenith and GE 
in bitter fight 


ADVERTISING 


tax showdown coming 


on institutional ads 


MARKETING NEWSLETTER 


A knock-out fight via advertising and publicity is being waged 
between Zenith Radio and General Electric. At stake: Which 
company can rightly claim the fame for "pioneering and proving" 
the system of stereophonic FM broadcasting okayed last month 
by the Federal Communications Commission. 


The current in-fighting is sharp and fierce. . . . Immediately 
after the FCC announcement, GE advertised that as "the leader 
in developing the broadcast system selected by the FCC [we] will 
also be the leader in creating new radio receivers" of this 
type. . . « Zenith reacted, almost instantly—with a telegram 
of protest to FTC Chairman Rand Dixon, a blistering wire to GE 
Chairman Ralph Cordiner, and a barrage of publicity. 


The Zenith Story: We wuz robbed; the basic idea for the winning 
stereo system is all ours, in concept and development; the GE 
ad claims are "completely untrue." Zenith President Joseph S. 
Wright minced no words with Dixons; "I can only assume that this 
is part of a deliberate campaign of misrepreSentation for the 
purpose of attempting to secure an unfair commercial advantage 
with dealers and consumers." .. . The fight is on; it could 
be long before the real winner emerges from the cloud of con- 
fusion now being stirred up. 


A test case of major importance to all users of institutional 
advertising awaits trial in Cleveland. At issue is the as- 
serted right of Internal Revenue Service to disallow as a tax- 
deductible business expense all company expenditures for ads 
dealing with economic, financial or social issues. 


Fighting Uncle Sam is Timken Roller Bearing, which paid $1.3 
million in tax claims under protest, and now seeks to get it 
back. Outcome of the test case will affect many other firms 
whose ad investments have been questioned by IRS. If the Gov- 
ernment wins, practically all institutional advertising will 
be questionable from a tax angle. If Timken gets its dollars 
back, IRS will be set back in its drive against ad deductions, 
and other advertisers can breathe easier. ... If the Cleve- 
land court acts quickly enough, there will be repercussions in 
Congress regardless of the verdict. The Boggs bill, if enacted, 
would settle the tax question by depriving IRS of its censor- 
ship powers as used against Timken. 


"If responsible businessmen cannot use institutional adver- 
tising . . . and have the cost recognized as a proper business 
expense for tax purposes," Timken argues, "then an important 
part of the free enterprise system has been lost." Disallowed 
ads ran mostly in newspapers in Timken plant cities. Copy themes 
included the danger of inflation, appeals to union members dur- 
ing a labor dispute, opposition to Government spending, even 
radio ads by conservatives George Sokolsky and Fulton Lewis, Jr. 
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MARKETS 


vital help offered 


in selling overseas 


MEDIA 


Shell’s newspaper ads 


claimed successful .. . 


... but press fears probe 


of radio-TV ownership 


4 NEWSLETTER (continued) , 
— Sa 


Some 282,000 U.S. manufacturers may be missing a big oppor- 
tunity. Secretary of Commerce Luther Hodges warns that by 
staying at home, by not taking advantage of world markets, 
they're passing up potential profits. He reminds business that 
"we are trying to help them. We are trying to find out who 
they are, what products they make. Then we tell them who needs 
their products, what distribution channels are open to then, 
what their market can be." ... Note: Only 12,000 manufacturers 
in the U.S. are now selling overseas. 


Whether it be finding markets abroad; digging up specific sales 
opportunities; locating business partners, agents or distribu- 
tors; or getting facts on foreign duties, regulations, shipping 
requirements—a marketer is missing the boat if he doesn't take 
advantage of the Commerce Department facilities. They've been 
available a long time, but are now being beefed up: more informa- 
tion, better services, quicker data handling. For details, 
write to Bureau of Foreign Commerce, U.S. Department of Commerce, 
Washington, D.C. 


Shell Oil's massive campaign in the nation's newspapers is re- 
ported going over big. Shell won't reveal sales figures yet, 
but offers some indicators of success: (1) the first ad re- 
searched was seen by more men readers of the newspaper than any 
other gasoline newspaper ad checked in the past decade; (2) 
consumer polls indicate "growing interest and acceptance of 
Shell"; (3) in one company division, Shell has placed 390,000 
lines of newspaper ads to date, and company jobbers and dealers 
have added 266,000 lines completely at their own expense. ... 
Footnote: National advertisers’ investments in daily newspa- 
pers reached a new record in '60—a total of $782 million, up 
1.2% over '59. The Bureau of Advertising of American Newspaper 
Publishers Assn. reports that the three top newspaper adver- 
tisers were the auto giants: General Motors ($40 million), 
Ford ($18.7 million), Chrysler ($18.1 million). 


Newspaper publishers are shuddering at the prospect of a Justice 
Department drive against press control of broadcasting facil- 
ities, in monopoly situations, This is not a new threat but 
in the past it has come from FCC, not Justice. While FCC has 
been charged at times with discriminating against the press 
in issuance of licenses, it has never tried to take away news- 
paper permits to operate radio or TV stations. A Justice mon- 
opoly suit would be far more serious because the aim would be 
divestment. In many cities, the only paper also owns a TV and 
radio station. Trust-busters could pick out one such situation 
for a test case. . .. Justice spokesmen seldom tip their hand 
on their plans. Yet Attorney General Kennedy's hand-picked 
PR chief, Edwin Guthman, recently suggested before a newspaper 
audience that the monopoly laws ought to be applied against 
newSpapers with broadcasting interests. Old Washington hands 
doubt that Guthman would talk about this subject without a green 
light from his boss. So publisher-broadcasters fear the worst. 
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“Our Miller “High Life salesmen call 
on their best prospects first. So does 


our advertising...in Sports Afield.” 


We consider the Sports Afield audience of over 1,100,000 
active spending men a prime market for Miller High Life PP ingest 


Beer. We have advertised in Sports Afield for many years Wouldn’t you like to reach 
1 ‘i ate . __ this no-waste market of 
because we believe it good business to ‘‘call’’ on this 1,100,000 active men at the 


. . . ? 
highly selective audience of prospects and customers for siege Saag coetimenls. 


; ‘ : liquor, tobacco, you-name-it 
Miller High Life Beer ...and at very low cost. Sports Mri tet us show you how 


: . , a : - Sports Afield can help con- 
Afield is a basic advertising medium for us. vert these prime prospects 


y : into your customers. 
Director of Marketing RE. oP; 


Miller Brewing Company 


SPORTS AFIELD * A HEARST KEY MAGAZINE * 959 EIGHTH AVENUE * NEW YORK 
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Chilton’s 2@-%x in action... 


Finding new potential 
iInan existing market 


The Ridge Tool Company, Elyria, Ohio, thought the 
hardware market held untapped sales potential for 
RipGip* hand and power pipe tools. 


The marketing team wanted proof. How much extra 
effort would it take to get a bigger share of the hard- 
ware market? How many salesmen should be added? 
Should promotion activity be stepped up? What was 
the potential for certain tools in the line? 


Hardware Age and its M-A-P provided helpful 


answers. 


Product studies from the magazine’s Marketing 
Assistance Program revealed the actual sales figures 
for various tools, broken down by store size. The 
potential for growth was there, just as Ridge had 
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foreseen. Now the company is taking action to in- 
crease its share. 


A continuing census of all hardware retailers, 
thorough knowledge of wholesale distribution, virile 
editorial coverage, and constant field research pro- 
vide a current and accurate picture of the total 
hardware market. We share the essence of this accrued 
knowledge with interested companies through our 
M-A-P. This knowledge is the basis of authoritative 
publishing and contributes to making Hardware 
Age the best advertising buy in its field. 


This is a good example of the marketing assistance 
you can get from any of Chilton’s 19 business 
magazines. Contact the representative of the one 
covering your market. 


CHILTON COMPANY 


Chestnut and 56th Streets, Philadelphia 39, Pa. 


Department Store Economist « The Iron Age ¢ Hardware Age « The Spectator « Motor Age 
e Automotive Industries ¢ Boot and Shoe Recorder « Commercial Car Journal e Distribution 
Age e Butane-Propane News e Electronic Industries ¢ Aircraft & Missfles « Hardware 
World « Optical Journal and Review of Optometry ¢ Jewelers’ Circular-Keystone « Food 
Engineering « Marine Products « Gas e Product Design & Development ¢ Business, Technical 
and Educational Books e Chilton Research Seivices 
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COME 
SEE 
WHATS 
NEW 
IN 
PLASTICS 


Coliseum, New York City 


OTH NATIONAL 
PLASTICS 
EXPOSITION 
NEW YORK 
COLISEUM 
JUNE 5-9 
1961 


Come profit with plastics in the $4 billion 
marketplace * See the National Plastics 
Exposition—this huge show is the major 
event in the plastics industry * Spon- 
sored by The Society of the Plastics 
Industry, Inc. * 250 Park Avenue, New 
York 17, N.Y.* Advance registration forms 
now available * Please make re- (#) @ 


quests on company letterhead. 


Re-Motivating 
Older Salesmen 


What sales manager hasn’t had the problem? The once-valuable producer has dried 


up. He isn’t meeting his quotas. He’s a drag on the rest of the staff. Fire him? Mother- 


It was five o'clock in Chicago. The 
sun was low in the sky. And the sales 
manager for a leading consumer com- 
pany was low, too. He'd just been 
through the harrowing experience of 
firing an older salesman after trying 
various unsuccessful devices to spark 
some productive life in the man. He 
lit a cigarette; as he blew out a cloud 
of smoke, his thoughts were on tomor- 
row when he’d have to break the news 
to his salesmen. .. . 

In New York, about the same time, 
a top industrial sales manager was 
mullir.g over a problem that, to use 
his words to his assistant, “has me 
bugged.” Here’s the way he put it: 

“When a man has gotten his kids 
through college and he’s earning a 
fairly comfortable salary, working a 
territory he has developed over the 
years, he has very little incentive to 
earn another thousand bucks or two 
or go out and make an extra sales call 
or find a new prospect some place. He 
pretty much recognizes that he isn’t 
going to wind up on the management 
team. He doesn't really need much 
extra money. He hasn't got the eager- 
ness of youth anymore. And chances 
are the man who’s his boss is younger 
than he is. Without a father image to 
encourage him, the older salesman 
just plods along. Naturally this is det- 
rimental to over-all company sales po- 
tential and it is up to the sales man- 
ager to try to get this guy to go out 
and do some intensive sales work.” 


It’s a problem nearly every sales 
manager has been forced to cope with. 
Some try the man-to-man talk. Others 
trv the gumshoe technique—demand- 
ing fuller call reports, hauling the 
older salesman on the carpet. Still 
others try to cut the Gordian knot with 
contests, incentive techniques. And 
a foolish minority gets rid of the prob- 
lem by the disastrous means of simply 
firing the man. These sales managers 
always discover they've grabbed a 
tiger by the tail: Morale among other 
salesmen plummets. Younger sales- 
men start hunting for a company with 
a more paternal interest in its person- 
nel. And the sales manager, if he has 
any conscience, loses sleep wondering 
how old Joe is making out since he 
got the ax. 


> “The trick is to turn problems into 
pluses,” says Michael F. Lennon, na- 
tional sales manager for B. T. Babbitt, 
Inc. “The problem of the older sales- 
man ceases the moment one finds the 
individual motivation that will make 
him profitable — to himself and to the 
company. (Maybe the real problem 
is in letting the older salesman be- 
come a problem in the first place.) 
We've always thought ‘the last two 
drinks in the bottle are the best.’ In 
any event, because human values are 
involved, we, at Babbitt, feel that it 
would be foolhardy to generalize on 
the problem. Rather, we believe that 
each elder salesman should be con- 
sidered individually on the basis of 


Sales Management 


hen him? These top execs agree he can be turned into an asset—with proper handling. 


his particular pluses and minuses. 

“It stands to reason that men who 
have been good enough to enjoy long 
service with a company have acquired 
special talents, friendships, ways of 
doing things. These pluses must be 
capitalized on. A competent evalua- 
tion of the man’s weaknesses and his 
strengths will indicate the approach 
the motivation should take.” 

Arthur L. Van Der Kar, sales man- 
ager for Venus Pen & Pencil Corp., 
also has respect for the senior sales- 
man’s accumulated knowledge. 
(“You'll note,” he adds, “I change the 
working word from ‘older’ to senior: 
The older salesman doesn’t like to be 
referred to as such. Let’s add a little 
distinction to the handle by which we 
hoist him.”) 

“Generally the senior salesman,” he 
says, “has many good ideas. But one 
must draw out his ideas. Ask his ad- 
vice on specific problems; you'll often 
be amazed at the sound, intelligent 
and useful answers he gives.” 

And Robert R. Smith, director of 
sales, Film Department, E. I. du Pont 
de Nemours & Co. looks at it this wav: 
“This is no ordinary day-to-day prob- 
lem of motivation we're talking about. 
This is a special case—and it well 
could be a lasting one. We're talking 
about the problem of motivating a 
man who has come face-to-face with a 
sobering realization that comes to all 
of us. We're talking about a man who 
has had to face himself squarely with 
the knowledge that he has gone as 


May 19, 1961 51 


far as he can go. Depending on the 
; individual, this can be a bleak and 
Think when you think of deeply disturbing realization—particu- 


larly if he has lived for years not only 
with ambition for higher attainments 
| ; but with an unrealistic appraisal of 

his own potential. It can and often 
does produce a protracted period of 
rationalizing. It can and often does 
effect a change in a man’s personality. 
It stalls the sales engine and when the 
engine stalls, we don’t move goods.” 

So much for the problem. How do 
top sales managers handle it? 

Back to Babbitt’s Lennon: “The 
motivation should be tempered by a 
regard for the elder’s self-respect. Nor 
should his sense of humor or innate 
honesty be overlooked. He knows 
very well the stiffness in his joints, the 
lapses of memory, the missed call, the 
forgotten order. Even if some of these 
are figurative rather than literal, he’s 
begun to feel they’re quite real. 

“We think along these lines: 


e “Keep the man mentally active— 
possibly some challenge in line with 
his valuable experience should be of- 
fered. 

e “Keep him busy. In view of 
lessening vigor (if such is the case) 
he could be assigned to concentrate on 
the major accounts in his territory. 


e “He must be treated as a sales- 
man—not as an old man. By cutting 
ies down his territory but keeping up his 
ROOSEVELT quota, vou can preserve his self-re- 

DAM spect. This is preferable to bringing 
him in to a desk job! 
Many folks living in the Phoenix Metropolitan e “Treat him as a part of the team. 
How he is treated will be translated 
by each of the younger salesmen in 
terms of themselves. Morale will cer- 
tainly suffer if insensitivity is shown 
is supplied by large reservoirs, such as that regarding the elder’s current problem 
—which could be the younger sales- 
created by the Teddy Roosevelt Dam. Abundance in this man’s future one.” 


area have a "big lake" in their yards about 


9 _ . 
JUPILER every two weeks. Water for irrigated-growing 


market shows up in many other ways too; in eight years, food _ Venus Pen & Pencil's Van Der Kar 
feels the older salesman is subcon- 


sales have more than doubled; buying income is up 94%: re- sciously looking for a fresh start. “The 
. prospect of lighting a fire under a 
tail sales are up 76.4%. And, 93.7% of the families own pas- senior salesman is, to me, a reward- 


~~ th 33.7° ing one, for I believe the man himself 
ger cars, wi Ye owning 2 or more. Penetrate this is actually anxious to run, once again, 


. . at full steam. He’s merely in need of 
abundant BUYING POWER with the ONE low-cost medium fresh impetus. Whatever success I’ve 
that does the big job. Daily metropolitan coverage 91.6% had in this area of giving a new start 

P to the senior salesman stems from a 
(Arizona family coverage 63%). basic principle from which I never 
deviate: 
I always treat the individual with 
respect. 
“Through this basic consideration 
ios Be tee ae hea Ws f es 3 comes my best chance to gain his re- 
REPUBLIC Ga Ze tte spect. Once this is done, the rest of 
Motning and Sunday Svenine the task is easier. A salesman works 
for money. His objective is to make 
a sale at a reasonable profit for everv- 
VENTION UANOSUR, UUE tO0u, PHOGNIE, amIuaua s BuONG atotee atder ¢ RaokaDaaIEe Kinrenatte Ur necer core one concerned. But how, you ask, can 
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Sell her more with multi-packs of 


AVISCO CELLOPHANE 


Manufacturers increase sales with multi-packs. So do retailers—and they 
have less handling; faster pricing, stocking and checkout. Consumers get 
shopping convenience and worth-while economy. Best packaging material 
for profit-building multi-packs? Cellophane! It offers pure transparency, 


maximum product protection, unmatched machine performance, and it 
prints beautifully. We offer a complete packaging service to assist you and 
demonstrate the benefits of Avisco cellophane in multi-packs. Contact us for Wr for ow 


an appointment with our representative or a selected cellophane converter.  “™u!t!-Packs with 


Avisco Cellophane.’ 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PENNSYLVANIA. 
SALES OFFICES ALSO LOCATED IN ATLANTA, BOSTON, CHICAGO, DALLAS, LOS ANGELES AND NEW YORK. 
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Something extra... 


... for good customers 
and for good salesmen 


Mrs. Smith always does her grocery 
shopping at the same supermarket. 
No wonder! The market gives her 
something extra for shopping there. 
She gets valuable merchandise pre- 
miums in exchange for the trading 
stamps she receives with every pur- 
chase. 


THE yo 
remlum 


ervice Co. Inc. 
Founded 1897 


Subsidiary of 
The Curtis Publishing Company 


195 North Street 
Teterboro, N. J. 
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Cash Register Tape Plans 
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Mr. Smith works as salesman for 
a company that awards him valu- 
able premiums for reaching sales 
quotas. Something extra. 

Let The Premium Service Co. 
Inc. show you how scores of progres- 
sive firms profit from individually- 
tailored incentive plans. It will work 
for you, too. Get the facts. There’s 
no obligation, of course! There’s 
everything to gain! 


| THE PREMIUM SERVICE CO. INC. 
| 195 North St., Teterboro, N. J. 


| PLEASE SEND ME MORE INFORMATION. 


Stamp Plans [ 


] Sefety Programs 
] Sales Incentive Plans 
] Coupon Redemption Plons 


z 
r) 
3 
® 


| 
} 
| 


Company Name____ 


_Zone____State__ 
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you gain the salesman’s confidence? 
In many ways: 

“When he and I call on his cus- 
tomers, I never try to take the lime- 
light away from him. Instead, our 
visit might start something like this: 
‘We called on you today because Jim 
wanted you to be the first to see our 
new promotion. He values your opin- 
ion highly.’ 

“Every time the opportunity pre- 
sents itself, I attempt to build up the 
salesman’s value to the customer. 
Evervone—no matter what his age— 
likes to be praised. Salesmen, par- 
ticularly, like it. 

“With such obvious interest shown 
in his welfare by the sales manager, 
the senior salesman becomes willing 
to trv new ideas. Fan his enthusiasm 
and the glowing embers can become a 
fire. He'll be revitalized and, being 
the pro he is, he'll take hold. Should 
any of his ideas or suggestions be 
used, make certain he gets credit, pub- 
licly.” 

George F. Burns, v-p—sales, Con- 
sumer Products, Smith-Corona Mar- 
chant, Inc., says the older salesman 
must have been successful or he 
wouldn’t still be around. Burns be- 
lieves you have to start licking the 
older salesman’s problem by discover- 
ing how the man made his earlier suc- 
cesses—whether it was with a mini- 
mum of effort and by wearing “the 
old school tie” or by natural ability. 


> “Recognizing and accepting the fact 
that little can be done to change the 
leopard’s spots at this late date, it’s 
still advantageous to capitalize on the 
elder salesman. How? By such de- 
vices as urging him to grow his own 
replacement. “After your retirement, 
leave behind a living contribution to 
your company and your industry in 
the form of a successful salesman you 
have personally trained.’ 

“The responsibility for a young man 
just out of training school is something 
you can turn over to the senior sales- 
man. With the proper approach you'll 
get something extra from the older 
man. Then sales meetings and letters 
commending ‘junior’s’ achievements 
must give proper recognition to the 
senior and acknowledge his training 
techniques. 

“The senior salesman basks in the 
limelight of the other salesmen’s at- 
tention and is, unofficially, in the man- 
agement area for this reason. Why not 
make it official? Make him a part of 
every sales meeting. Direct questions 
to him; permit him to raise the con- 
troversial issues regarding manage- 
ment policy. Let him, when possible, 
be the demonstrator, the inquisitor, 
the critic. 

“Attempting to rouse the senior 


Why we're staying out of certain nightclubs 


The other day, we got a sour note from the leader 
of an all-girl band. 


She was complaining about the fact that we re- 
fused her request for a Business Week subscription. 


It’s our policy, you see, to solicit subscriptions only 
from management men. We love music, but we 
don’t feel that lady musicians (or others outside 
the management sphere) would be in tune with 
Business Week's contents. 


If you were an editor, you could see how much 


better an editing job you could do with an audi- 
ence so well-defined. 


If you were an advertiser, you could see how much 
better a selling job you could do with an audience 
composed of so many decision-making executives. 


We trust this satisfies our musician friends. Our 
wife is getting bored, cha cha cha. 

BUSINESS 
You advertise in Business Week 
when you want to influence _ 


management men. 
~~ 


BUSINESS WEEK, A McGraw-Hill Magazine | 
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salesman through contests may be a 
waste of time. One simple approach, 
if you are set on a contest, is to pit 
seniors against each other, not against 
the younger men. Give your seniors 
conspicuously high quotas and out- 
standing prizes recognizing their 
achievements of such quotas. Most 
important, set up a scale of bonus 
point credit for activating old ac- 
counts and opening new ones. 

“The senior should also be made the 
branch specialist in situations where 
other salesmen require assistance, in 
products that are the senior’s strong 
suit—the products he likes to sell and 


does sell easily. Further and most im- 
portant, he should be paid an over- 
ride commission on sales he helps 
close. 

“At our company, in order to free 
the senior of the volume of hundreds 
of small outlet calls and enable him to 
concentrate on a few, we have estab- 
lished National Accounts. In this way, 
he can devote sufficient time to pro- 
motional programs, the development 
of catalog sheets, local newspaper ad- 
vertising, without the pressure of hav- 
ing to make numerous ‘bread and but- 
ter’ calls. The stakes are so high with 
his few eggs in a few baskets, that the 


How much 

is a good 

salesman 
" 


56 Sales Management 


If he’s worth recruiting and training 
... then surely he’s worth keeping. 
All too often, though, the man you 
want to be a happy, productive sales- 
man becomes an unhappy, unproduc- 
tive salesman . . . because of a rela- 
tively minor thing—like an unpala- 


table car expense reimbursement plan. 


This is one problem PHH can help 
you solve . . . to the satisfaction of 
both the salesman and a cost-con- 
scious management. No matter what 
the size of the salesman’s territory, 
the type of car he uses, or the number 
of miles he travels, the salesman is 


equitably repaid for his car expenses. 


Solving the sticky salesman reim- 
bursement problem is just one of the 
many reasons why more than 500 
leading companies in all types of 
business and industry use the unique 
PHH Car Plan. If you employ 20 
or more salesmen using transpor- 
tation, call or write for full infor- 
mation and a copy of our brochure 
entitled “‘A Look into the Peterson, 
Howell & Heather Car Plan’’. 


PETERSON, HOWELL & HEATHER, INC. 


Complete Management 
Services for Salesmen’s Car Plans 
2521 North Charles Street— Department B-7 
Baltimore 18, Maryland 
In Canada—3970 Cote des Neiges Rd. 
Montreal 25, P.Q. 
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senior has to be truly expert when at- 
tempting to close large purchase or- 
ders from substantial customers. Let’s 
face it, prospecting for new business is 
the job of the younger salesman. It 
requires his enthusiasm, demands his 
energy and drive. And, in varying de- 
grees, the younger men are over-awed 
by large accounts. There’s a happier 
balance when this digging can be done 
by the seasoned vet.” 

Du Pont’s Smith recommends that 
the sales manager organize for ap- 
praisal: “Set up a plan in your or- 
ganization whereby line managers 
conduct periodic discussions with their 
salesmen at least once a year, setting 
aside a full dey for this kind of ses- 
sion. In our case, 15 years ago we in- 
stituted what we call our ‘Personnel 
Contact and Evaluation Plan.’ This is 
simply a method of evaluating the 
salesman on his individual perform- 
ance on the job based on the evidence 
that we have of his performance. We 
discuss with him, as well, what we 
have seen of those elements of man- 
agement potential in which he is 
either showing promise or possibly the 
reverse.” 


> As a final word of caution, George 
Burns warns about the money issue of 
compensation. “The surest way to 
keep the fire burning is to apply an 
accurately weighted compensation 
plan. With a varied commission scale, 
high on slow-moving inventory, lower 
on stock that moves fast, you get an 
automatic and built-in push. With 
your salesman’s accounts properly 
classified, commission by type of out- 
let is more exciting to him. Each 
month there are bonus commissions on 
a particular account or group of ac- 
counts—the re-activation of dormant 
accounts, for example, or better still. 
setting up target accounts, buyers of 
competitive equipment, with “Bingo 
Pavoffs’ when the target is captured. 

“I suppose the subtle approach to 
the elder salesman is to let him feel 
he has been given his own head. And 
I’m sure some of these techniques will 
stimulate senior salesmen to sell more 
and be happier—even if they end up 
working their heads off!” # 


COMING SOON 


‘Selling to Supermarkets in ‘61’ 
A study in depth of super- 
markets as a market—for the 
veteran supplier as well as the 
newcomer to supers. 
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Concentrated COVERAGE where it counts... 


Whether on the beach or inside advertising and media 


out. To produce maximum sales at greatest profit in these 
departments, it naturally takes serious deliberations to huge sales areas, there is no substitute for FIRST 3 


determine precisely where additional COVERAGE is MARKETS’ dominant 54% COVERAGE of all families. 


needed most. In addition, the finest Rotogravure and Colorgravure 


Within the pivotal markets of New York, Chicago and reproduction in the FIRST Sections of the FIRST News- 
Philadelphia — which account for 19% of total U. S. Effec- papers of the FIRST 3 Cities assures you maximum package 
tive Buying Income —the competition for consumers’ and product EYEdentification. 


attention and share of spendable income is an important To make your advertising sell more where more is 


factor in causing family coverage of General Magazines, sold, Concentrate COVERAGE where it counts . . . with 
Syndicated Sunday Supplements, Radio and TV to thin FIRST 3 MARKETS GROUP 


THE GROUP WITH THE SUNDAY PUNCH 
f New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
i M ARKE cI) IG’ ROU! Py a # Philadelphia Sunday Inquirer “Today” Magazine 


ws Sy 


ROTOGRAVURE . Couanenaes 


New Yor« 17,N.Y., News Building, 220 fast 42nd Street, MUrray Hill 7-4094 + CHICAGO 11, II1,, Tribune Tower, SUperior 7-0043 » SAM FRANCISCO 4, Calif., 155 Montgomery Street, GArtield 1-7946 « LoS ANGELES 5, Calif., 3460 Wilshire Boulevard, DUakirh §-3552 
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DYNAMARKETER 


CHARLES DAVID TANDY 


A Little Leather, 


By LAWRENCE M. HUGHES 
Senior Editor 


lo make money for you, a man 


mu st make money for himself.” 
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a Lot of Texan 


Last year, after a decade of fast expansion, Charles 
David Tandy of Fort Worth made news by contracting 
—to emphasize a single field. Becoming chairman and 
president of a catch-all company called General American 
Industries, Inc., he sold its three profitless divisions, 
changed its name to Tandy Corp., and began to make 
money again—out of leather. 

The shaping of hides, in fact, has shaped the career of 
this tall, cigar-smoking Texan (now 43) since he was 11. 
His father was part owner of a modest shoe-findings busi- 
ness, Hinckley Tandy Leather Co. Young Charles wanted 
to earn a whole $100. In the rear of the company’s 
warehouse he discovered a pile of 4-foot rejected boot 
laces. 

Though the Tandy Leather division of Tandy Corp. 
today sells to and guides multitudes of handcraft custom- 
ers, he admits that the boot laces were his one and only 
effort personally, to “shape” leather. He showed school- 
mates how to plait them into hand whips and sold them 
at 2% cents a “ply,” or lace. 

But business problem No. 1 arrived when his father, 
David L. Tandy, told him that he could not appropriate 
even reject company property, and charged him 1 cent a 
lace. Problem No. 2 developed when the supply of re- 
jected laces ran out. 

Still far short of his goal, he proceeded to import limes 
from his grandfather’s farm in south Texas, and sold them 
to Fort Worth drugstores. Within a vear, between laces 
and limes, he had his $100. 


& Charles was 15 when he decided that his after-school 
wages of $6 a week from Hinckley Tandy were too small 
for his aspirations. He quit and went to work selling shoes 
for a local store. But being bashfui (at that stage) he 
shunted all-possible customers to older salesmen. Not 
until he received his pay of $10 for two weeks did he 
learn that he was on a straight commission basis. 

Since then he has put incentives to work on a ‘broad 
basis. 

When Lt. Com. Charles Tandy returned from the Navy 
Supply Corps in 1947, the volume of the then 28-year- 
old Hinckley Tandy Co. was only $750,000. Predomi- 
nantly, it was still in findings for shoe re pé air shops. 

But "during the war the company had “accommodated” 
hospital therapists, army posts, schools and prisons by 
meeting requests for leather scraps and tools. Charles 
believed this could develop into the main line. He 
launched a direct mail program with a modest catalog, 
offering do-it-yourself kits for leathercraft. Soon he was 
building his mailing g list through classified ads in magazines. 
By 1949 the company’s leathercraft volume surpassed that 
of shoe findings. Charles bought out his father’s partner. 

He hired salesmen to work out of supply shops in sev- 
eral Texas cities. These shops became the nucleus of 
Tandy’s present chain of 119 retail stores from Massa- 
chusetts and Florida to Hawaii. Each store is operated 


with a local partner, who usually puts up 25% of its capital 
and takes 25% of the profit. “To make money for you,” 
Charles Tandy says, “a man must make money for him- 
self.” 

Nationally, today, Tandy Leather is said to have no 
major rival. For six years, however, the company’s leader- 
ship was contested by Charles’ younger brother, Albert 
R., who buit his leathercraft business to about half the 
size of the other, before merging it with the “family’s” 
operation. Albert continues to spur other forms of handi- 
craft by making shell homes for buyers to complete. 

The father, brothers and a sister, Charles explains, be- 
came part owners in “60 or 70 leather and leathercraft 
companies that otherwise had no common ownership. In 


some of the companies the family did not even have a ma- 
jority.” 


> Meanwhile, the Tandys had formed Tex Tan Co. 
(now the other main division of Tandy Corp.) to make and 
market finished leather products. A staff of 39 salesmen 
sells such items as billfolds and belts direct to 6,000 de- 
partment and men’s wear stores across the country and 
saddles to saddlery stores, mainly in the West. 

By the end of fiscal 1960, combined sales of the two 
leather divisions had risen steadily for a decade from less 
than $5 million to $15 million, with leathercraft provid- 
ing two-thirds of it. Combined net income had climbed, 
not quite so steadily, from $300,000 to $1.6 million in 
fiscal 1959, and then dipped to $1.3 million last year. 

Probably, the Tandys should have stuck to their last. 
But in 1955 they accepted the “opportunity” to merge 
with, and ultimately to take control of, General American 
Industries. This sprawling, diversified operation, Charles 
explains, was an outgrowth of American Hide & Leather 
Co., which was “formed in 1903—the same year as U.S. 
Steel—and was on the Big Board almost from the start.” 

To the Fort Worthians and their local merchant-partners, 
such a prospect looked bigger than Texas. The sales con- 
tract called for payment to Tandy stockholders out of 
Tandy earnings, and gave them an opportunity to buy GAI 
stock. But of GAI’s 23 board members at that time, 
only three represented Tandy. Not until last vear was the 
Tandy group able to take control. 

For fiscal 1960 President Charles Tandy reported the 
worst to GAI’s 2,562 stockholders: On sales of $20 mil- 
lion the company had a net loss of $267,689. In that one 
year retained earnings plummeted from $2 million to $287,- 
451. Net working capital slid from $6.3 million to $5.7 
million, and net worth (or stockholders’ equity), from 
$7.2 million to $4.7 million. 

But behind such statistics was good news. Charles 
Tandy explained that the new 7-member board, elected 
in November 1959, had studied the history and prospects 
of GAI’s five divisions, and had sold the three non-leather 
divisions at substantial loss. Today, the successor, 2-divi- 
sion Tandy Corp., is doing well. In the half-year ended last 
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SAMPLE 


FAUT shows the amazing 
power of Faultless 
Advertising Balloons 


Detailed literature and prices . . . profitable 
ideas on store promotions . . . displays . 
and other existing ways of smart merchandis- 
ing with low cost Faultiess balloons. Write 
today on your letterhead for free sample 
kit. The Faultiess Rubber Company, Dept. 
12, Ashland, Ohio 


CESARE SIEPI 


STAR OF THE METROPOLITAN 
OPERA AND TV 


Like Other People of Good Taste 
CESARE SIEPI is Proud of his 
Prized Possession An Original 


Oil Portrait by SCHNEIDER. 
Only $28.00 for 9 x 13 on canvas 


Painted From Your Photo 
(sizes up to 24 x 30 and larger) 
The perfect year round gift .. . for 
business or personal gift giving 


* CARRIES NO PRICE TAG 

« IS REMEMBERED EVERY DAY of the YEAR 

* IS UNIQUE and CANNOT BE DUPLICATED 

* 1S WELCOMED BY RECIPIENT, HIS FAMILY, 

AND IS A MOST TREASURED HOUSE GUEST. 

. coe SUPREME LUXURY AT BUDGET 
PRICES 


Send for our free brochure, literature and 
testimonials from companies that use POR- 
TRAITS by SCHNEIDER successfully and 
profitably. Write for special commercial and 
ndustrial discounts on company stationery. 


PORTRAITS BY SCHNEIDER 


12 WEYBRIDCE ROAD, GREAT NECK, N, 
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DYNAMARKETER 


CHARLES DAVID TANDY 


December 31, net income trebled from 
$185,409 to $549,141. 

Month after month, despite the re- 
cession, sales of both divisions con- 
tinue to mount. Current ratio of as- 
sets to liabilities has soared from 2.5 to 
1 a year ago to 6.4 to 1. All outstand- 
ing preferred stock has been retired. 

Tandy still seeks to “acquire” most 
of tomorrow's growth. He is now 
seeking companies. But: acquisitions 
are being weighed carefully, and must 
fit proved policies. “Where possible,” 
Charles Tandy says, “they will fol- 
low our highly successful pattern of 
factory-owned retail outlets [under 
which] we can pass savings on to the 
consumer.” 

Tandy Leather employs nation- 
wide direct mail to support its stores. 
The total corporate advertising budg- 
et is now $1 million. Of this, $250,- 
000 is for Tex Tan finished products 
and $750,000 for leathercraft. The 
bulk of the $750,000 is spent on twice- 
a-year mailings to 250,000 prospects. 
In addition, small-space ads in how- 
to-do-it magazines draw 120,000 in- 
quiries a year. 


About half of all Tandy Leather’s 


credit sales volume is done with 
schools. Medical facilities and the 
armed forces each represent one- 
eighth of the total, and commercial 
accounts (orthopedic and shoe-repair 
shops, etc.) and penal institutions 
ot about one-twelfth. The remain- 
ing 9% is divided between youth, 
adult and religious organizations and 
camping programs. 


> Leathercrafters are of both sexes 
and all ages, from youngsters seeking 
extra income to retired oldsters. Whole 
families often participate. Usually, 
they are of average income. “In re- 
cession areas, where unemployment 
is high,” Tandy says, “leathercraft 
sales are up: Our hobby keeps people 
busy and provides a source of in- 
come.” 

The Bell System’s Pioneer Club of 
25-year veterans has introduced its 
members to leathercraft as “a beauti- 
ful and useful way” to spend their re- 
tired years. In prisons leather- 
craft is encouraged both as a reward 
for cooperative inmates and as a 
means of earning money. . Con- 
firmed alcoholics learn that the pa- 
tience and concentration needed for it 
stretches the time between drinks. . . . 
A lot of hospital patients with muscu- 
lar-control problems learn leather- 
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(continued) 


crafting as part of their programs of 
therapy. 

(A recent issue of the company’s 
bimonthly magazine, The Leather 
Craftsman, reported that during the 
84 days in which the atomic sub- 
marine Triton circumnavigated the 
globe—submerged—a lot of crew mem- 
bers “tooled under water.”) 

Tandy is pleased to note that “man- 
ual training’ (formerly carpentry) in 
junior and senior high schools has 
been broadened to “industrial arts,” 
including leathercraft. He tells of 
nuns and priests who come long dis- 
tances to develop this skill from a 
woman teacher at Fordham Univer- 
sity in New York. Some pursue it as 
a creative hobby. Others take their 
new knowledge back to their students. 


> The store managers are “mission- 
aries.” Charles Tandy and James 
L. West, president of Tandy Leather 
division, do virtually all the recruit- 
ing of new managers. The majority 
of managers are college graduates who 
have spent sev eral years as teachers. 
Usually they start with the company 
in their mid-twenties. Average age of 
the present group is about 35. 

“A manager does not get a high sal- 
ary,” Tandy explains. “Often his wife 
helps him in the store. But he does 
share in profits and in growth. Though 
present managers help us to spot pros- 
pective managers, they don’t get finan- 
cial ‘credit’ for it.” 

Probably the most avid “mission- 
ary” is the president. Tandy flies 
more than 100,000 miles a year to 
depth-probe and develop markets. He 
does not have much time to spend 
with his wife and family. His read- 
ing is confined mainly to business 
publications, and he confesses that 
“T’'ve never had any hobbies.” 

Tandy Leather’s per-capita sales 
still are highest in the Southwest. The 
president is pleased to note that in 
seven recent months, sales in the New 
York metropolitan area (where he 
now has six stores) are 18% ahead of 
the same period a year ago. But in 
the next breath he shows that New 
York’s total is not yet much larger 
than that of Washington, D. C. 

While speaking of all those millions 
of apartment-dwellers who lack yards 
and even their own automobiles, the 
tall Texan brings out a 3-foot Modern 
Leathercraft Kit (a “$22 value for 
only $12.95”); he’s ready to sell more 
of them. ® 


SOME dogs 
just lie around on the shelf... 


If your product is napping when it 
should be yapping—it’s time to consult oo 


CREATIVE PACKAGING, Sag 
INCORPORATED 


Let CP give your product new life... new buy appeal... 


with the Pick-Me-Up attraction of a lively new package! 
CREATIVE PACKAGING, INCORPORATED Offers you 65 years” 
experience in the design and manufacture of award- 
winning packages . . . for sporting goods, cosmetics, phar- 
maceuticals, hardware, electronic parts, and a host of 
other items including many of America’s best-selling 
brands. Your CP package will be designed for you alone 
. . . for your market and your merchandising problems. 

Call or write for new illustrated Brochure describing 


CP’s integrated packaging service. 


- Creative Packaging, Incorporated 


111 Monument Circle «+ Indianapolis * MEtlrose 5-3577 
m™ DIVISIONS: 


Diamond Plastics Industries, Roanoke « Paper Package Company, Indianapolis 


MOLDED PLASTIC BOXES ® FOLDING CARTONS ® BLISTER PACKS ® INSERTS ® SET-UP PAPER BOXES 
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Leisure Market Series—PART 5 


WHAT'S HAPPENING 


IN THE 


FAMILY FUN MARKET? 


New consumer status symbols, a taste for high living, and home- 


Someone once called the family the 
cultural foundation of the western 
world; today in the U. S. it is becom- 
ing a foundation for a host of new 
and fast-growing markets. 

Status symbol shifts since the end 
of World War II are major factors in 
this market phenomenon. The second 
car has faded as an image of wealth, 
and the sign that Mr. Average Ameri- 
can is keeping up with the Joneses is 
now the blue patch of swimming pool 
in his backyard. The home itself is 
high on the list of prestige symbols, 
and Americans spend plenty of time 
and money enjoying it with their 
families. 

The taste for casual living, party- 
time fun, and the better things in life 
is not only building new markets, but 


“@ BARBECUED chicken, hamburger or 
shish kebab—the outdoor cooking fad 
meant $50 million in grills alone dur- 
ing 1960. Market is just ten years old. 


Photo: Courtesy 
Living’' Catalog 


f Triple-S Blue Stamps "Luxuri 


centered attitudes are the roots of the home entertainment boom. 


They nourish a host of growing markets, offer bountiful har- 


vests to marketers who plan carefully to avoid some pitfalls. 


whole new industries as well. Not 
only does the ideal home’s backyard 
sport a swimming pool, it also has a 
barbecue and attractive lounging 
chairs, tables and umbrellas. The den 
or living room blares forth the latest 
record releases from a high fidelity 
phonograph; the larder is well stocked 
with liquor, gourmet foods and party 
delicacies, and the recreation room 
holds games for the entire family. 

These basic appointments in the 
modern family’s life have sparked 
development of a wide number of 
fringe needs waiting to be satisfied 
by aggressive marketers. Old * prod- 
ucts that can be made to fit new uses 
— such as aluminum foil wrap for the 
barbecue pit — are already sharing in 
the boom along with newly developed 
products brought out especially for 
home entertainment needs. But like 
any other markets, these have their 
stumbling blocks, and some of the 
country’s biggest and most successful 
companies have already stubbed their 
toes on them. 

Pitfalls notwithstanding, billions of 
dollars are spent each year in the 
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family fun market, and the volume is 
growing. Here’s what has been hap- 
pening with swimming pools, barbe- 
cues, gourmet foods, high fidelity, 
and some of the other industries serv- 
ing it. 


Big Splash in American Backyards 

Probably the most dramatic growth 
of the backyard segment of the home 
entertainment market is in swimming 
pools. Today there are about 211,800 
residential pools in the U.S. — about 
85 times the 2,500 existing as of 
January 1, 1948. 

Once thought of as an item within 
the purchasing power of only the 
highest incomes, the private pool has 
come down in price as the consumer’s 
disposable dollars have increased. The 
average price of a residential pool last 
year was $3,800, well within the 
range of millions of home owners. 
Bank loans have helped to finance 
many, and for most new-home buyers, 
the few extra dollars added each 
month to a 30-year mortgage are a 
small enough price to pay for the 
convenience, physical pleasure and 
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THE FAMILY FUN MARKET 


continued 


westige of owning their own private 
’ 

OO! 

Apartment house owners find that 

1 pool on the premises means they 

It puts an average 


ipartment house into the deluxe cate 


can increase rents 


ror 

Last year the entire swimming pool 
industry hit a retail construction vol- 
ume of approximately $690 million, 
vith 72% of the pools constructed for 
the residential market. And 1960 was 
not considered a prime year by in- 
dustry standards, because the number 


mstructed did not exceed the pre 


vious year's volume by the usual 20%. 
However, industry spokesmen are 
quick to point out this does not indi- 
cate a slack in demand. The impor- 
tant purchase motivating factors are 
still there: status symbolism and keep- 
ing up with the Joneses. To prove it, 
builders point to the common phe- 
nomenon of the neighborhood boom 
which invariably starts right after the 
first pool in the area is installed. 
With disposable income and sav- 
ings at an all-time high, and non- 
essential spending still at its peak, 


builders feel that the pool-buving 


ABOVE-GROUND POOLS—from 8 ft. to 28 ft., for the kiddies or deep enough for 
diving, retail up to $850. Add accessories and cleaners, it’s a broad market. 
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public has been only psychologically 
affected bv the recession. After every 
previous recession year, pool con- 
struction has come back even stronger, 
and 1961 is expected to follow this 
pattern. Swimming Pool Age, an in- 
dustry publication, forecasts an $850- 
million volume for this year. 

What does the swimming pool 
boom mean for marketers in other 
areas? Every pool owner is a poten- 
tial customer for a host of other goods 
and services. He needs chemical 
cleaning materials, bug repellents, 
diving boards, ladders, underwater 
lights, piping for recirculation and 
drainage, pool vacuum cleaners, auto- 
matic alarm devices and all kinds of 
cleaning equipment — not to mention 
such unessential products as beach 
chairs, pool murals, cabanas and port- 
able windbreaks. 

New materials have been finding 
use in pool construction. While pneu- 
matically applied concrete was the 
most popular type of construction last 
year, 12.7% of new pools were plastic 
liner types and 4.4% were made of 
fiber glass, metal and other materials. 

For the economy minded, there are 
above-ground pools that range in size 
from 8 to 25 feet wide. One firm 
makes a vinyl-impregnated Dacron 
pool 28 feet in diameter with an 8- 
foot diving area for about $850. 

A fly in the ointment, however, is 
distribution. Its pattern is so confused 
that pool accessories are being dis- 
tributed through equipment dealers, 
maintenance and service companies, 
builders and retail toy stores. The 
consequent overlapping of function 
makes it difficult for manufacturers to 
set separate builder, dealer and dis- 
tributor discounts, and is the cause of 
a great deal of the industry’s price- 
cutting problems. More somber ob- 
servers feel that years will pass before 
the industry settles down to the point 
where a sensible distribution pattern 
will take shape. 


Barbecues and Grills 
Barbecuing is also riding the crest 
of the great American trend toward 
casual living. In 1960 more than 3.5 
million grill units were sold, repre- 
senting a manufacturer’s value of $50 
million. The contrast between that 
healthy figure and the 250,000 units 
sold in 1951 dramatically illustrates 
the bullish growth of the market. 
Another $50 million was spent on 
barbecue accessories last year, and 
there is no accurate way to count the 
sales of soft drinks, summer alcoholic 
beverages, sauces, spices and cook-out 
foods consumed by millions of out- 
door cookers. Ten years ago charcoal 
was almost an unwanted commodity; 
last vear barbecuing Americans bummed 


\ 


TIME is the shape of the new-car market 


Circulation concentration in the top 100 counties 


for NEW-CAR REGISTRATIONS | Inthe 100 counties that account for 
TIME, The Weekly Newsmagazine 59.7% | more than half of all new-car regis- 


a trations, TIME concentrates more of 


Sports Illustrated 53.3% its circulation than does any other 
OR RA OL a magazine of over half a million. TIME 


Newsweek 50.4% 


eens ao ae families are among the most auto- 
Look 46.4% mobile-orientedin America. 93%own 
Better Homes & Gardens 46.4% cars. 34% own two or more, and 73% 
Saturday Evening Post 44.2% : 

Percentages based on R.L. Polk & Co. 1959 new-car registration data and latest avail bought their principal cars new. 


able publishers’ reports. TIME (3/23/59) e Holiday (March 1957) eLife (10/26/59) 
© Sports lHilustrated (3/2/59) © U.S. News & World Report (3/28/58) 


+ Newsweek (3/23/58) Reader's Ouest (April 1959) # Look G/i8/S®) | TIME...TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 


© Better Homes & Gardens (April, 1959) © Saturday Evening Post (3/14/59) 
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up an estimated 350,000 tons of it. 

The industry is even more hopeful 
about the future. Unofficial industry 
predictions say that the volume of 
both barbecues and accessories will 
double within the next few years. 

But there are problems and chal- 
lenges here too. Since consumers 
prefer briquets to lump charcoal 
because it is cleaner and easier to 
handle, manufacturers are trying to 
develop some kind of convenience 
charcoal packaging. It usually con- 
sists of a box or bag with paraffin 
added, which can be ignited quickly 
and easily. The idea sounds good, 
but very few have met with success. 

Frank H. Fleer Corp. of Philadel- 
phia lists its Brix among the qualified 
successes—qualified because the prod- 
as well or better than 
market but is still not 
showing a healthy profit. The product 
is a pancake-shape arrangement of 
briquets, bonded inside wax-impreg- 
nated paper and easily broken off to 
build any size fire. There are all sorts 
of variations. Diamond Match Corp. 
recently introduced Neet-Heet, char- 
coal briquets packaged in a paraffin- 
loaded cardboard box. But Neet-Heet 
is being sold this year from existing 
which probably 
that it is being dropped. 


uct is doing 
most on the 


inventories, means 


Failures litter the market place. 
Some manufacturers blame distribu- 
tion rather than lack of consumer ac- 
ceptance. They say that supermarkets 
prefer the cheaper packaged charcoal 
to the convenience variety, and are 
reluctant to try the new products. 

Until about 1948 nothing much 
happened to barbecuing. Started in 
the Far West, it looked as if it would 
stay there. With the introduction of 
the Habachi grill and other Japanese 
influences, however, barbecue fever 
began to spread. The pastime’s versa- 
tility and convenience for use indoors 
and out caught the American imagi- 
nation, and portable grills also began 
to pick up popularity. 


> The manufacture of grills is an un- 
complicated process and garage in- 
dustrialists abound in the field, but 
well-established manufacturers from 
other areas find opportunity there as 
well. 

An example can be seen in the 
experience of Structo Manufacturing 
Co. Two years ago the company was 
making heavy gauge steel toys. Since 
its factory facilities were adaptable 
to the manufacture of grills, and be- 
cause it wanted to fill in the produc- 
tion valley between December and 
May when toys are produced in rela- 


tively small volume, the company 
decided to try barbecues. Today it 
produces 500,000 grill units a year. 

The trend toward portable grills, 
especially the wheeled types, appears 
to be strong. One company reports 
wagon grills as 3% of sales three years 
ago, 25% last year. 

Barbecues make their biggest ap- 

al to the man in the family, and 
he takes his outdoor cooking seriously. 
Recipe-swapping males have turned 
barbecuing into a minor art form. 
They are ever alert for new spices, 
sauces, and new ways to prepare their 
culinary masterpieces; and the most 
successful fringe food campaigns dur- 
ing the summer months are usually 
those tied in with recipes or cook 
books. 

Foods are the immediate fringe 
beneficiaries of outdoor cookery. Man- 
ufacturers of party-time snacks, bev- 
erages, sauces and spices all find the 
market one of the most effective ways 
to beat the summer slump. 

But when Mr. America goes out- 
doors to cook, his needs for many 
other kinds of products increase. The 
proud male chef almost always wants 
his efforts recorded on film. He wants 
to look the part with cook hat and 
apron. He needs gloves to protect 

(continued on page 93) 
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Seen First... Bought First... 
through FLUORESCENCE! 


The impact of fluorescent colors creates new 
sales magnetism. They’re seen first and fastest. 


Packaging Corporation pioneered this new 
technique — for greater impact. You’ll see 
these fluorescent colors doing a harder selling 
job for a host of commodities. We think 
you’ll want to consider their advantages for 


your own product packaging. Pioneering such 
advanced applications is but one of the count- 
less ways our concept of Planned Packaging 
produces better packaging... more sales. 
Whether your requirements are large or 
small, regional or national, we welcome the 
opportunity to help you. 


Planned Packaging moves merchandise 


Packaging Corporation of America 


1632 CHICAGO AVENUE -+ 


Cartons + Containers + Displays + 


Egg Packaging Products + 


EVANSTON, ILLINOIS 


Molded Pulp Products - 


Paperboards + Plastics 


Long Distance pays off 


in extra sales 


“Long Distance gave us the best product introduction ever” 


says Dave Wright, vice president, 

Falls Engineering and Machine Co., Cuyahoga Falls, O. LONG DISTANCE RATES ARE LOW 
“We had to get the news out fast on a new machine Here are some examples: 

for cutting foam rubber,” reports Mr. Wright. “‘Phoning 

was our best bet. We could describe the machine and 

give delivery dates. 


Buffalo to Cleveland ...... . 7O¢ 
St. Louis to Chicago ...... . 9Q90¢ 
Boston to Norfolk, Va... .. . . $1.20 


“The first d; ade 1: ee ey 
The first day I made 13 Long Distance calls pet Cuyahoga Falls, O. to Atlanta . . . $1.30 


sonally. These calls ultimately produced $16,500 in ner ; ’ 
; le San Francisco to Detroit . « « « 92.10 
sales. And we've found that the telephone is just as | 


effective in selling all ow products.” These are day rates, Station-to-Station, for the first three 
minutes. Add the 10% federal excise tax. 
Long Distance pays off! Use it now... for all it’s worth! 


BELL TELEPHONE 


Low-Price Computers — 


_ Latest Door-to-Door’ Item 


Royal McBee will use four giant Computerama trailers as vital top-management sales tools. This 


Door-to-door selling is about to find 
a place in the computer field. 

Salesmen of Royal McBee Corp. 
will be doing the door knocking—at 
the business homes of prime sales 
prospects for its low-price (under 
$300,000) Royal Precision electronic 
data processing systems. 

Instead of a bag of samples, the 
Royal McBee man will display a 50- 
foot-long, tractor-pulled trailer that 
houses two electronic computers 
priced at $87,000 and $49.500 for the 
basic units. He will invite his pros- 
pects to step into the trailer’s attrac- 
tive office setting that comfortably 
seats as many as a dozen visitors. An 
applications analyst and a service en- 
gineer will be on hand to help the 
salesman demonstrate his products. 

Four of these giant Computerama 
trailers will hit the road on May 15. 
They will cover some 100,000 miles 
this year to carry computer demon- 
strations to U.S. customers anywhere. 

This is not just another version of 
the old mobile display. Royal McBee’s 
vice president of marketing, Carl P. 
Ray, emphasizes that the Computer- 
amas are not mere exhibits to attract 
large numbers of viewers, but are for 
full-scale demonstration and selling to 
specially invited, interested members 
of company managements. 

Royal McBee will take computers 
to the customer's doorstep because, as 
with any product, the prospect is more 
likely to buy when he sees it in oper- 
ation. Ray says, “There has been a 
lot of blueprint selling in this busi- 
ness, where the potential customer is 
asked to purchase equipment without 


ever seeing it in operation. Com- 


marketing approach may well show the way to other sellers of costly, complex capital equipment. 


puters have been sold with reasonable 
success in this way, but we don’t re- 
gard it as the best way to do it— 
either from the standpoint of the cus- 
tomer or the producer.” 

In the earlier days of computer 
marketing, Ray notes, companies that 
could afford computers were largely 
centered in big metropolitan areas. 
Now, he explains, small and medium- 
size firms, many of them in smaller 
communities, are also becoming pros- 
pects. Their top executives are busy 
men who cannot be expected to make 
trips just to view new computers. 

The company’s move to accommo- 
date—and sell—these prospects repre- 
sents a sizable, but not extraordinary, 
sales expenditure. The total cost of 
the equipment and its operation will 
be somewhat under 1% of Royal Mc- 
Bee’s computer sales volume target for 
the next three years. But Ray adds, 
“We expect very good sales results.” 
A Computerama will be turned 


over to each of the company’s four 
divisional managers, who is fully re- 
sponsible for all marketing operations 
in his geographical area. He will util- 
ize it at his discretion and will be 
responsible for obtaining maximum 
sales results from it. 

The traveling computer displays 
will probably be directed to the major 
cities in each division at the beginning. 
But according to Ray, “We expect 
that over the course of the next three 
years, the Computerama demonstra- 
tion will be carried to virtually every 
city in the U.S., regardless of size, 
where the sales potential warrants it. 
This will add up to hundreds of loca- 
tions, to many of which the Com- 
puterama will pay several visits.” 

And in knocking on so many out- 
of-the-way doors, with its giant com- 
puters in tow, Royal McBee may be 
showing the way for many marketers 
of other types of costly and complex 
capital equipment. ® 


TRAVELING COMPUTER for on-the-spot demonstration helps Royal McBee reach 
more potential buyers. Proud McBee executives are: Fortune P. Ryan, president 


(right); Allan A. Ryan, board chairman (center); and Carl P. Ray, vice president. 
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You’re advertising to the all-industry 
market. Your campaign theme is 
application and use of your equipment. 


In which all-industry publication 
will these ads work best? 


There are three of them—all directed to “all indus- 
try”—primarily manufacturing. All are directed to 


individuals in “plant operating” functions. But only 
one offers your advertising the powerful advantage of 
a compatible editorial climate that preconditions the 
readers for your application and use sales approach. 


Can you identify them from the brief description 
shown? Which one would you pick for your “applica- 
tions and use” campaign? First read the descriptions 
of all three. Then lift tape at bottom of page. 


PUBLICATION A? 


PUBLICATION B? 


PUBLICATION (? 


Management approach to plant 
operations on — personnel, 
methods and plant ideas on 
an administrative-management 
basis. 


Technical approach to plant 
operations on—equipment and 
facilities on a how-to-apply- 
and-use basis. 


Technical approach to plant 
operations on — structures and 
facilities on a how-to-install- 
and-maintain basis. 


A wide group of individuals who 
administrate operation of a 
plant. Those in personnel/cost/ 
production/inventory control 
as well as manufacturing and 
maintenance. Not necessarily 
high up in management but a 
broad base across administra- 
tive and operating manage- 
ment. 


A concentrated group of indi- 
viduals who direct the opera- 
tions of a plant. Those directly 
in charge of manufacturing 
and maintenance... with 
engineering and managerial 
responsibility over equipment, 
materials, methods and systems 
used throughout the plant. 


A narrow group of individuals 
who assist in the operations of a 
plant. Those in engineering of 
buildings, yards, facilities, 
housekeeping, maintenance. 
Not necessarily in application- 
and-use engineering, such as 
manufacturing production, 
industrial engineering or plant 
operating management. 


Administrative type editorial 
reporting of plant and equip- 
ment trends, on a paperwork 
dollars and cents approach. 
Management editorial covering 
personnel, buildings and meth- 
ods areas, as opposed to em- 
phasis on engineering and 
technical equipment. More on 


ideas, trends and management 
techniques. 


Applications engineering type 
editorial reporting on applying 
and using equipment, mater- 
ials, methods and engineered 
systems in operation and main- 
tenance of a manufacturing 
plant. More engineered systems 
editorial incorporating related 
equipment and products as 
opposed to straight product 


nr Sie ee ea 


ANSWER: Of the 992 sales and advertising pro- 
fessionals who identified publications in a recent 
survey* using similar definitions, 564 — 57% 


Facilities engineering type edi- | 
torial reporting primarily on | 


construction, installation and 7 
maintenance of — buildings — © 
services — equipment — in that © 


order of importance. More prod- 


uct type editorial reporting as i 
opposed to materials, equip- © 


ment, methods and systems 
engineered for use in all opera- 
tions of the plant. 


type editorial. It reports on the application and 
use of equipment, materials, methods and engi- 
neered systems in the operation and maintenance 
of a manufacturing plant. MILL & FACTORY IS 


Long Distance pays off 


in extra sales 


says Dave Wright, vice president, 


Falls Engineering and Machine Co., Cuyahoga Falls, O. 


LONG DISTANCE RATES ARE LOW 


“We had to get the news out fast on a new machine Here are some examples: 


for cutting foam rubber,” reports Mr. Wright. “Phoning Buffalo to Cleveland 70¢ 


St. Louis to Chicago ....... 90 
Boston to Norfolk, Va... .. . . $1.20 
Cuyahoga Falls, O. to Atlanta . . . $1.30 
San Francisco to Detroit ee 


was our best bet. We could describe the machine and 


give delivery dates. 


“The first day I made 13 Long Distance calls per- 
sonally. These calls ultimately produced $16,500 in 
sales. And we've found that the telephone is just as 


elles tive in selling all our products. “ These are day rates, Station-to-Station, for the first three 
minutes. Add the 10% federal excise tax. 


Long Distance pays off! Use it now ... for all it’s worth! 


BELL TELEPHONE 


ow-Price Computers — 
atest Door-to-Door’ Item 


Royal McBee will use four giant Computerama trailers as vital top-management sales too!s. This 


marketing approach may well show the way to other sellers of costly, complex capital equipment. 


Door-to-door selling is about to find 
a place in the computer field. 

Salesmen of Royal McBee Corp. 
will be doing the door knocking—at 
the business homes of prime sales 
prospects for its low-price (under 
$300,000) Royal Precision electronic 
data processing systems. 

Instead of a bag of samples, the 
Royal McBee man will display a 50- 
foot-long, tractor-pulled trailer that 
houses two electronic computers 
priced at $87,000 and $49,500 for the 
basic units. He will invite his pros- 
pects to step into the trailer’s attrac- 
tive office setting that comfortably 
seats as many as a dozen visitors. An 
applications analyst and a service en- 
gineer will be on hand to help the 
salesman demonstrate his products. 

Four of these giant Computerama 
trailers will hit the road on May 15. 
They will cover some 100,000 miles 
this year to carry computer demon- 
strations to U.S. customers anywhere. 

This is not just another version of 
the old mobile display. Royal McBee’s 
vice president of marketing, Carl P. 
Ray, emphasizes that the Computer- 
amas are not mere exhibits to attract 
large numbers of viewers, but are for 
full-scale demonstration and selling to 
specially invited, interested members 
of company managements. 

Royal McBee will take computers 
to the customer's doorstep because, as 
with any product, the prospect is more 
likely to buy when he sees it in oper- 
ation. Ray says, “There has been a 
lot of blueprint selling in this busi- 
ness, where the potential customer is 
asked to purchase equipment without 


ever seeing it in operation. Com- 


puters have been sold with reasonable 
success in this way, but we don’t re- 
gard it as the best way to do it— 
either from the standpoint of the cus- 
tomer or the producer.” 

In the earlier days of computer 
marketing, Ray notes, companies that 
could afford computers were largely 
centered in big metropolitan areas. 
Now, he explains, small and medium- 
size firms, many of them in smaller 
communities, are also becoming pros- 
pects. Their top executives are busy 
men who cannot be expected to make 
trips just to view new computers. 

The company’s move to accommo- 
date—and sell—these prospects repre- 
sents a sizable, but not extraordinary, 
sales expenditure. The total cost of 
the equipment and its operation will 
be somewhat under 1% of Royal Mc- 
Bee’s computer sales volume target for 
the next three years. But Ray adds, 
“We expect very good sales results.” 

A Computerama will be turned 


over to each of the company’s four 
divisional managers, who is fully re- 
sponsible for all marketing operations 
in his geographical area. He will util- 
ize it at his discretion and will be 
responsible for obtaining maximum 
sales results from it. 

The traveling computer displays 
will probably be directed to the major 
cities in each division at the beginning. 
But according to Ray, “We expect 
that over the course of the next three 
years, the Computerama demonstra- 
tion will be carried to virtually every 
city in the U.S., regardless of size, 
where the sales potential warrants it. 
This will add up to hundreds of loca- 
tions, to many of which the Com- 
puterama will pay several visits.” 

And in knocking on so many out- 
of-the-way doors, with its giant com- 
puters in tow, Royal McBee may be 
showing the way for many marketers 
of other types of costly and complex 
capital equipment. ® 


TRAVELING COMPUTER for on-the-spot demonstration helps Royal McBee reach 
more potential buyers. Proud McBee executives are: Fortune P. Ryan, president 
(right); Allan A. Ryan, board chairman (center); and Carl P. Ray, vice president. 
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You’re advertising to the all-industry 
market. Your campaign theme is 
application and use of your equipment. 


In which all-industry publication 
will these ads work best? 


There are three of them—all directed to “all indus- 


individuals in “plant operating” functions. But only 
one offers your advertising the powerful advantage of 
a compatible editorial climate that preconditions the 
readers for your application and use sales approach. 


Can you identify them from the brief description 
shown? Which one would you pick for your “applica- 
tions and use” campaign? First read the descriptions 


try”—primarily manufacturing. All are directed to 


Site” eatin atadine/ tana anges 
ree 


of all three. 


PUBLICATION A? 


PUBLICATION B? 


Then lift tape at bottom of page. 


PUBLICATION (? 


Management approach to plant 
operations on — personnel, 
methods and plant ideas on 
an administrative-management 
basis. 


Technical approach to plant 
operations on—equipment and 
facilities on a how-to-apply- 
and-use basis. 


‘mi 


Technical approach to plant © 


operations on — structures and 
facilities on a how-to-install- 
and-maintain basis. 


A wide group of individuals who 
administrate operation of a 
plant. Those in personnel/cost/ 
production/inventory control 
as well as manufacturing and 
maintenance. Not necessarily 
high up in management but a 
broad base across administra- 
tive and operating manage- 
ment. 


A concentrated group of indi- 
viduals who direct the opera- 
tions of a plant. Those directly 
in charge of manufacturing 
and maintenance... with 
engineering and managerial 
responsibility over equipment, 
materials, methods and systems 
used throughout the plant. 


A narrow group of individuals 
who assist in the operations of a 
plant. Those in engineering of 
buildings, yards, facilities, 
housekeeping, maintenance. 
Not necessarily in application- 


and-use engineering, such as | 


manufacturing production, 
industrial engineering or plant 
operating management. 


Administrative type editorial 
reporting of plant and equip- 
ment trends, on a paperwork 
dollars and cents approach. 
Management editorial covering 
personnel, buildings and meth- 
ods areas, as opposed to em- 
phasis on engineering and 
technical equipment. More on 


ideas, trends and management 
techniques. 


gs ran ra 


ANSWER: Of the 992 sales and advertising pro- 
fessionals who identified publications in a recent 
using similar definitions, 
named publication B as MILL & FACTORY. 

If your equipment is ‘‘technical’’ you need the 
compatibility of MILL & FACTORY’s engineering 


survey* 


Applications engineering type 
editorial reporting on applying 
and using equipment, mater- 
ials, methods and engineered 
systems in operation and main- 
tenance of a manufacturing 
plant. More engineered systems 
editorial incorporating related 
equipment and products as 
opposed to straight product 
reporting. 


564 — 57% 


Facilities engineering type edi- © 
torial reporting primarily on © 


construction, installation and 
maintenance of — buildings — 
services — equipment — in that 
order of importance. More prod- 
uct type editorial reporting as 
opposed to materials, equip- 
ment, methods and systems 
engineered for use in all opera- 
tions of the plant. 


type editorial. It reports on the application and 
use of equipment, materials, methods and engi- 
neered systems in the operation and maintenance 
of a manufacturing plant. MILL & FACTORY IS 
the publication where equipment application and 
maintenance advertising works best. 


*Conducted by Ross-Federal Corp. Copy on request. 
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WORTH WRITING FOR... 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


Case History of an LHJ Article 


A description of how the editors of 
the Ladies’ Home Journal plan and 
create a special feature. The subject 
is “How America Spends Its Money,” 
appearing in the April 1961 issue. 
This editorial case study also tells 
something of the background of the 
researchers and writers. Distribution 
limited to one copy per individual or 
firm because of limited quantity. 
Write Robert K. Farrand, Vice Presi- 
dent and Director, Public Relations, 
Dept. SM, The Curtis Publishing Co., 
Independence Square, Philadelphia 5, 


Pa. 


Television Commercials 


“Between Takes,” the monthly news 
bulletin devoted exclusively to news 
and views from the television film 
commercial world is available to all 
who would like to receive it. Write 
Dept. SM, HFH Productions, Inc., 
216 E. 49th St., New York 17, N. Y. 


Planning an Incentive Campaign 

A new and comprehensive guide 
dealing with the “why and how” of 
incentive campaigns, designed espe- 
cially for the small and medium-size 
firm. The manual also points out that 
merchandise incentives may be used 
for many goals other than sales—plant 
safety, membership recruitment, pro- 
duction efficiency, etc. Write Wallace 
Morgan, Manager, Premium and In- 
centive Division, Dept. SM, John 
Plain & Co., 427 West Randolph St., 
Chicago 6, IIl. 


Point-of-Purchase Specialties 


A brochure complete with samples 
of plastic adhesive point-of-purchase 
signs, decals and specialties. Other 
items include shelf markers, product 
identifier labels, store-interior hang- 
ing displays, border trims and Crysta- 
letters, an ingenious multi-colored 
transparent direct mail piece. Write 
©. Morley Tanney, Vice President- 
Sales Manager, Dept. SM, Goodren 
Products Co., 101 West Forest Ave., 
Englewood, N. J. 


Farm Publications 


An all-encompassing report done by 
Marplan of McCann-Erickson, Chi- 
cago. The report, “A Study of Farm 
Publications in Eight Midwestern 
States,” covers respondents in the 
states of Indiana, Illinois, Wisconsin, 
Iowa, Minnesota, Nebraska, North 
Dakota, and South Dakota. Data is 
given on publication preferences, crop 
and livestock production, machinery 
and appliances, consumer economic 
data. Write Bert Lund, Dept. SM, 
Midwest Farm Paper Unit, c/o Webb 
Publishing Co., 55 East Tenth St., 
St. Paul, Minn. 


Beauty Habits of Women Under 20 

Today’s teen-age American beauties 
are made-up not born. Some 99.4% 
use lipstick; 92.6% use nail enamel; 
81.5% wear perfume; 72.9% use mas- 
cara; 71.1% wear face powder. These 
are just a few of the statistics revealed 
in a survey based on the replies of a 
teen-age consumer panel of Seventeen 


magazine. Everything from eyelash 
curlers to hair rollers is covered. Write 
Aaron Cohen, Director of Research, 
Dept. SM, Seventeen magazine, 320 
Park Ave., New York 22, New York. 


Census Information 


Because of the large number of 
small areas covered in the last census, 
and the extent of tabulated data pre- 
pared for them, it is not feasible to 
publish all available data; therefore, 
the Department of Commerce has 
made available a listing of published 
and unpublished information in the 
pamphlet “Availability of Published 
and Unpublished Data for Small 
Areas from the 1960 Census of Popu- 
lation and Housing.” Write Bureau of 
the Census, Public Information Office, 
Washington 25, D. C. 


National Newspaper Cumulative 
County Markets 


A 64-page booklet showing detailed 
newspaper coverage by counties for 
every daily newspaper of over 12,500 
circulation having at least 20% or 
more county coverage. Includes mar- 
ket ranking tables showing percent of 
coverage, and a table showing de- 
scending order of newspapers by cir- 
culation size. Write Dept. SM, John- 
son, Kent, Gavin and Sinding, Inc., 
400 N. Michigan Ave., Chicago 11, 
Il. 


Catalog of Sales Ideas 


A catalog of advertising specialties 
designed in categories to fit every 


business budget. It includes such 
items as mailing piece enclosures, pro- 
motion gifts, convention specialties, 
salesman'’s giveaways. The merchan- 
dise cataloged is for home, office, 
pocket and purse. Titled, “Forging 
Ahead in Business with Unusual 
Creative Sales Ideas.” Write Dept. 
SM, Marvic Advertising Corp., 861 
Manhattan Avenue, Brooklyn 22, N.Y. 


Sales Aids from Advertisers 


Have you written for these booklets 
or samples described in recent advertise- 
ments in Sales Management? 


Marketing Maps: Free sample map based 
on Sales Management's Survey of Buying 
Power. This is only one of many combina- 


tions of marketing maps that can be 


devised from the Survey. 
SM, Sanborn Map Co., 
Pelham, N.Y. 


Write: Dept. 
629 Fifth Ave., 


Loose Leaf Binders in Color: A free plan- 
ning manual of new styles for sales man- 
uals, price lists, catalogs in colorful vinyl 
plastic with 3-dimensional applique, silk 
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screening, embossing or stamping. Write 
Dept. SM 2603, National Blank Book 
Co., Holyoke, Mass. 


P-O-P: The promotional brochure, “Win- 
ning the competitive edge at point of 
purchase,” gives sophisticated informa- 
tion on how to achieve maximum results 
on your promotional dollar. Dept. SM, 
Dennison Manufacturing Co., Framing- 
ham, Mass. 


Premium Gifts: Plans available in one or 
all of the following fields: stamp plans, 
cash register tape plans, coupon aioe. 
tion plans, safety programs, sales incen- 
tive plans. Specify plan or plans desired. 
Dept. SM, The Premium Service Co., 
Inc., 195 North St., Teterboro, N.J. 
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Market Data File: For news on the in- 
dustrial equipment market, this data file 
from Industrial Equipment News. Dept. 
SM, Industrial Equipment News, Thomas 
Publishing Co. Product Information 
Headquarters, 461 Eighth Ave., New 
York 1, N.Y. 


Slide Charts: Publication designed to help 
you tell your product story in a word 
picture or slide chart. Dept. SM, Perry- 
graf, 150-US Barrington Ave., Los An- 
geles 49, Cal. 


How Industry Profits From Sound Films: 
A new booklet on how to get the maxi- 
mum benefit from business films. Dept. 
SM 207, Victor Animatograph Corp., 
Division of Kalart, Plainville, Conn. 


cian 
ENTIMENTAL 
SENKITCH 
ees ws oneens 


LET RCA VICTOR BIG-NAME ALBUMS 
SELL FOR YOU! This is the low-cost, 
prestige premium you've been wait- 
ing for, with top stars for top selling 
power! ‘‘Namepower Premiums’’ — 
RCA Victor L.P.’s—lend themselves 
to advertising and promotion . . . have 
broad consumer appeal . . . are easy 
to handle, stock or ship. Take just 


Julie Andrews ““" * 


NAMEPOWER 
PREMIUMS 


GEM By RCA pape 


one album, two or all six. They're 
ideal for savings bank new-account 
drives, or for insurance inquiry mail- 
ings. Perfect for your next 
—national, regional or Jocal. Cas 
write for details now, to RC 
CLARKSON, MANAGER, 
RECORDS, 155 EAST 2 

YORK ig, N. Y. NE 


Lufthansa 


What does this mean to you? Most overseas 
airlines require at least 4-hour advance cargo delivery. 
Lufthansa requires only 1 hour and 15 minutes —some- 


times even less. 


This makes it easy for you to handle important, last- 
minute shipments. It’s typical of Lufthansa service — 
unique, efficient beyond expectation. And it doesn’t cost 
you a cent extra. 


On arrival, your shipment clears customs fast, too . 
faster than on any other airline. Only Lufthansa has a 


— <— SUPERCARGOE__ service — 
5 weekly all-cargo flights from New York. 14 weekly 
transatlantic nonstop Jet Cargo services from New York. 
Regular Jet Cargo services from Chicago and San Francisco. ] 


special cargo man who prepares all documents—waybills, 
transfers, arrival notices—20,000 feet over the Atlantic! 
Within 30 minutes or less after landing, your cargo is 
ready for customs clearance. 

Personal, efficient attention like this characterizes the 
entire Lufthansa Super Cargo Service — the fastest- 
growing today. 

It insures fast, safe shipment of your cargo to Europe, 
the Middle East and on to the Orient. Ask your cargo 
agent to specify Lufthansa. 


LUFTHANSA 


GERMAN AIRLINES 


AIR CARGO DIVISION, 410 Park Ave., N.Y. 22, N.Y., PLaza 9-5522. Offices in principal cities of the U.S. and Canada. 


Marketing Planned 
5 Years Ahead 


Crown Zellerbach Corp. about a year ago set up a new 


function — a department of long-range planning — and placed 


Raymond Jones in charge of it. Curious to know what a director 


of long-range planning did, at Crown Zellerbach, and where 


the planning activities affected or tied in with sales—a Sales 


Management reporter called on Jones, to ask him about his job. 


Following is a condensation of the interview. 


Question: Mr. Jones, you have an 
interesting title. It evokes images of 
everything from test tubes to crystal 
balls. I did not expect to see anything 
of the sort in your office. But I do 
wonder, just what is your function at 
Crown Zellerbach? 


Answer: The simplest answer I can 
give you is to say that our department 
is a correlating agency—between sales, 
production, marketing research, and 
finance. We provide the broad view 
at the same time that we must focus 
on the specific. 


Q. By focusing on the specific, do you 
mean sales? 


A. At the ultimate point, yes. We 
must never forget that all the re- 
search, planning, top management 
thinking, and plant capabilities can 
only bring the commodity into being. 
After that, we've got to market the 
thing—at the right price, at the right 
time, in the place that wants to absorb 
it. There, marketing and sales have 
the knowledge that comes from day- 
to-day experience. Without this field 
sales point of view it would be diffi- 
cult, if not impossible, to plan at all. 
There must be continuous interchange 


between their specifics and our gen- 
eralities. 


Q. How does this interchange take 
place? 


A. I'll be glad to tell you. But first, 
it will be clearer if I sketch in what 
happens on the broad-view level. Like 
most companies, we have a marketing 
research and planning department. It 
is charged with studying the economic 
condition of the U.S. as a whole and 
relating this information to Crown 
Zellerbach’s individual products or to 
any product which we may be inter- 
ested in developing. From the data 
turned up and formulated in that de- 
partment, management is able to de- 
termine the potential of a given mar- 
ket, for existing products or those to 
be developed. 


Q. How far ahead do you normally 


look? 


A. Five years is considered a reason- 
able period for forecasting on market- 
ing for our purposes. Possibly the 
maximum period. Five years can 
make a tremendous change in the 
company itself as well as in the econ- 
omy of the nation. 


Sales Management 


Q. And it’s at this point of sales fore- 
casting that your department begins 
to function? 


A. If it’s a matter of a new product 
to be developed, it must first be de- 
termined if we are able to produce it, 
and if it is desirable to produce it— 
and perhaps, where. One of our ma- 
jor responsibilities is to review all new 
projects or studies involving large ex- 
penditures. But much more has to 
be taken into account in a company 
as large and diverse as ours. You see, 
every day we are confronted with 
expansion possibilities. At a given 
moment we might have a dozen pos- 
sible projects. These need to be evalu- 
ated, not only individually, but one 
against another. 

The long-range focus is on sales. 
But we must ask first, where will we 
pick up the best field of development? 
The questions asked are on a com- 
pany-wide as well as regional basis. 
We must determine where the best 
demand may be, geographically— 
where a given venture may produce 
the greatest return on our money. 


Q. What you are indicating is that 
this calls for sales forecasting not only 
on a long-range basis but in a larger 
context than that of a given indi- 
vidual product and its potential. 


A. Yes. Long-range planning corre- 
lates possible sales with the company’s 
ability to produce the given item or 
items, or with the good sense of pro- 
ducing them. We may run into a 
situation where we are over- or under- 
produced. For example: the demand 
for a special grade of bleached paper 
might exceed our present capacity to 
produce it. This is a problem in mar- 
keting—and a bottleneck that long- 
(continued on next page) 
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range planning must try to solve. 
Q. One doesn’t think of lack of capac- 
ity as being a problem with a com- 
pany such as Crown Zellerbach. Are 
you saying that you are so fortunate 
as to have more demand than you 
can meet in some things? 


unless 
the country is in a deep recession, this 


4. With every big company, 


problem is constantly arising—from a 
long-range planning point of view. 
That’s another reason why our de- 
partment exists. We may have suf- 
ficient capacity for today’s demand 
and permit ourselves to fall into com- 


placency, lacking the longer view. We 
must be always looking toward a 
broadening of markets. Plans for do- 
ing this cannot be formulated over- 
night, or made effective in a year or 
two. And many major firms, includ- 
ing ours, while continuing to plan for 
expansion in our country, also are 
looking outside. Our work here in- 
cludes a broad over-all plan aimed at 
establishing connections on an inter- 
national basis. 


Q. That explains why you take a 5- 
year period as a practicable one. 


A. Yes. Coming back to the U.S.— 


FIRST in Cleveland =. 
in TOBACCO 
ADVERTISING“ 


SIXTH in America 
in Total Advertising 


population here is growing at the rate 
of about 2%% a year. This fact alone 
tells us that there is going to be an 
increased market for most of our 
products. But demand may be po- 
tentially greater in one region than in 
another, and in the first region we may 
have inadequate or no capacity to 
supply. 

Here again we see the need for 
correlating this marketing problem 
with information from other depart- 
ments. The investment of additional 
capital may be called for if we are 
to meet the forecast demand. What 
we must do in our departnent is work 
out the cost of expansion to meet the 
forecast demand, together with the 
anticipated return on the investment. 
On this basis the final decision is 
made as to whether the investment 
would be feasible. 


Q. What other areas of investigation 
come within the scope of your de- 
partment in relation to marketing? 


A. They are numerous; but one or 
two are especially important. In a 
company as diversified and far-flung 
as ours, no decision can be simple. 
For example, one product may be on 
the decline, from the long-range point 
of view, while another is in a vastly 
absorbing market. Examples of the 
latter might be newsprint, directory 
paper, coarse papers used for wrap- 
ping and bag-making, or multiwall 
sacks. There are also waxed papers, 
polyethylene film, tissues and all types 
of toweling. We can expect an ex- 
panding market for container board 
used in the manufacture of corrugated 
shipping cartons and folding cartons, 
and of food board, which is the stock 
for milk bottles among other things. 

We are also in the lumber, ply- 
wood, and chemical businesses, which 
are broken down into independently 
operating units within our organiza- 
tion. The actual or potential growth 
or decline of a product affects them— 
perhaps drastically. 

And, of course, one product often 
tends to replace another over a pe- 


riod of time. With the speed of change 
nowadays and all manner of new 
technological developments, big de- 
mand today may not mean security 
for tomorrow. Certain kinds of film, 
for example, may replace some types 
of waxed papers. There is the bal- 
ance of kraft paper versus plastics. 
We may feel fairly confident in ex- 
pecting such items as tissues or towel- 
ing to follow the normal course of 
population growth; but in a good 
many areas there is considerable un- 
predictability—or could be if we did 
not look and plan ahead. 

What we try to do is first obtain a 
broad view of the company’s many 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES ) 


CLEVELAND 26 ADJACENT 
CUYAHOGA COUNTY COUNTIES 
000 000 

$1,931,863 
500,261 
60,070 
355,919 
155,742 162,506 318,248 
119,911 80,025 199,936 

Source: Sales Management Survey of Buying Power, May 10, 1961) 

Akron, Canton and Youngstown Counties are not included in above sales y, 


Cleveland PLAIN DEALER 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. 
Member of Metro Sunday Comics and Magazine Network. *Source: Media Records 


TOTAL 
000) 


COMMODITY 


HERE IS THE 
COMPACT MARKET 
> WITH RETAIL SALES 
LARGER THAN ANY 
ONE OF 35 

ENTIRE STATES 


Total Retail Sales 

Retail Food 

Retail Drug 

Automotive 

Gas Stations 

Furniture, Hsld. Appliances 


$4,373,596 
1,122,893 
159,288 
722,702 


622,632 
99,218 
366,783 
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Kodak premium makes more 
new customers say charge it!” 


Brownie Bullet Camera, $4.25, is designed especially for premium use. 


Miller-Wohl reports... 
Brownie Bullet Camera builds traffic at ladies’ wear stores 


Whenever Miller-Wohl opens a new 
**Three Sisters’? store, they offer 
Brownie Bullet Cameras as door prizes 
and as premiums for new charge- 
account customers. 

“The camera premium is very 
popular with our customers,”’ reports 
Bing Grabel, Sales Promotion Man- 
ager. ““We prefer it to others because 
it is compact, light, easy to ship and 
not subject to breakage. And delivery 


dates are not a problem with Kodak 
cameras.” 

Kodak premiums are popular with 
the ladies (and their menfolk, too!) 
because picture-taking can be shared 
with family and friends. Whatever 
the promotion, there is a right Kodak 
premium to assure results—and 
Kodak will be glad to help you find it! 

The first step to making experi- 
ence-tested Kodak premiums pay off 


BROWNIE By 


LLET CaAmeeg 


for you is to mail the coupon below 
for your copy of the latest Kodak 
premium catalog. Kodak cameras 
and outfits range from $4.25 to sev- 
eral hundred dollars. Look them over 
and you'll see at once why so many 
businessmen choose them as gifts, 
sales incentives, contest prizes and 
recognition awards. 
Price shown is 
approximate premium value. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. --------- 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 


» 222-5 
— 


Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 


Name 


Position 


Company 


Street 


lXxodalk 


Zone 


TRADEMARK 
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activities, in themselves and in rela- 
tion to one another, then keep our 
fingers on the pulse of each individual 
operation and line. 


Q. And this is where sales comes in? 


A. Yes. A correlating agency for long- 
range planning is essential precisely 
because each major department has 
its own individual objectives and these 
have to be intelligently tied in with 
the over-all plan. We keep in con- 
tinuous touch with the sales depart- 
ments so as to determine their think- 
ing with respect to individual lines or 
commodities, and relate that to the 
broad view. The apparently insignifi- 
cant idea that stems from the sales- 
man’s interchange with customers ma\ 
prove to be the solution to a major 
corporate problem 


Q. How are 
effected? 


contacts with sales 


A. We have sometimes thought of 
setting up periodic meetings. But so 
far, contacts on a very informal level 
have proved most creative and pro- 
ductive. We like the contacts to be 
verbal and face-to-face rather than 
through letters or reports. When a 
consideration seems important, we ex 
pand to more formal means of com 


munication, draw in research, pro- 
duction or other departments. We 
may go so far as to bring in, say, 
forestry executives. Sales executives 
sit in on such exploratory discussions 
which may focus, in the long run, on 
any phase of marketing. 


Q. At what level of marketing and 
sales do your contacts take place? 


A. They first include all executive 
sales and marketing personnel in the 
head office. But the ideas that flow 
to us through these executives may 
come from all levels, not excepting 
salesmen in the field. We find that 
sales personnel at all levels are among 
the most imaginative men in business. 
They have their fingers on what is 
actually going on now in the world 
of buying and selling. They can and 
do throw light on customer reactions, 
competitive situations, matters of 
product quality, competing products. 
By the nature of their situation and 
activities, the people in sales are 
aware of all sorts of factors that we 
in the various phases of planning can- 
not know directly, yet must be ac- 
curately informed about 


Q. Can you give some instances of 
how sales-initiated information aids 


in long-range planning? 


A. From their vantage point, the men 
in selling can throw out ideas on what 
lines should be expanded, where, and 
how, and report on what new products 
may be indicated. Sales can show us 
that we are losing business in a given 
locality and permitting competitors to 
become entrenched because we lack 
a plant in that region. Production 
facilities there, it may be discovered, 
would enable us to get a better or 
larger share of the ie Again, sales 
knows a good deal more than some 
of us about competing products. They 
might ask: “Why don't we rig up to 
supply this or that item or group of 
items? We have existing customers 
who use it, purchasing from compet- 
ing sources. It would be a natural 
for us to tie the item or items in with 
our present service to the customers 
in question.” Ideas such as this may 
or may not spell practical opportuni- 
ties. But when they do, they very 
often originate with the sales depart- 
ment. 


Q. How frequent are your contacts 
with sales people? 


A. Hardly a day passes that I am not 
talking with someone from one of our 
sales departments. Key individuals 


Greensboro- 


OF THE NEW SOUTH’S MARKETS 


In The Top 20 In Total Retail Sales 
Quickest Route to 
Automotive Sales 


Greensboro’s automotive sales stand out in the NEW South’s 


+ 


op markets almost bumper to bumper with Baton Rouge, 


Chattanooga and Mobile and other prominent markets. Drive 


for greater sales via the Greensboro News and Record—the 


only medium with dominant coverage in the Greensboro Market and 


selling influence in over half of North Carolina. Over 100,000 circu- 


lation; over 400,000 readers. 


Write on company letterhead for “1960 Major U. S. Markets Analysis” Br 


Greensboro—In the Top 
20 Retail Markets of the 


South and in the Top 100 
of the Nation. 


ochure of all 300 Metropolitan Markets. 


_ Greensboro News and Record 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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_EVALUATED 


ae PRODUCTS ARE EVALUATED... 
SPECIFIED...APPROVED... 

2 REQUISITIONED ... as a result 
of buyers’ use of manufacturers’ 

catalogs in Sweet's Files. 

26,000 buyers’ responses to 

more than 80 studies clearly 

document the significant 

role of catalogs in increasing 

selling opportunities for 

manufacturers who employ 

Sweet’s system. Your Sweet’s 

Representative will gladly 

review the results of these 

studies with you. Call him or 

write to Sweet’s Catalog 

Service, Div. of F W. Dodge 

Corp., 119 W. 40th St., 

New York 18. 


“ee 


The Oil Drilling-Producing Industry Prefers 


BUYING 
ACTION 
CATALO 


Your catalog data inserted NOW in Composite Catalog 
will be used for buying action decisions in the Oil 
Drilling-Producing Industry for a full two years. 


MARKETING PLAN 


The GPC Marketing Plan, a new 
concept in publishing service, offers 
you the ideal way to economically 
concentrate your advertising, cata- 
loging and direct mail on the largest 
documented buying-power audience 
available. 


For your advertising, use 
Wortp OW magazine to precondi- 
tion prospects with the advantages of 
your products, help open more doors 
for your salesmen, reduce selling 
time, stimulate productive inquiries, 
and refer prospects to your buying 
actton catalog in COMPOSITE 
CATALOG. 


For your cataloging, use Com- 
POSITE CATALOG to place your pre- 
filed buying action catalog data into 
the hands of thousands of key buy- 
ing-power men all over the world. 


For your direct mail, use the 
mailing service to the distribution 
list of the ComposirE CaTALoe to 
merchandise any changes in your 
product line, prices, distribution 
methods or sales program. This 
only-one-of-its-kind list is made 
available to CC catalogers at lower- 
than-usual direct mail costs. 


Because the Oil Drilling-Produc- 
ing Industry is on a 7-days-a-week, 
24-hours-a-day basis, it’s impossible 
for your salesmen to be always on 
the spot when your customers and 
prospects have a need for your kind 
of product or service. These men 
need the facts, data and specifica- 
tions readily available in the most 
convenient and most practical form 
—in the Composite CATALOG. 


Composite CaTALoc, a_ 5,800- 
page, 3-volume compilation, is used 
by oil men in 15,000 buying loca- 
tions. Pinpoint distribution is made 
possible by the cooperation of oil 
companies themselves. COMPOSITE 
CATALOG can show documented 
coverage of men in companies re- 
sponsible for 98% of purchases in 
the Oil Drilling-Producing Industry. 
Surveys since 1929 show most oil 
men prefer to receive catalog data 
in Composite CATALOG. 


Write now for the ComposITE 
CaTALoc Data File which contains 
complete rate and distribution in- 
formation plus helpful suggestions 
on better catalog production. 


Next edition now being compiled. 


GULF PUBLISHING COMPANY 


World's Largest Specialized Publisher to the Oil Industries 


3301 Allen Parkway e Box 2608 e Houston 1, Texas 
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are seen at least once in two weeks. 


Q. Are only major projects or possibil- 
ities brought up? 


A. No. We do not turn a deaf ear to 
even the apparently trivial problem 
or difficulty affecting sales. A situa- 
tion involving a single customer or a 
specific product may provide clues 
which point to new evaluations of 
that product, or of a policy, at higher 
management levels. Even such mat- 
ters as satisfying customers as to time 
of delivery, quality details, or special 
applications of a commodity may be 
well worth our attention. We can 
count on the good sense of the peo- 
ale in sales to come to us only 
with what does have potential rele- 
vance. 

In general, I would say that we 
are sympathetic to sales problems of 
all sorts, and sensitive to where they 
arise. Sales are the lifeblood of the 
company. Keeping that blood flow- 
ing healthily is the immediate re- 
sponsibility of the men in sales; but 
where obstacles occur, then it be- 
comes the responsibility of all of us 
to seek the cause and cure. If the 
problem is such as to be irremediable 
for the short pull, our broad perspec- 
tive makes it possible to show why 
and how it must be lived with for 
the length of time necessary. 


Q. Which is probably an aid to mar- 
keting morale. The interchange, then, 
is a 2-way street? 


A. Very much so. We are looking for 
as much guidance from sales as they 
are seeking guidance from us. 


Q. Yours is a relatively new function; 
is there evidence yet of benefits to the 
company? 


A. Perhaps top management or stock- 
holders ought to answer that one. I 
believe that through this corporate 
set-up we have already obtained a 
better evaluation of where the com- 
pany spends its money. We'll broaden 
and do better as we go on, particu- 
larly in the matter of evaluation of 
new projects. And there I feel that 
we can get a lot of help from market- 
ing. —E. GIDLOW 


COMING JUNE 2 


Exclusive interview with the new 
FTC chairman, P. Rand Dixon 
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He may 
get the 
message 
here, 
but... 


your ads in the Yellow Pages 
sell him when he’s ready to buy 


Your print and broadcast advertising sets him up— 
but the Yellow Pages delivers the final selling punch! 
Here’s the perfect opportunity to influence “ready-to- 
buy” prospects with your selling message—right at the 
moment they’re making a buying decision. 

National Yellow Pages Service makes it easy. Lets 
you select any combination of 4,000 Yellow Pages direc- 
tories to cover your precise market, whether it’s national, 
regional or selected areas. And one contact, one contract, 


one monthly bill will take care of everything. 

For full information on how you can complete your 
selling advertising program and complete more sales, 
contact your National Yellow 
Pages Service representative 
through your Bell Telephone 
Business Office. 


NATIONAL 
VELLOW PAGES 


ONE CONTACT/ONE CONTRACT/ONE MONTHLY BILL 
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Can They Hear You? 


Because we put a price tag on 
America, most other 
nations think we are cheap and will 
not buy quality goods. Our economy 
is not like that of the rest of the 
world. Other countries have a Cadil- 
lac economy, one in which only a 
very few enjoy the privileges of driv- 
ing automobiles, attending universi- 
ties, reading or writing for their small 
circulation journals. Here in America 
we have a Chevrolet economy which 
is geared to satisfy the needs and 
desires of the great mass of the peo- 


everything in 


ple. It may not be as imposing as a 
Cadillac, but there is quality in our 
economy, make no mistake about it 
> The American people are not 
cheap. If a good product serves them 
well, they will pay the price willingly. 
But remember this: The only guaran- 
tee of freedom for any business is its 
record of service to the American 
people. Our people have never per- 
mitted any industry that has served 
them well to be attacked, harried, or 


destroyed by any member of any po- 


litical group 

In my opinion, we are in danger 
important fran- 
chise with the mass public in this 
land. Our philosophy—political, so- 
cial, and economic—has been success- 
ful because of its ability to convey 
ideas to the masses, not to the few. 


of losing this very 
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By ARTHUR H. (‘RED’) MOTLEY 


Too many of us are not doing an all- 
out job of selling our customers—the 
masses—on the fact that the service 
we provide is an essential part of 
what makes this country move. Too 
many businesses are operated on the 
theory that only people on this side 
of the tracks or that side of the tracks 
are possible prospects for their prod- 
ucts. They use a language their pros- 
pects cannot understand. Too many 
of us do not recognize the fact that 
America is really a mass market — 
that everybody everywhere is inter- 
ested in everything that goes on and 
is a prospect for almost every kind 
of merchandise. 

Can they hear you? Are you talk- 
ing a language that mass America — 
your customers and prospects — can 
understand? This principle of suc- 
cessful mass communication is as im- 
portant to the manufacturer of break- 
fast foods, automobiles or insurance 
policies as it is to radio, television, or 
newspapers. If we are going to sell 
the $500 billion worth of goods and 
services we have here in America and 
take up the slack, we must talk not 
only to the 20 million who are con- 
sidered “likely prospects,” but to the 
180 million who are America. 

Unfortunately, too many of us have 
come to believe that our power and 
influence is so great that we can make 
or break the religious, political, social 
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and economic atmosphere of our com- 
munities. The truth of the matter is 
that a great number of us are so out 
of touch with our audiences that we 
exert no influence in any direction. 
We do not speak their language and 
they are not going to take the trouble 
to find out what we are saying. They 
want to hear our message, but they 
want us to speak to them in a lan- 
guage they can understand. 

You don’t have to spend a lot of 
money on research or survey projects 
to find out what is going on. Open 
your ears, open your eyes. Talk to 
people. Seek criticism and, above all, 
don’t be afraid to break with tradi- 
tion. Try something a new way. 

Our real economic problem stems 
from our failure to transmit power- 
fully enough to a great number of 
people the news of what is available 
at the retail counters of America. So- 
cially we have failed to communicate 
to the majority of the American peo- 
ple the ideas and truths that are there 
for them to read in the news and in 
the editorial pages of the nation’s 
press. 

Keep it simple, keep it direct. If 
they “hear” you and “understand” 
you, they won't ignore you. Your only 
guarantee of a continuation of your 
franchise with the mass public in 
this country is your effective com- 
munication with them. 


All this for me ? 


Yes .. . our Mass Spectrometer doesn't look very romantic, but 


WONDERFUL WORLD 
OF FRAGRANCE 


Mass Spectrometer . . . an 
unbelievably sensitive research 
instrument capable of 
identifying fragrance 
components even in trace 
quantities. This electronic unit, 
at the IFF Union Beach 
Laboratories, is in continuous 
use, contributing important 
data in Product Research 

and Quality Control. 


ur 


it’s one of the instruments that made your 


exciting new perfume possible. 


T he creation of an outstanding fragrance requires research in many areas 


to discover intriguing new aromatic materials which will stimulate the 
imagination of the perfumer. These new aromatics, some found hidden in 
nature, others conceived entirely in the laboratory, make it possible for IFF 
perfumers to produce truly unusual and effective ‘selling’ fragrances for 
your new products. 


VAN AMERINGEN-HAEBLER + POLAK & SCHWARZ 


NTERNATIONAL FLAVORS & FRAGRANCES INC 


5S2iWest 57th St. + New York I9, N.Y. 


Creators and Manufacturers of Flavors, Fragrances and Aromatic Chemicals 


AUSTRIA 


BEL 


A ENGLAND FRANCE GERMANY HOLLAND ITALY NORWAY SOUTH AFRICA SWEDEN SWITZERLANC 


you dont 

have to be in 
WHO'S WHO 
to Know 
WHAT'S WHAT 


If you're a candy manufacturer who wanted to know how many of 
your associates package their confections in heart-shaped boxes, 
Sales Management's 1961 SURVEY OF BUYING POWER couldn't 


possibly solve your problem. 


Even so, 278 leaders in the candy industry, plus nearly 34,000 other 
sales-minded executives, like yourself, in national and major regional 
marketing organizations, eagerly awaited the publication of the 
bible of marketing data. Your response to, and belief in, the 
SURVEY OF BUYING POWER has made it over a period of 32 
years the unquestioned source document on which are based de- 
cisions for buying space and time, locating sales soft spots, planning 
distribution, allocating the advertising dollar, mapping sales terri- 
tories, locating plant or warehouse sites and studying in depth the 
changing economic patterns of metropolitan areas. 


The 1961 SURVEY OF BUYING POWER, the end result of a year's 
specialized preparation, over three decades of planning and modi- 
fication, contains the raw material from which you can consistently, 
confidently, prepare sales potentials for the entire range of goods, 
products and services. 


Whether you're a candy maker, cargo mover, cigarette manufac- 
turer—whatever your line of commercial sales—you hold your per- 
sonal key to essential marketing data, with the SURVEY OF BUYING 
POWER. It undoubtedly will be the most important, most effective 
marketing data publication you will have at your disposal in 1961. 


Sales ilenagement ’s 
1961 SURVEY OF BUYING POWER 


A New 
Wrinkle 


on 
Private Labels 


Walco, which makes phonograph needles, was badly 


scratched by cutthroat competition. With no profit margin, 


dealers refused any maker's needles. Walco created a 


Custom Line for dealers to sell under their own name. 


The situation with phonograph 
needles was as scratchy as burlap on 
sunburn. 

Nationally advertised brands had 
been kicked around until profit was 
shot; the retailer’s confidence in what 
he was selling was full of holes, as 
well. Something had to be done. And 
Walco Electronics Co., Inc., waxed 
a new deal for the retailer, then 
played him the sweet music—using a 
needle bearing the retailer's own 
name. It’s a good reverse twist on 
private brands but a bird’s eye view 
of the private brands picture might 
help in evaluating Walco’s coup: 

Obviously, there are reasons why 
companies get involved in setting up 
private label brands. Supermarkets do 
it because of the relatively low mark- 
up on many national brands. A private 
label gives the supers a_ broader 
spread. 

Take A & P: Its Ann Page line has 
moved into virtually every depart- 
ment in the chain’s stores; by pro- 
moting Ann Page in national adver- 
tising, A & P has been able to build 
brand preferences, in many instances, 
over names once far better known to 
the consumer. In appliances, Sears, 
Roebuck, and Montgomery Ward 
carry private labels (and solidly push 


them) because of an easier control 
factor. 

But what makes these brands, in 
supermarkets or other chains, accept- 
able to the public is the heavy pro- 
motion which the retail operator uses 
to back up the private label. He 
treats it as a nationally advertised 
brand. Often it is. 

Now, take the sad plight of the 
independent retailer. He’s in a bind. 
It’s difficult for him to sell “off-brand” 
merchandise to the buying public 
which runs away from an unknown 
name. In the independent retail op- 
eration, private label merchandise is 
often designed to sell “at a price” 
(generally lower than advertised 
brands). Its prime function: to supply 
the retailer with a second source to 
beat the competition and hold the 
customer. ; 
> Walco had the problem—in reverse. 
The retailer's confidence in what he 
was selling was badly shaken by 
the unprecedented price competition 
among national brands. Manufacturers 
plaved football with prices. It had 
become impossible for dealers to carry 
any sort of a needle inventory with- 
out the fear of inventory losses on an 
almost day-to-day basis. Add to this 


the retailer’s inability to seli yester- 
day’s merchandise. It was easier for 
him to do business without needles 
than to make any sense out of the 
needle business. 

Some manufacturers had been try- 
ing to rise above the confusion by 
supplying private label brands, on a 
haphazard basis. Their products, gen- 
erally, were poorly packaged, de- 
signed to sell at a price in case of 
cutthroat competition. But prices were 
already so low that even private labels 
suffered. The consumer, as often as 
not, could buy a nationally advertised 
brand, well packaged and promoted, 
at less than the cheesy-looking private 
label merchandise the dealer carried. 

Competitors, to make matters 
worse, were stealing dealerships left 
and right, simply on the base of low 
price. 

Walco had been doing its home- 
work. It decided the only solution 
was to put some money back into 
needle selling and make a double- 
edged sword of the thing. And, rea- 
soned Walco, there had to be a 
startling switch in the selling philoso- 
phy. If, decided the company, na- 
tionally advertised needles were being 
kicked around until they were lost, it 
would be smart to give the dealer a 
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ON FILE 


about the 
MARKET 


in IOWA-ILLINOIS 


FACT No. 1 - With more than “4 million FACT Ne. 2 - The Quad-Cities is the 
population, the Quad-Cities is the 57th U.S. industrial market, and #2 
third largest metropolitan area in two in lowa-Illinois. Total employed labor 


of the most productive states force over 107,000 — and growing. 
lowa and Illinois with very high 


effective buying income of $7,000 per 

household. 
FACT No. 3 - Only Quad-City home-town newspapers 
produce COMPLETE coverage of this active market 
with circulation to 100% of the households in the area. 
Sales impact is deepest and broadest available in this 
rich region ... and that’s a fact, too. 


THE COMPLETE COVERAGE MEDIUM OF THE MARKET 


QUAD-CITY NEWSPAPERS 


DAVENPORT EVENING TIMES ROCK ISLAND ARGUS 
DAVENPORT MORNING DEMOCRAT MOLINE DISPATCH 
Represented by JANN & KELLEY, Inc. Represented by ALLEN-KLAPP Co. 


WHEN /T COMES TO BUILDING SALES... 


HAMMOND PREMIUMS 
MAKE A WORLD OF DIFFERENCE 


Hammond business-builders have 
sent the sales curve right off 
the graph for hundreds of 
America’s blue-chip compa- 
nies —and lots of smaller 
ones, too. Decorative maps, 
globes, nature and travel 
books, geographical en- 
cyclopedias, place mats, 

and atlases have helped 

to sell such greatly di- 
versified products as 

cups and crackers, TV 

and tuna, tires and tele- 
grams, and many, many 

more, 


And if none of our standard 
items exactly fits your needs, 
our ‘‘customized’” premium 
service will dream one up for you. 
For complete information on 
give-aways, traffic builders, 


self-liquidators, and pres- C.S. & Company 
tige items for incentive 


Dept. SP-4 
use—write today to J. T. McManus, f aot = 
Director, Sales Promotion Div. MAPLEWOOD NEW JERSEY 
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private label brand that was his ex- 

clusively—a needle he could sell up to 

make a fair profit, at the same time 

maintaining Walco’s distribution. 
Walco did the job in two steps: 

e It developed a superior product. 


e By developing an all-encompassing 
private label merchandise program, 
based on its custom line merchandise, 
with new packaging imprinted with 
the dealer’s name, it had something 
concrete to sell. 


Incidentally, Walco admits that the 
new packaging is superior to anything 
on the market, including its own name 
brand. 

To go with the new private label 
there is customized point-of-purchase 
material — posters, banners, decals, 
displays. There is also a customized 
cooperative newspaper advertising 
campaign. 

The whole kit is presented to the 
dealer in the form of a Walco “Custom 
Line Dealer” package. The kit has 
two uses: It sells the dealer on the 
Custom Line promotion, and it pro- 
vides him with samples of the mate- 
rials he will get as a Custom Line 
dealer. 


> It’s been a successful plan. Apart 
from the relief the retailer feels at 
getting a needle replacement program 
that works, the appeal to his ego is 
irresistible. The beautifully packaged 
Walco needle bears his name. His 
shop takes on some of the luster of a 
smart custom emporium. And the re- 
tailer’s customers, adds Walco, feel 
a confidence in the needle, simply 
because the dealer’s name on the 
package indicates he'll stand behind 
it. 

Some of the profit that had been 
ground out of the needle-selling busi- 
ness is being honed back into it. The 
manufacturer, the distributor and the 
dealer already have begun to hear the 
pleasant sound of cash registers ring- 
ing. 

What will come out of it? This, 
possibly: Some nationally advertised 
brands may go down the drain. An 
upturn in the needle business may 
be generated after the chaos settles. 
Then the manufacturer can begin to 
push his own nationally advertised 
brand. 

At that point the whole cycle could 
start all over—if the manufacturers 
don’t learn their lessons. @ HW 


COMING SOON 
‘The Work Addict’ 


Sales Management 


How Noxzema launched a new skin lotion 
...with a telegram and a sample 


How do youhandleanew product 
promotion to wholesalers? 


You get it across big . . . dramat- 
ically . . . everywhere at once. 

Noxzema needed ahot promotion 
idea which would do all that for 
its Noxzema® Skin Lotion. 
They came up with Western 
Union Telegram-Plus Service. 
In a single day, 3,961 whole- 
salers from coast to coast got 
the big picture . . . with a compel- 
ling wire, product sample, cata- 
logue selling sheets; and atelephone 


desk reminder. An entire mar- 
ket was readied by sundown! 

It was a busy day for Western 
Union—and a successful one for 
Noxzema Skin Lotion. 

How would you go about the im- 
aginative use of Telegram-Plus? 
Give us your prospect list, your 
message, and your material. And 
your promotion’s in business! 
Like to hear more? 

Just fill in the coupon and send 
it to us by collect wire. Or write 
to us on your letterhead. 


UES eS 


WESTERN UNION = 
TELEGRAM = 


Special Services Division, Dept. S-1 
Western Union Telegraph Co. 
60 Hudson Street, New York, N. Y. 


COLLECT 


Please send me more information, without obligation, 
about your Telegram-Plus Service. 


Name 


Company 


Title 


Address 


City State. 


on neh oneh.en.an. useiaen on 00.05 90 on 08 te os 98 00 8 3s wn on ae 
See Li 


: 


a eee er ee ee ee ce es ee se me 


Western Union Special Services... for action! 


TELEGRAM-PLUS e 


AD DISTRIBUTION SERVICE . 


SURVEY SERVICE 


OPERATOR 25 ° TELEGRAMS-FOR-PROMOTION 
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Look 
what’s new 
in liquor 
packaging 


NEW LOOK FOR AN OLD FAVORITE. Not the usual look for a pre-mix cocktail, surely . . . but one 
that combines both character and a modern feel. While we can’t claim this sleek design, we are 
proud of trarislating it so cleanly into a package that runs smoothly both on our production lines and 
on Heublein’s filling lines. Sound simple? It was. Experience can help in making most jobs simple. 


a (Aymstrong PACKAGING 


9 WATCH ARMSTRONG CIRCLE THEATRE EVERY OTHER WEDNESDAY EVENING ON cBS-TY 


? : 
ets 


intake 


™ A TRENDS IN PACKAGING AND PRODUCT DESIGN 


PACKAGING ... IF as . ONE oe 9 ap re came out of the ee a 
Packaging Conference in Chicago that is more important than all others 
A MANAGEMENT DECISION to aan men it is that wo is a management decision. That a 
new packaging development can change the marketing course of a host 
service available of products, that under-packaging, over-packaging, me-too packaging or 
un-coordinated packaging can spell failure for the product—these points 
were raised repeatedly. 

Many suggestions for the solutions to packaging decision foul-ups were 
offered. Whether the solution lies with a packaging committee, a 
specialized packaging executive, or some other combination of responsi- 
bility, is uncertain. But it is definite that marketing is certainly going to 
exercise increasing judgment over the ultimate packaging goal. Luckily 
for the marketing executive there is plenty of expert guidance available. 
Whether this is a marketing-oriented design consultant; the service 
department of a broad, multiple converter of packaging materials; or a 
packaging agency that can advise on every facet of packaging from 

material to machinery—service. is available. 


Plenty of consultant 


AEROSOLS 


BIG FUTURE is seen for “mother-daughter” combinations in aerosols, 
in which the smaller unit is refilled from the larger aerosol, by G. Barr 
& Co., Chicago private brand aerosol manufacturer. 

The manufacturer predicts that these aerosols will open large markets 
for products in the cosmetic and pharmaceutical fields besides the hair 
spray market for which they are now being used. 

There are three different systems for refilling smaller aerosols from 
the larger economy-size container, the company states. All are based on 
the principle of two different. propellent gases, one liquified and one 
inert. G. Barr employs a system whereby both aerosol units can be used 
independently, supplying the consumer with special actuators and valves. 


TECHNIQUES FOR DEVELOPING the aluminum foil pouch, or 
soft can, are progressing favorably at Alcoa Research Laboratories, Alcoa 
announced at the AMA National Packaging Exposition in Chicago. 

The soft can approach to foil packaging will be greatly accelerated 
with the perfection of new methods for package sealing, Alcoa states. 
Aluminum foil pouches can be used as ‘containers for processed food, 
as with rigid cans, with the food cooked in the pouches at the packaging 
plant. To be heated, the soft can is immersed in hot water without 
soiling a cooking utensil. As freeze-dehydrated foods reach the market 
in increasing volume, the soft can concept is expected to take hold. 

The Dobeckmun Co., a division of Dow Chemical, has developed 
the aluminum foil pouch shown here. 


SNOW CROP DIVISION of Seabrook Farms uses Du Pont’s Alathon 
polyethylene supplied by Continental Can Co. for film bags that hold 
“pourable” frozen foods. Foods are not frozen into a solid block; in- 
stead, each piece is individually frozen for easy pouring. The housewife 
FILM BAGS is no longer bound to a predetermined amount of freshly frozen food, 
‘Pour and Store’ for frozen foods either too little or too much. This bag permits the housewife to pour 
the desired amount for the meal, reclose the bag with a rubber band, 
and return it to the freezer. So, larger quantities can be bought. 


TRAY PACK PET MILK CO. is now shipping all tall-size cans of evaporated milk 
— in cases packed and printed for the “tray pack” method of stocking in 

supermarkets. Since evaporated milk sells in volume, the company 

feels confident that retailers will find the cases attractive and will realize 

substantial savings by using “tray pack” to stock Pet milk. These cases 

are coded to the trade recommendations for product identification, 

and also carry messages designed to promote sales. (turn page) 
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FOR THE FINEST oS 5 p TRENDS IN PACKAGING AND PRODUCT DESIGN 
AWARDS... 


leading companies choose 


(continued) 


NEW PACKAGES 


Customized Jewelry Black foil reappears 


JET CHEF, a black-on-one-side cooking foil, is being dis- 
tributed by B. F. Gladding & Co., Inc., with an eye to eliminat- 
ing one of the disadvantages of aluminum foil that is shiny 


on both sides. 


The black surface on the cooking foil is said to cut cooking 

time in half, since heat around and within the food is greatly 
, increased. 

Some of the other advantages Gladding claims are: Meat, 
fish and fowl can be browned inside the foil without opening, 
and the same is said of pies and biscuits. A large Idaho potato 
is cooked in 35 minutes. The foil is said to be reusable, cuts 

meat shrinkage, cooks vegetables without water, and for the 
— Y outdoorsman, reduces the need for pots and pans. 
Gladding is aiming especially for the outdoors market and 


has designed its package with this in mind. The containing 
package is flat and holds 14 sheets of foil in sizes of 24 in. by 
24 in., 12 in. by 18 in., and 12 in. by 12 in. The foil will be 
other companies with the whole world to marketed through sporting goods stores and barbecue depart- 
pick from, choose Williams & Anderson ments exclusively. . ; 

customized service awaid lapel buttons, The choice of marketing outlet may determine success for 
key tags, tie grips, brooches, etc. Want to Gladding, since black foil was around before in supermarkets, 
know why? sold with Taylor ham rolls, but did not have notable success. 


Send for FREE 12-page booklet ; 
WILLIAMS & ANDERSON CO. Wiaier cee? goneety am 


: antes Giatelon . A specially treated grocery sack called “Waterbuff,” re- 

14 Third Street, Providence 6, R. I. sistant oie wuiieaied A sm of moisture, has been developed 
SROLEe Sera ae See. See by the Packaging Division of Olin Mathieson Chemical Corp. 
The new sack is expected to sharply reduce the need for 
MM using two sacks at the supermarket check-out counter to give 
the customer extra protection. This has sometimes been neces- 
sary to guard against grocery bags’ tearing because of run-off 


Free Service for moisture from frozen foods and other moisture-carrying items. 


° NEW PACKAGING MATERIALS 
Subscribers Only Toward a whiter white 


CONSUMERS WANT THEIR PACKAGES a whiter white, 
A full service department is at apparently, just like their teeth and their wash, and packaging 
the disposal of our readers who material manufacturers are supplying just that. American 
have problems in finding sites Cyanamid has combined an optical brightener with an over- 
print to produce a brighter, whiter white. 

Do they like it? By margins of more than 8 to 1, a Calcofluor 
treated package outpolled a comparison package without 
: Calcofluor in shelf appeal, salability and the “projection of 
get exactly what you want, write a quality inference.” And to manufacturers, in answer to the 
or call: Meeting - Site Service, question, “If this were your product which box would you 
Sales Meetings, 1212 Chestnut choose?” the whiter package won again, 203 to 23. 

St., Philadelphia 7, Pa., WAlnut 
3-1788. Polyethylene coated on both sides 


Read the names: Ford, Coca-Cola, Scher- 
ing, ITT, Lockheed. These and scores of 


for their meetings or special 
events. If you are not quite sure 
where to meet, or if you cannot 


. Olin has perfected a technique for coating polyethylene 
When you write or call for aid on both sides. The resulting film retains all the positive char- 
from Meeting-Site Service, please acteristics of the basic film and eliminates its major disadvan- 
include as many facts about tages. 

your needs as possible in your The new film has a polymer coating which adds resistance to 
initial inquiry. These facts in- the passage of oils, greases, gases and flavors to polyethylene’s 
basic durability and water vapor resistance. Transparency and 
surface gloss of “PCP,” as it is called, is said to be superior 
to standard polyethylene. Chief applications are expected to 
be in wrapping nuts, hard and soft candy, and dried fruits, 
says Olin’s Packaging Division. 


clude: how large a group is in- 
volved, probable dates, areas or 
cities you would consider, spe- 
cial facilities you need or prefer. 
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“Explorative ads 
in N.E.D. got us into 
two new markets!” 


mat ‘Ate 


? 6: if 
Basti Bai? | 


cqnomaniens. revi +e ; 
ane 


Peg AW te 
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VE OBIE SS Me rng, 
Ray. wer vt anes 
ocr tna ty 4 “* 
Whee, 


gw Prompted by carefully screened N.E.D. sales leads, one N.E.D. 
advertiser switched more than 75°% of his business into more 
profitable new markets. 


A | PENTON | Publication, Penton Building, Cleveland 13, Ohio 


Your N.E.D. representative can cite dozens of similar cases to 

prove N.E.D.’s effectiveness in: (1) finding new and different 

markets for established products as well as new products, (2) 

uncovering hidden buying influences, and (3) reaching the known 

but hard-to-see people who make buying decisions. 

Your advertising in N.E.D. does these important jobs while 

maintaining broad industry-wide contact with present customers 

and prospects. That’s why more companies looking for new 

business place more product advertising in N.E.D. than in any 

other industrial publication. *Case histories on request. Industry’s leading Product News Publication 


Now over 87,000 copies (total distribution) in over 46,000 industrial plants 
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Since 1874 Elec 
electric power 


in keeping W 
ae to achieve a bala 
of the matter. 
here an editorial 
continuing effort 


the maximum of perspective. 


Electrical World 


a McGraw-Hill Businesspaper, 


partner in the 
gee involving 


A New Phase: Equipment Price Fairness 


A completely new phase of the antitrust situation now has taken the center 
of the stage. It concerns possible damage claims against some of the electrical 
equipment manufacturers involved in the Philadelphia suits. 

Clearly, this is a different subject. Since its impact is on whether prices of 
electrical equipment were fair, rather than on the mechanism by which prices 
were set, it gives the opportunity for the manufacturers to demonstrate their 
remarkable contributions to the utility industry. 

This newly spotlighted area of interest concentrates on prices paid by utilities 
for electrical equipment over a period of several years. Completely objective, 
quantitative determination of the fairness of these prices will require the wisdom 
of a Solomon, so complex is the situation. Resolution of differences existing 
between buyers and sellers demands a complete honesty of approach by all con- 
cerned, as devoid as possible from emotional clouding. 

Speculation in the press that manufacturers considered themselves ripe for sub- 
stantial damage settlements has been countered by statements from at least some 
suppliers that no liability is admitted. As reinforcement for this, the following 
approach is being pressed: 

1. Prices paid by utilities over the period in question represent fair values. 

2. Far from permitting excessive profits, these prices have assured continued 
innovation of the type which historically has supported rising equipment 
ratings and efficiencies. 

. The net result is the constantly declining unit price and increasing reliability 
of electricity to the ultimate consumer, despite inflation. 

We subscribe wholeheartedly to this logic as a general concept (EW, Sept. 12, 
1960, p 90). It is clear that the utilities, down the years, willingly have purchased 
innovation and progress as a component of value in their equipment. 

It is equally clear that the cost of the supporting research and development 
is not low, and that in general the utilities have not objected to paying for it, 
because it produced results. The combined utility/manufacturer industry has 
done a remarkable job in holding down the ultimate cost of the utility kwhr 
while measurably improving service reliability. That much is fact. 

It is not likely, of course, that contentions of this general “proof-of-the-pudding” 
type will be sufficient to prove or disprove completely the fairness of equipment 
prices. It is not clear at this point precisely what approaches will be followed. 
This much we believe: Any damages must be based on provable points. 

But we are confident that discussions, negotiations, and, if necessary, court 
actions, in seeking provable points, will disclose abundant support for the thesis 
that a continued high level of research and development is necessary, and that 
the cost of R&D allocated to equipment prices over the period in question was 
not excessive, considering the results of such a long-term approach. 

Because of the complexity of the situation, any evidence presented, pro or con, 
must be weighed by minds completely free of bias or emotional loading. The 
only matter in question here is: Were the prices fair? 

It is necessary, finally, to reflect that improper judgment in this matter can well 
work to the long-term detriment of the ultimate user of electricity. 


330 West 42nd Street, New York 36, N. Y. 
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Leisure Market 


(continued from page 66) 


himself from burns. If he cooks at 
night, he needs anti-bug lighting. And 
paper plates, plastic or steel eating 
utensils, and a duplication of most of 
the normal kitchen appointments in 
more durable materials are all things 
he needs or wants. 


Outdoor Furniture 


Given the barbecue and the swim- 
ming pool, casual outdoor furniture 
becomes almost a necessity, and 
growth in this industry is no less 
startling than it is in the others. Patio 
shops, the industry’s basic retail out- 
lets, were so few in number at the 
end of World War II that they did 
not even rate a separate category in 
most surveys; today there are about 
45,000 of them. 

In 1947 the wholesale value of all 
the outdoor furniture sold was $36 
million; ten years later it reached 
$146 million. Today there are about 
500 companies producing leisure fur- 
niture. 

Impetus came when the application 
of webbing to aluminum was discov- 
ered. This kind of furniture rapidly 


outpaced the older redwood and rat- 


Indoor Party Time 

Of all the new markets feeding 
America’s zest for high living, the 
gourmet market is the most confusing. 
The National Assn. for the Specialty 
Food Trade estimates that total retail 
volume for 1960 was somewhere be- 
tween $140 and $160 million, and 
unofficial educated guesses run as 
high as $250 million. 

One reason for the difficulty in ob- 
taining accurate statistics is the rela- 
tive youth of the industry. While gour- 
met shops have been around for a 
long time, the real boom is no more 


than about five or ten years old. 
Another problem is the difficulty in 
properly defining the category _of 
gourmet foods. Such things as caviar, 
paté de foie gras, imported tinned 
meats in wine, etc., are obviously in 
the gourmet class. But tea, preserves 
and biscuits — even when high priced 
— fall into the questionable area. 
Perhaps a more reliable measure of 
the growth of fancy foods is the 
change in the number and variety of 
outlets handling them. But even here, 
accurate figures are hard to come by. 
From relatively few shops specializing 


NEW YORK STATE'S 
Lowest Cost Major Market 


Why the 119,114 consum- 
ers who live within the 5 
mile radius of Troy’s A.B.C. 
City Zone comprise the most economically reached of 
New York State’s larger markets is clearly demonstrated 
in the new folder on the Troy Market. 


tan types, and now even newer mate- e 
rials are beginning to encroach on 

aluminum and webbing. A few years 
ago it had the lion’s share of the 
market. In 1960 it accounted for only 
half of the volume. Some of the latest 
furniture is made of brand new ma- 
terials like recently introduced plastic 
cording. But the strongest trend seems 
to be for a combination of the new 
and the old, and redwood on alu- 
minum or wrought iron is becoming 

pular. 

With all this activity occurring in 
the backyard, and with much of it 
motivated by a desire to impress the 
neighbors and friends, style-conscious 
Americans have also shown a need 
for clothes designed to fit the casual- 
living theme. 

Polo shirts, shorts, sandals and cas- 
ual footwear for men, and all kinds 
of variations on the female sunsuit are ow 
popular. Women have shown a taste 
for casual clothes that convert easily REC 
into something they can wear while 
shopping. Imported fashions ranging MORNING scored 
from fancy Italian lines to carefree ¢- 3 Deere = 
Hawaiian styles abound, and Ameri- - 
can stylists have been quick to pick 
them up. 


Unusually profitable promotion of sales is possible in 
the Troy Market because a single medium—The Record 
Newspapers, sole Troy dailies—place your story in 
practically every home—97%/, to be exact—at one low 
cost of 22c a line. 


Avail yourself of the latest data about New York State's 
lowest cost major market—write your name and address 
in the margin and send this ad today. You'll get a 
copy of the 1961 facts about the Troy Market by return 
mail. 


47,802 ABC Circ. ROP Color 
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in gourmet foods five or ten years ago, 
the number has grown to almost 9,000 
and includes fancy foods sections in 
supermarkets, department stores and 
grocery stores. 


Manufacturers attribute this rise in 
popularity largely to the status-con- 
scious wife. Keeping abreast socially 
now requires that party fare consist of 
costly and exotic foods; the stranger 
the food, the more erudite the hostess. 

Travel has also been a big factor in 
educating American palates for for- 
eign cuisine, recipes and novel ways 
of serving. Good tourist accommoda- 
tions, inexpensive and time-payment 
travel have enabled many of the less 
wealthy to go abroad, sample exotic 
foods and bring their newly devel- 
oped tastes home with them. 


Craft Center 


THIS IS WORCESTER... 
An All-America City...the 2nd largest 


market th Maeceachueette 


__Worcester’s Craft Center is the only educational 
institution of its kind in the U.S. In classrooms de- 
signed specifically for the purpose, full-time instructors, 
all of whom are listed in “Who’s Who in American 
Art,” teach woodworking, pottery, design, furniture 
refinishing, ceramics, enameling, silver-smithing, metal- 
working, and weaving to hundreds of students—young 


and old. 


This kind of creative leadership is continuously 
reflected in Metropolitan Worcester County’s position 
as the 2nd largest market in Massachusetts, an im- 
portant BILLION DOLLAR County.+ 


\ward by the Nat'l. Municipal League and Look Magazine 
source: Sales Management, 1960 


Worcester stands for big business, yours included. 


Circulation: Daily 155,015 — Sunday 103,332 
WORCESTER TELEGRAM MMOS TOUR G 


| SUNDAY TELEGRAM | 


Owners of Radio Stations 


knows Worcester 


WTAG and WIAG-FM 


WORCESTER, MASSACHUSETTS 
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But the fancy foods market can be 
a tough nut to crack. Witness General 
Foods’ heroic but ill-fated attempt. 
Last year, 2% years after the com- 
pany reputedly got off to a fast start, 
it pulled its gourmet line out of retail 
stores, and after last Christmas stopped 
its mail order gourmet business. The 
complaint: there was not enough vol- 
ume. 

There’s a great deal of industry 
speculation as to why General Foods 
failed. Some manufacturers feel that 
the line was too broad—there were 50 
to 70 different items in it. They say 
that the big company’s mistake was 
in trying to market fancy foods the 
same way it does staples, for gourmet 
foods do not yet represent a mass 
market. 

Brand loyalty is reputed to be much 
stronger among consumers of spe- 
cialty foods than it is among the 
staple-buying public. It’s not so easy 
to win the older customers away from 
their favorite dishes, and time and 
patience are required to build up a 
quality image. It is also quite pos- 
sible that General Foods doesn’t have 
the snob appeal that the older and 
imported gourmet brands have. 

Whether or not fancy foods have 
a mass-market appeal yet is a moot 
question. If they haven't now, they're 
definitely developing one. A good in- 
dication is the growing favor these 
foods are finding with supermarket 
and chain operations. As the public 
becomes better educated about gour- 
met items, more supers begin to carry 
them, and the pattern of distribution 
is changing rapidly. 

Supermarkets find that it is fre- 
— necessary to set up a special 

epartment in the store devoted ex- 

clusively to fancy foods. A box of 
high-price cookies will languish on 
the shelf of a cookie section, but sales 
pick up when it moves into a gourmet 
section. 


> Gourmet foods have always been 
big import items, but this picture is 
also changing rapidly. Ten to twelve 
years ago, probably 90% of the gour- 
met volume came from abroad. The 
actual ratio of domestic to imported 
items is not known, but National Assn. 
for the Specialty Food Trade esti- 
mates that roughly 45% to 50% of the 
fancy foods sold last year were do- 
mestic. 

The strongest inroads Americans 
have made are in soups, cheeses, pre- 
serves, jellies, jams, sauces, cocktail 
spreads, canapé items, appetizers, 
tinned meats, game, fowl, assorted 
glacéed fruits, mushrooms, fancy pre- 
pared nuts. Especially big are the 
domestic variations on foreign cheeses 
and seafoods such as tinned lobster 
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meat, shrimp, mussels, turtle, fancy 
chowders, etc. 

Packaging is a big adjunct to the 
fancy foods market. Spice cabinets, 
hand-painted re-use containers and 
chests make attractive packaging, and 
account for a lot of the shelf sales 
appeal. Consumers have been known 
to buy an item simply for the decora- 
tive package, frequently having no 
idea what kind of food it contains. 

Relatively unaffected by the reces- 
sion, the market has dealers claiming 
that it’s recession proof. Interestingly 
enough, some decline was seen in the 
business-gift end of fancy foods last 
vear, but the home consumption mar- 
ket continued to blossom. 


Cocktails in a Bottle 

If fancy foods are not vet ready for 
the mass market, pre-mixed cocktails 
are. With a huge middle-income group 
beginning to imitate the idle rich in 
home entertainment, the product finds 
ready acceptance for its convenience- 
plus-sophistication features. 

Heublein, Inc., one of the leaders 
in the relatively small field, is boast- 
ing a 50% increase in sales for last 
year. Approximately 150,000 cases 
were sold in 1959; about 300,000 were 
sold during 1960. The company’s 
president, J. G. Martin, expects to be 
selling “a million cases a year” in five 
years. 

All this bullish talk is the more 
startling considering developments in 
the distilled spirits industry in gen- 
eral. While 1960 consumption of dis- 
tilled spirits equaled or slightly ex- 
ceeded the record-consumption of 231 
million gallons in 1946, the per capita 
rate was approximately only 1.29 gal- 
lons or .36 gallons below the 1946 
figure. 

Pre-mixed cocktail bottlers are mak- 
ing hay of this apparent national taste 
for moderation. Heublein feels that 
it has increased sales by cutting the 
alcoholic content of its mixes. Its 
“good 25c martini” went from 75 
proof to 67%. 

Some companies, notably Austin, 
Nichols & Co., find a ready market for 
refrigerator mixes, pre-mixed bever- 
ages that are kept in the refrigerator 
until ready to serve. But whatever 
the twist on the basic idea, conven- 
ience is still the major selling tool. 

Without mixes, the cocktail would 
face the same problem as that of 
fancy foods: education. Mr. and Mrs. 
Average Citizen would like to serve 
cocktails for the sophistication the 
drinks lend to any party, but they 
are ignorant of just how to prepare 
them. Not only was this a prohibitive 
factor in the promotion of cocktails 
in the home, but the cost of assem- 
bling the ingredients often staggered 


the prospective buyer. Now inexpen- 
sive, convenient and reasonably good- 
tasting pre-mixes provide the answer. 


The Sound Wave 


Once strictly an item for the real- 
istic-sound-reproduction faddists, the 
Hi-Fi unit is now something that few 
homes care to do without — as much 
for prestige reasons as for the pleas- 
ure that may be derived from it. 

New technological and marketing 
developments keep the industry in a 
constant state of flux—so much so that 
sales figures are difficult to pin down. 


But growth is illustrated by compar- 
ing the 1950 unofficial figure of $12 
million for parts sales with the state- 
ment of Robert Laub, v-p for sales 
of Lafayette Radio Electronics Corp., 
that “sales estimates range from $30 
to $75 million a year today.” 
However, these figures represent 
only the “pure Hi-Fi” elements — the 
amplifiers, pre-amps, etc. The total 
phonograph sales, including packaged 
stereo and monaural sets from porta- 
ble units to full console floor models, 
hit the $648 million mark last year. 
(continued on page 96) — 


Meeting rooms accommodate up to 1500 


Be 


22 excellent golf courses 


Hways enyoyable. We yewr avout 


Phoenix 


Convention City 
of the Southwest 


There’s Everything Under the Sun to do 
and see .. . plus the finest of accommoda- 
tions . . . plus an experienced Convention 
Bureau that really helps your meeting to 
be successful. Finest of facilities in down- 
town, mid-town or resort locations for 
large or small groups. European or Amer- 
ican plan. We're at your service to help 
you plan your sales meetings, conferences 
or conventions. 


Convention Bureau 
Phoenix Chamber of Commerce 


805 North 2nd Street @ Phoenix, Arizona 
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AT YOUR SERVICE 


A classified list of professional firms 
which serve sales and marketing executives 


Sales & Exec. Training 


INCREASE HIS* SALES 


SALES TRAINING SERVICES: 
Complete programs for mid- 
die management + company 
salesmen + distributor sales- 
men «+ retail salespeople 


SALES MANAGEMENT SERV- 
ICES: salesman selection 
* compensation «+ forecast- 
ing * potentiais + territory 
layout + distribution cost 
analysis 


SALES AND SALES TRAINING 
AIDS: meetings + manuals « 
bulletins « films + visual sales 
presentations + brochures 


PORTER HENRY & CO., INC. 


342 Madison Ave. * New York 17, N.Y. *« MU 7-6450 


¥ 


A method for selecting sales- 
men who will act intelligently 
and effectively in selling your 
product or service and for 
evaluating present salesmen 
to make em more effective 
has been developed, tested, 
and proved. Write 


THE EXECUTIVES INSTITUTE 
148 East 48th St., New York 17, N. Y. 


HOW YOU CAN 
SELECT 
EFFECTIVE 
SALESMEN 


Sales Forecasting 


DETERMINE 
YOUR SALES POTENTIALS 


Scientifically proven forecasting meth- 
ods will indicate your actual sales from 
| year to 18 months ahead by prod- 
ucts and sales territories. Currently 
used by many of the country's lead- 
ing corporations. Allow us to send 
you, without obligation, our brochure 
on Sales Forecasting. 


J. CARVEL LANGE, Inc. 


Subsidiary of 
Industrial Commodity Corporation—28th Year 


OXford 7-1262 
122 East 42nd St., New York 17, N. Y. 


Other Services 


EVER READY LABEL 
CORPORATION 


357 Cortlandt St. - Belleville 9,N.J. 


Ever Ready for EVERY type of 
Label — Red-E-Stik® pressure- 
sensitive, caution, shipping, 
spot carbon, pin-feed “Auto- 
matabels”, foil, Metal-Cal, 
and hundreds of other kinds! 


Leaders in the Label Business 
for almost 50 years. 


In New York City, Call Plaza 1-3040 
Out of New York, Call PLymouth 9-5500 
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This represents the relatively low- 
price mass market, where much of 
the volume falls into the $60 to $300 
per unit price range, and the area 
where the most dramatic growth will 
probably continue. Units in this mar- 
ket now have their complex arrange- 
ments of wires and circuitry encased 
in highly decorative furniture. 

The industry’s latest technological 
development, stereophonic sound, bids 
fair to become the sales leader of the 
future. Last year stereo portable 
phonographs pushed their 13.5% 
share of the market up to 17.5%, 
while sales of monaural units dropped 
sharply from 40.3% to a 27% share 
of the market. 

Record sales are soaring too. Last 
year they hit somewhere near the 
$500-million mark — an increase of 
about $15 million over the previous 
year's sales. And the new “compact” 
33-1/3-speed record will provide a 
big boost. 

As volume increases, so does vari- 
ety. There are no less than 341 dif- 
ferent speech, poetry and prose selec- 


tions on record. Instruction records 
cover 57 languages as well as social 
dancing and other recreational pas- 
times. There are 112 children’s al- 
bums on the market, and religious 
records, which five years ago were not 
numerous enough to warrant a sepa- 
rate category, jumped to 410. There 
are even records by which one can 
be hypnotized. 

The fringe market for high fidelity 
includes Hi-Fi and/or record cabi- 
nets of all sizes, styles and materials. 
One manufacturer puts out a record 
cabinet with a revolving record rack. 

As recordings and _ reproducing 
equipment have improved, the care of 
records has become more important. 
Consumers develop all kinds of idio- 
syncrasies for handling and storing 
records to insure their protection. 
Chemical cleaning cloths to wipe 
them, anti-static sprays to remove 
surface noises, felt padded tongs to 
handle records and felt padded racks 
to hold them are just some of the 
ways Hi-Fi users protect their pre- 
cious sounds. 


LARGEST MARKET 
BETWEEN SPOKANE 
and MINNEAPOLIS 


.». includes this 
NEW Standard Metro Area 


Check your sales in Fargo-Moorhead, 
Vv still 1st in the US. in retail sales per 
household (and with 99% coverage 
by The Fargo Forum). 
Check your coverage in these 21 North 
Dakota and western Minnesota coun- 
ties—one of the Northwest's richest 
markets(307,024 people, $394,528,000 
in retail sales, and over 3 out of 5 
families read The Fargo Forum). 
Vv Double-check these 21 counties in 2 
y states—only one market, solidly sold 
by only one newspaper— 
The Fargo Forum. 


THE FARGO FORUM 
Moorhead News 
Largest circulation in North 
Dakota and western Minnesota 
Represented by Kelly-Smith Company 
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- ++ nowhere in the 


Will You Find Better 

Facilities and Accommodations 
for Conventions, Sales 
Conferences or Group Meet- 
ings of any Size or Type. 


For 
Complete 
Information, 
MAIL 
COUPON 
TODAY 


ROOM 52. CONVENTION HALL, 
ATLANTIC CITY, N. J. 


Name 


Address 


t City 


Tape recorders and tapes are also 
sharing in the boom. 


Music’s Dubious Charms 

Despite its obvious family appeal, 
the playing of musical instruments in 
the home has not shared as much in 
the family fun boom as have some 
other pastimes. Sales have increased, 
but the growth figures make poor 
comparison with those in other home 
recreational markets. While more 
people in America play instruments 
than ever before—the American Music 
Conference counts 28.5 million—most 
of the increase in musicianship has 
occurred in high schools and com- 
munity groups. 

The basic reason is probably the 
difficulty in mastering an instrument. 
If the public could be convinced that 
learning how to play can be easy, no 
doubt there would be a correspond- 
ing upsurge in playing an instrument 
at home. But there are few instru- 
ments that can be learned without a 
great deal of effort, and the home 
musician looks for something he can 
be casual about. 

A case in point is the ukelele. A 
few years ago when Arthur Godfrey 
started playing the instrument on TV, 
it suddenly became a popular item. 


Millions of TV viewers got the idea 
that if “an average home-type guy” 
like Godfrey could learn to play, they 
could too. Conventional ukelele man- 
ufacturers couldn’t keep up with the 
demand. Soon plastic manufacturers 
began to produce inexpensive, simple 
instruments that sold through drug 
chains and discount outlets, and the 
nation experienced a ukelele fad. 

The “chord” organ is another nota- 
ble exception to the general musical- 
instrument-in-the-home picture. Here 
again its enormous popularity is due 
to the ease with which most people 
can learn to play it. 

Hammond Organ Co., one of the 
leaders in the field, advertises that it 
can teach anyone to play the instru- 
ment in half an hour. The company 
is tight lipped about sales figures, but 
the fact that it is spending $1 million 
a year on advertising is indication 
enough that it is doing well. 


The Game Room 


Games and toys appear to be cash- 
ing in on family togetherness in a big 
way. Game maker Milton Bradley Co. 
claims that profits have more than 
doubled in the past three years, and 
Parker Bros., Inc., maker of “Monop- 
oly,” says that its sales for adult 


games have doubled in the past five 
years. 

The demand for a variety of games 
is also increasing. Many of the cur- 
rent types reflect adult interest in 
current events. Parker’s “Politics,” 
brought out in 1960, capitalizes on 
the election year by allowing each 
player to be a Presidential candidate, 
and in this year of the Civil War Cen- 
tennial, the company has introduced 
its “1863” board game. Milton Brad- 
ley brought out “Civil War” and 
“Summit” this year. 

The total toy business in the U. S. 
last year was $1.7 billion, but the 
field is vast. Unofficial estimates for 
the year 1954 tag the game segment 
at about 9% of that year’s $1.25-bil- 
lion market. The sales and profits 
figures that game-making companies 
have been kicking around seem to in- 
dicate that the percentage has risen 
to a little less than double ’54’s share 
in the toy market. A conservative 
estimate might be 15%. 

No doubt much of the growth is 
due to the large number of “young” 
families in the country. But just as 
much is due to more disposable dol- 
lars in the hands of the middle-income 
group. Sociologically speaking, this 
portion of the population has always 


THE BUSINESS GIFT WITH THE LONGER LIFE 
Serves as a LASTING reminder of YOU 


“What My Family Should Know” 


GET ACQUAINTED WITH NASCON QUALITY 


Attach $1.00 to your letterhead, and send today for 
your personal copy of “What My Family Should Know.” 


j, oe “What My Family Should Know” is 


designed to be kept and used for years. Separate pages for 


recording Life Insurance Policies, Bank Accounts, Security 


holdings and other personal and private information make it 


invaluable when an emergency occurs, with all needed facts 


systematically listed in one place. 


Gold-Imprinted with your company’s name or trademark at 
no extra cost, with handsome simulated leather covers and 
simple, concise “At-A-Glance”® page format, this fine pres- 
tige gift will continue to work for your company many 


years after you have presented it. Complete details in the 
new Nascon Gift Catalog. Send for yours now. 
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EATON’'S &r3 NASCON 


Products 


“At-A-Glance“" Advertising Gifts 


DEPT. S, 475 FIFTH AVENUE, NEW YORK 17, NEW YORK 
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Washington’s most convenient 
meeting place... 

with every modern facility for a confer. 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 

the Willard, Washington, D.C. 

"The Residence of Presidents” 


14th Street & Pennsylvania Avenue, N.W. 
Telephone: NAtional 84420 « Teletype WA732 


BETHLEHEM = == = 
WwW A N TED: FOR ALL USERS OF DECALS 


RUBBERCAL® 
Easiest applied 


— decal) is permanent, waterproof, tough 
my weather Best indoor, ovt 
ite for samples. Made only by 


MULTI- COLOR PROCESS. co. Box 1033, Tulsa, Okla. 


Plan LUAUS 


‘for CONVENTIONS - CLUB - HOME 


LEIS. ORCHIDS, HULA SKIRTS, etc 
& ORCHAWAII a 
4 


iq. 305 7th Ave., N.Y. 1, N.Y., OR 5-6500 
Br: 30 W. Wash. St., Chi. 2, 111. AN 3-6622 


Manufacturers with 


showroom and warehouse selling ma- 


representatives 


chinery to industrial accounts in met- 
ropolitan New York seek additional 
lines preferably with repeat potential. 


Write: Box 500, Sales Management. 
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had a strong family-centered attitude; 
now they have more money with 
which to indulge it. 

Manufacturers have high hopes for 
this type of product. Bernard L. Gott- 
lieb, v-p of Toy Guidance Council, 
Inc., says it is “pretty certain to keep 
moving upward.” The recreation room 
is now almost standard equipment in 
most newly constructed homes. In 
the future there will be more market- 
ers capitalizing on the need to fill 
that room with Ping-pong tables, pool 
tables, dart games and a wide variety 
of table-top games. 


The Newest Market 

The latest bid for the home en- 
tertainment dollar comes from renting 
organizations. With only two sizable 
companies in the virtually unexploited 
market—Hertz Rent-All Corp. and 
United Rent-All, Inc.—the growth pos- 
sibilities look promising indeed. 

It is difficult to ascertain just what 
the dollar volume of the home seg- 
ment is. The present over-all industry 
volume is estimated at $100 million, 
but that includes hospital and sick 
room supplies, baby needs and others 
as well as party supplies. 

However, the experience of Hertz 
in Chicago, and the unofficial esti- 


mate of $2-million volume for the New 
York City commercial market (i.e. 
caterers, hotels, etc.) give some clue 
as to the potential. 

Hertz v-p, Harlan Liss, reports that 
“90% of the party supply volume was 
commercial when we set up shop in 
November, 60. Since then the home 
market has grown until it represents 
60% of the party supply volume.” 

These figures tend to indicate a $3- 
million home party market in Metro- 
politan New York alone, just waiting 
to be tapped. The sale of goods to 
renting companies looking at this 
kind of potential would be nothing 
short of a mass market—with no distri- 
bution problems. 


> The range of products can some- 
times stretch the imagination. As one 
story from Hertz indicates, house- 
wives will go to remarkable lengths to 
give original parties. A woman called 
the Chicago office recently for an in- 
travenous stand, the kind used in hos- 
pitals to hold blood plasma bottles. 
She said she needed it in a hurry. 
Determined to impress the new 
customer with their efficient service, 
and not a little concerned over what 
seemed to be an emergency, the 
Hertz people hopped to and made 
prompt delivery. They found that the 
woman wasn’t losing blood, but that 
she wanted to serve Bloody Marys 
from the stand at a party ‘she was 
throwing that evening. Hertz has since 
filled several such requests. Cjs 


BUSINESS IN 
PHILADELPHIA? 


FRANKLIN MOTOR INN 


The Parkway at 22nd Street 


¢ 300 Air Conditioned Rooms 
¢ TV and Hi-Fi Radio in Each Room 
¢ 24 Hour Direct Dial Phones 


« Dining Room 
Free Parking on Premises 


¢ Cocktail Lounge 


e Meeting Rooms for groups up to 150 


For rates and reservations 


Phone LOcust 8-8300 


Teletype PH 513 


Charles L. Cairo, Manager 
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The publisher does not assume any liability for 
errors or omissions. 
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EXECUTIVE VICE-PRESIDENT 
Randy Brown 


PROMOTION MANAGER 
Richard Ehrlich 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Executive Vice-Pres. 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm 
McClenaghan, Robert B. Hicks, 
Dan Callanan, Philip L. Patter- 
son, Dan O’Fee, 630 Third Ave., 
New York 17, N. Y., YUkon 
6-4800. 


Chicago—C. E. Lovejoy, Jr., As- 
sociate Publisher and Western 
General Manager; W. J. Car- 
michael, Western Advertising 
Director; Thomas S. Turner, 
Western Sales Manager; Robert 
T. Coughlin, 333 N. Michigon 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Margaret 
Schulte. 


Pacific Coast—John W. Pearce, 
Pacific Coast Manager, 3055 
Wilshire Blvd., Suite 204, Los 
Angeles 5, Calif., DUnkirk 
5-0235; Warwick S. Carpenter, 
Director of Marketing, Western 
Area, 731 E. Figueroa St., Santa 
Barbara, Calif.. WOodland 
2-3612. 


Washington, D. C.—Ormond O. 
Black, Southern Manager, Mez- 
zanine, The Willard Hotel, 14th 
St. & Pennsylvania Ave., N.W., 
Washington 4, D. C., District 
7-6010 


Hertz System, Inc. 
Agency: Needham, Louis & Brorby, Inc, 


Hospitals, Journal of American Hospitai 
Association 


Agency: Bernard J. Hahn & Associates 


Industrial Equipment News 
Agency: T. N. Palmer & Company, Inc. 
International Flavor & Fragrances, Inc. .. 
Agency: Oliver-Beckman, Inc. 


Lufthansa German Airlines 
Agency: D'Arcy Advertising Agency 
McCali's 
Agency: Grey Advertising Agency 
McGraw-Hill Publishing Company 
Agency: Fuller & Smith & Ross 


Sales Management 


Marstellar, Rickard, Gebhardt & Reed, Inc. 23 


Meriden Record Journal 

Agency: Gordon Schonfarber & 

Associates, Inc. 

Mill & Factory 

Agency: Schuyler Hopper Company 
Milwaukee Journal 

Agency: Klau-Van Pietersom-Dunlap, Inc. 
Multi-Color Process Company 

Agency: Louis A. Brandenburg Co. 
Nascon Specialty Division- 

Eaton Paper Corp. 

Agency: Jules L. Kiein Advertising 
New Equipment Digest 

Agency: Beaumont, Heller & Sperling, Inc. 
New Yorker 

Agency: Chirurg & Cairns, Inc. 
Orchids of Hawaii, Inc. 

Agency: Kenneth A. Glaser, Inc. 
Outdoor Advertising, Inc. 

Agency: McCann Erickson 
Owens-Illinois Glass Co. 
_ Agency: J. Walter Thompson Company 
Packaging Corp. of America 

Agency: Carr Liggett Advertising, Inc. 
Peterson, Howell & Heather, Inc. 

Agency: Emery Advertising Corp. 
Phoenix Chamber of C 

Agency: Jenni & Th 
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Phoenix Gazette /Arizona Republic 

Agency: Jennings & Thompson Inc. 
Plasti-Line, Inc. 

Agency: Hogan-Rose & Company, Inc. 
Portraits by Schneider 

Agency: Russell Kolburne, Inc. 
Premium Service Company 

Agency: S. E. Zubrow, Inc. 
Quad City Newspapers 

Agency: The L. W. Ramsey 

Advertising Agency 

RCA Victor Records 

Agency: Grey Advertising Agency 
Reader's Digest 

Agency: J. Walter Thompson Company 
St. Paul Dispatch Pioneer Press 

Agency: E. T. Holmgren Inc. 
Sales Management 


Sales Meetings 


San Francisco Examiner 
Agency: Long Advertising, Inc. 
Society of Plastics Industry 
Agency: G. M. Basford Company 
Sports Afield 
Agency: J. M. Hickerson, Inc. 
Sweet's Catalog Service 
Agency: Muller Jordan & Herrick 
Success Motivation Institute 
Agency: Greene-Bush Advertising 


Agency: Young & Rubicam, Inc. 
Troy Record Newspapers 
U. S. News & World Report 3rd Cover 
Agency: MacManus, John & Adams, Inc. 
United Airlines, Inc. 
Agency: N. W. Ayer & Son, Inc. 
WEBTV (Charlotte, N. C.) 
Agency: Kincaid Advertising 
Western Union Telegraph Company 
Agency: Benton & Bowles, Inc. 
Willard Hotel 
Williams & Anderson, Inc. 
Agency: Horton, Church & Goff 
Worcester Telegrom & Gazette 
Agency: C. Jerry Spaulding 
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THE SCRATCH PAD 
RE RR SS MT 


Shirt-sleeve days are here again and 
“snow” is just something on a tele- 
vision screen in a weak-signal area. 
Birds sing and kids romp and the 
world is somehow more pleasant. 

© 

After watching these graceful fliers 
over a southern lake, I am moved to 
revise the old simile about two peas 
in a pod to: “As alike as two seagulls.” 

+ 

Look-alikes: Senator Barry Gold- 
water and Candid Camera’s Alan 
Funt 

> 

Headline for an ad on Technicolor- 
beautiful Palm Beach: “Just Among 
Fri mds " 

* 

Please don’t report that Harry 
Thompson says Tums are going to the 
dogs. He buys these excellent antacid 
tablets in the giant, economy size. 
What he said was, there may be an 
extra market for these tasty tabs, be- 
cause he has seen at least one dog ac- 
cept one as a tidbit reward, and heard 
of others. 

. 

Should The New York Times have 
a West Coast edition? Mr. Sulz- 
berger is eying the possibilities. The 
Times would merely supplement the 
local paper if the project proves feas- 
ible and not compete with local news 
and features carried by others. 

re 

An Irish proverb comes to the 
rescue of those of us who feel Lady 
Luck has run off with a younger and 
handsomer guy: “When one door 
shuts, another opens.” 

e 

In time for Easter, Whitman’s came 
out with a miniature Sampler—a scale- 
model package containing four choco- 
lates and one Jordan almond. A sam- 
pler of the Sampler! 

° 
missed this David 
Brinkley-type gem, I'll repeat it for 
you: “The 17 million Americans who 
go to bed hungry every night are on 
a Metrecal diet.” 

* 

Dan Bloomfield, exec. v-p of Bos- 
ton’s Retail Trade Board, sends some 


In case you 


original synonyms for retail terms: 
Bargain basement: A place for legal 
mayhem. Markup: A gamble in fu- 
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tures. Markdowns: Fugitives from 
profit. Advertising: Adventures in 
space. Taxes: Collectors’ items. In- 
ventory: Buried treasure. Executive: 
Office fixture with directional signals. 


° 

Cleveland Electric Illuminating’s E. 
E. Gayman saw our revised proverb, 
“Two apples a day keep the doctor 
away,” and sent this succinct com- 
ment: “That’s inflation for you!” 

; : 

Aside to anonymous correspondent 
W. H. A. of Millburn, New Jersey: 
Please send me your name and 


address. I have news for you! 
. 

As this is written, the stock market, 
usually a barometer of business, has 
failed to take the recession very seri- 
ously. Sure, there are some soft spots 
in the economy. Weren't there al- 
ways? So, as The New Yorker says, 
“What paper d’ya read?” 

. 

In a Washington, D. C., bedroom, 
this line took form in my alleged mind: 
“The floriated wallpaper of the ante- 
bellum South,” and then I didn’t know 
what to do with it. 

. 

A Florida bank was trying with this 
poster copy: “It goes . . . without sav- 
ing. 

. 

Deafness is an affliction with which 
I am simpatico. Unfortunately, it is 
also an affliction for the rest of us 
when people are too proud or too 
stubborn to wear a hearing-aid. 


Patience Is a Virtue 


stayed with me. 


one along in a few minutes. 


. . . I've been hearing that since boyhood, but John Bartlett 
did not include it in his Familiar Quotations. Nor its counter- 
part, “A watched pot never boils.” 


What triggered the idea of holding forth here on the sub- 
ject is a radio sermon I once heard, only the gist of which has 


“Patience” means “long suffering,” from the Latin “patior,” 
suffer. Being a lesson I never learned, I can see how things 
might have been different if I hadn’t had ants in my chinos. 


Satchel Paige, as I've reminded you, said never look behind 
because something might be gaining on you. I concede his 
thesis, but, looking back, I’m sure a little patience would have 
changed the whole course of my life, business and private. 


The worst mistakes I've made, I am now convinced, were 
in jumping to conclusions like a private eye. I needed that 
plaque Ike kept on the Presidential desk: “This, too, will pass.” 


Too often, after I got my feathers up and jumped the gun, 
just to scramble a metaphor or two, time proved that I should 
have simmered down and let Nature take its course. 


I have charged those mistakes off to Lost Opportunities, but 
hope that someone who gets this far down on the page may 
profit by my do-it-now tactics which goofed. 


Throw away that stop watch. Grandfather used to counsel: 
Never run after a trolley car or a woman. There'll be another 


T.H.T. 
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How to get the 
most buyers 
for your 1961 
advertising 
dollars 


Word Report eater 19% MORE NEW CAR BUYERS 
52% MORE CORPORATE STOCK BUYERS 
35% MORE VACATION TRAVELERS 

e 11% MORE BUSINESS TRAVELERS 

e 27% MORE CAR RENTERS 

° 36% MORE AIR CONDITIONING BUYERS 


That's the buyers-per-dollar advantage scored by 
“U.S.News & World Report” in recent studies of 14 leading magazines. * 


Like any good salesman, a good advertising campaign measures its sales 
efficiency in the number of “calls” it takes to find a buyer—especially in a 
year like 1961, when every single sales dollar must work as though it were two. 
Latest market studies show that “U.S.News & World Report” consistently 
out-performs other magazines in just this kind of sales efficiency. Of 14 leading 
magazines studied, it delivers the most known buyers per advertising dollar in 
business and consumer markets alike. * 


One good reason for this sales efficiency of ““U.S.News & World Report” is 
its concentration of high-income managerial and professional people—un- 
equaled by any other magazine with over 1,000,000 basic circulation. These 
are people who need and use the important news in shaping their plans and 
decisions. And these are people whose incomes and responsibilities reflect 
today’s most active personal and business buying power. 

The fact that “U.S.News & World Report” delivers these prime buyers in 
such large numbers, at lowest cost, is one more reason why so many advertisers 
consider it to be— 


... the most important magazine of all 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1 ,200,000 net paid circulation 


*Source: “Car Owners Survey,” conducted jointly by Benson & Benson, Inc., Princeton, N. J., and Market Research 

Division of “USN&WR.” The 14 magazines studied are Better Homes & Gardens, Fortune, Holiday, Life, Look, 

National Geographic, New Yorker, Newsweek, Reader's Digest, Saturday Evening Post, Sports Illustrated, Sunset, Time, 
U.S.News & World Report.” 


For details, ask your advertising agency or our advertising sales offices at 45 Rockefeller Plaza, New York 20, N. Y. Other advertising 
offices: Boston, Philadelphia, Cleveland, Pittsburgh, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, Washington, London. 
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Brinkley-type gem, I'll repeat it for 
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ton’s Retail Trade Board, sends some 
original synonyms for retail terms: 
Bargain basement: A place for legal 
mayhem. Markup: A gamble in fu- 
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tures. Markdowns: Fugitives from 

profit. Advertising: Adventures in 

space. Taxes: Collectors’ items. In- 

ventory: Buried treasure. Executive: 

Office fixture with directional signals. 
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Cleveland Electric Illuminating’s E. 
E. Gayman saw our revised proverb, 
“Two apples a day keep the doctor 
away,” and sent this succinct com- 
ment: “That’s inflation for you!” 
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Aside to anonymous correspondent 
W. H. A. of Millburn, New Jersey: 
Please send me your name and 


address. I have news for you! 
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As this is written, the stock market, 
usually a barometer of business, has 
failed to take the recession very seri- 
ously. Sure, there are some soft spots 
in the economy. Weren't there al- 
ways? So, as The New Yorker says, 
“What paper d’ya read?” 
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In a Washington, D. C., bedroom, 
this line took form in my alleged mind: 
“The floriated wallpaper of the ante- 
bellum South,” and then I didn’t know 
what to do with it. 
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A Florida bank was trying with this 
poster copy: “It goes . . . without say- 
ing. 
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Deafness is an affliction with which 
I am simpatico. Unfortunately, it is 
also an affliction for the rest of us 
when people are too proud or too 
stubborn to wear a hearing-aid. 


Patience Is a Virtue 


stayed with me. 


one along in a few minutes. 


. . . I've been hearing that since boyhood, but John Bartlett 
did not include it in his Familiar Quotations. Nor its counter- 
part, “A watched pot never boils.” 


What triggered the idea of holding forth here on the sub- 
ject is a radio sermon I once heard, only the gist of which has 


“Patience” means “long suffering,” from the Latin “patior,” 
suffer. Being a lesson I never learned, I can see how things 
might have been different if I hadn’t had ants in my chinos. 


Satchel Paige, as I've reminded you, said never look behind 
because something might be gaining on you. I concede his 
thesis, but, looking back, I’m sure a little patience would have 
changed the whole course of my life, business and private. 


The worst mistakes I've made, I am now convinced, were 
in jumping to conclusions like a private eye. I needed that 
plaque Ike kept on the Presidential desk: “This, too, will pass.” 


Too often, after I got my feathers up and jumped the gun, 
just to scramble a metaphor or two, time proved that I should 
have simmered down and let Nature take its course. 


I have charged those mistakes off to Lost Opportunities, but 
hope that someone who gets this far down on the page may 
profit by my do-it-now tactics which goofed. 


Throw away that stop watch. Grandfather used to counsel: 
Never run after a trolley car or a woman. There'll be another 


T.H.T. 
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MARKET 
>iem@ POWER: 
. CHICAGO 
isa 8 of CHOICE 


to help your advertising 


work—more productively 


Are readers more likely to respond to 
advertising in one newspaper than in 
another? 

Yes—if the newspaper is the Chicago 
Tribune. There are many cases where 
advertising in the Tribune has out-pulled 
similar or identical advertising in other 
Chicago papers by margins of 3 to 1, 
4 to 1—and even 15 to 1. 

Obviously, the greater responsiveness 
works to the advantage of Tribune 
advertisers. But though a demonstrable 
fact, it is a quality which is difficult to 


measure. Editorial vitality, reader con- 
fidence—perhaps even the size of the 
page and the choice of headline type— 
have some bearing on the way readers 
react to a newspaper. 

MARKET POWER: CHICAGO, 
the Tribune’s new research study of peo- 
ple and their purchases, also provides a 
measure of advertising response. The 
2,956 families interviewed were asked: 
Which Chicago newspaper’s advertise- 
ments do you feel are most helpful for your 
shopping information? 


Their choice of the advertising in the Tribune is clearly evident in their replies: 


CHICAGO 
oucaee 
PAPER C 15% 


Admittedly, trying to measure a feeling 
is a little like putting calipers on a soap 
bubble. Still the feeling is a fact which 
must be weighed. It can trigger or 
dampen response to your advertising. 
In an average week, the Tribune prints 
slightly over one million lines of adver- 
tising—the equivalent of 427 full-size 


pages. Because it is welcomed, wanted 
and accepted with confidence, this ad- 
vertising in the Tribune consistently 
produces sales results greater than ex- 
pectancy. 

There’s much more to MARKET 
POWER than a leadership story for the 
Tribune. Its 70 pages are packed with 
facts about the Chicago market and its 
newspapers; about Chicago families and 
their buying behavior. For whatever 
product or service you sell, MARKET 
POWER can help your advertising 
work more productively in the Chicago 
market. 


Chicags Tribune 


THE WORLD'S GREATEST NEWSPAPER 


: How to get the 

most buyers 

for your 1961 

; advertising 
dollars 


peer. sts e 19% MORE NEW CAR BUYERS 

© 52% MORE CORPORATE STOCK BUYERS 
© 35% MORE VACATION TRAVELERS 

e 11% MORE BUSINESS TRAVELERS 

° 27% MORE CAR RENTERS 

e 36% MORE AIR CONDITIONING BUYERS 


lorkd Report 


That's the buyers-per-dollar advantage scored by 


“U.S.News & World Report” in recent studies of 14 leading magazines. * 


Like any good salesman, a good advertising campaign measures its sales 
efficiency in the number of “calls” it takes to find a buyer—especially in a 
year like 1961, when every single sales dollar must work as though it were two. 
Latest market studies show that “U.S.News & World Report” consistently 
out-performs other magazines in just this kind of sales efficiency. Of 14 leading 
magazines studied, it delivers the most known buyers per advertising dollar in 
business and consumer markets alike. * 


One good reason for this sales efficiency of “U.S.News & World Report” is 
its concentration of high-income managerial and professional people—un- 
equaled by any other magazine with over 1,000,000 basic circulation. These 
are people who need and use the important news in shaping their plans and 
decisions. And these are people whose incomes and responsibilities reflect 
today’s most active personal and business buying power. 

The fact that “U.S.News & World Report” delivers these prime buyers in 


such large numbers, at lowest cost, is one more reason why so many advertisers 
consider it to be 


... the most important magazine of all 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 1 ,200,000 net paid circulation 


*Source: “Car Owners Survey 


conducted jointly by Benson & Benson, Inc., Princeton, N. J., and Market Research 
Division of * 


“USN&WR.” The 14 magazines studied are Better Homes & Gardens, Fortune, Holiday, Life, Look, 


National Geographic, New Yorker, Newsweek, Reader's Digest, Saturday Evening Post, Sports Illustrated, Sunset, Time, 
U.S.News & World Report 


For details, ask your advertising agency or our advertising sales offices at 45 Rockefeller Plaza, New York 20, N. Y. Other advertising 
offices: Boston, Philadelphia, Cleveland, Pittsburgh, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, Washington, London. 
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MARKETING 
THROUGH 
EXHIBITS 


DETROIT PUBLIC LIBRARY 
MAY 25 1961 
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TWA 


TWA hoods with Jets on time! 


TWA's on-time Jet record is the best in the business. on-time arrival...for schedule reliability. TWA is 
For over a year TWA has averaged decidedly better proud of its experienced team of Jet captains, flight 
than its two transcontinental competitors, based on and ground crews, maintenance men, meteorologists. 
latest available data from the Civil Aeronautics Board. Their skill made this extraordinary record possible. 
Seasoned Jet travelers know that TWA sets the Jet Next time you fly for business or pleasure, get there 
standard in the United States for on-time departure, on time...aboard swift, dependable TWA SuperJets. 


Fly TWA SuperJets across the United States and to leading cities in Europe and Asia 
Call your travel agent or nearest TWA office 


RES 


USA: EUROPE + AFRICA+ ASIA fd 


TWA 


et 
THE SUPERJET AIRLINE’ | 
E 


E asic A Py ate mF 3 #4 
*TWA THE SUPERJET AIRLINE is a service mark owned exclusively by Trans World Airlines, inc. 
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Trade and Convention Center 
39,000 sq. ft. plus stage, unobstructed view for exhibits or events. 


There’s something special about meeting in Philadelphia 
; a sense of history mingles with modern progress. 
Attractive facilities in hotels and the vast Trade and Con- 
vention Center can serve every need. Convention Hall 
completely air conditioned, with 14,000 seat capacity, 45 
meeting rooms and two multi-purpose floors—plus three 
adjoining exhibition halls with rail and expressway entrances, 


THE TRADE AND CONVENTION CENTER 
OF THE CITY OF PHILADELPHIA 


34th Street and Convention Avenue, Phila. 4, Pa 
Telephone: EVergreen 6-9800 
HARRY FERLEGER, Executive Director 


+ 


aie 


GRAND. EXHIBITION HALL Trade and Convention Center 
113,000 sq. ft., unlimited floor load. Total Space: 250,000 sq. ft. 


are the answer to convention and show managers’ prayers. 

Delegates also enjoy the cosmopolitan atmosphere in 
which they are welcomed as important guests. And Phila- 
delphia is so conveniently accessible, in the heart of the 
nation’s largest population and industrial concentration, that 
your attendance is sure to boom. Next time, meet and 
make friends in the original convention city! 


THE CONVENTION AND VISITORS BUREAU 
OF THE CHAMBER OF COMMERCE OF 
GREATER PHILADELPHIA 


Hospitality Center, 16th and Pennsylvania Boulevard, 
Philadelphia 7, Pa. 
Telephone: LOcust 3-2966 
JAMES A. MORRISON, Executive Director 
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MEETINGS 
BY THE SEA 


HOTEL ® 


Cis 


Atlantic City 


Everything’s here for you and your 
organization—whether you’re a size 
20 or 500. 


@ Six large specially designed Ex- 
ecutive Suites—plus a variety of regu- 
lar suites and suite combinations 


3 Magnificent Grand Ballroom— 
fully equipped and air conditioned 


@ Seven additional meeting rooms to 
suit every need 


2 An expertly trained staff that 
plays a heavy “behind the scenes” role 
in the success of every convention 


@ Entertainment for ladies ar- 
ranged by social staff 


@ Food and wine that make the 
memory of banquets linger on 


And, of course, all the comforts, con- 
venience and fun of the Hotel Dennis. 
Right on the Boardwalk and close to 
all the famous shops. Private putting 
green, golf privileges at Atlantic 
City’s exclusive clubs and swimming 
in the ocean. Complete health club 
with steam rooms and massage. 

Gay social hours—friendly buffets, 
dancing nightly in the smart Fjord 
Room. Dining to your liking in a va- 
riety of attractive rooms. 

There’s more to tell you—why not 
write for brochure and set of illus- 
trated blueprints? 


JOHN W. TYLER 
Vice President and Director of Sales 


ON THE BOARDWALK 
AT MICHIGAN AVENUE 
Telephone (Area Code 609) 344-8111 


Owned and Operated by the 
BUZBY FAMILY 
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CONVENTIONS * EXPOSITIONS « TRADE SHOWS 


CONTENTS 


Book Review 


What He Knows Is Enough to Fill a Book 


Closed-Circuit TV 
SK&F Sessions Put on Wheels 


Exhibits Abroad 
Diary of Exhibit for Argentina 


Our Exhibits Abroad Need Help! 


Exhibit Budget 
Budget Changed, What Do You Do? 


How | Cut Exhibit Costs 
Labor Costs Can Be Cut! 


New Way to Buy Space 


Exhibit Design 
Just What Is Display Design 


Typical and Current Exhibits 


Visitors Respond to Design 


Walk-Through Exhibit Now More Popular 


Exhibit Promotion 


How Much Promotion Backs Exhibits? 


178 


146 
72 


84 
29 


116 


COVER 


Two-toned rough sketch on front cover is typical of preliminary drawings 


by exhibit designers. Light color is used to work out design by trial and 


error, and also for hidden construction lines. Black lines pick out lines 


decided upon. Next step is a sketch for presentation to client. Hence, this 


rough sketch is for insiders only. (Cover design by David Maxwell, The 


Displayers, Inc., New York City. ) 


SALES MEETINGS/Part I] SALES MANAGEMENT 


Executive Offices: 1212 Chestnut St., Philadelphia 7, Pa., WA 3-1788 


Exhibit Techniques 


ABC’s of Trade Show Investment 
Booth ‘Uniform’ Makes Sense 

Exhibits Instead of ‘Spectacular’ 
Games and Contests Click for Kwikset 
New Module Idea 

Owens-Illinois Corners “Market” 

Takes Touch of Magic to Stop Crowds 
VW Exhibits Are Different 


What's Diorama? 


Government Bill 


Bill in Congress to Promote Intl. Fairs 


Show Selection 


A Better Way to Pick Shows 


Traveling Exhibits 


Bryant Has Compact Show 


Traveling Exhibit: President's Prop 


World’s Fair 


World’s Fair Progress Report 
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A BIG MARKET on your very 
doorstep. Each year more than 17 
million people visit over 400 con- 
sumer and trade shows across 
CANADA. A market interested in 
your products and your ideas. HOW 
TO REACH IT?...SHOW-PAK 
an all-inclusive exhibit service pro- 
viding, complete market analysis, 
design, production, bookings, rout- 
ings, storage and many other services. 
THE COST ? ... surprisingly little. 
Write us for our comprehensive 
brochure SHOW-PAK and learn 
more of this unique exhibit service. 


E- 


DESIGN CRAFT LIMITED 


340 DUFFERIN STREET, TORONTO 3 


‘ TEL: WELLINGTON 5S-9381 


HAPPY 


) CAPTIVE AUDIENCES 
GUARANTEED 


“Happy” is the key word when you bring your convention group 
to the famous French Lick-Sheraton Hotel. Members are com- 
pletely in your power . .. no “city” distractions to interfere with 
.every planning aid and physical facility for the 
most successful meeting you’ve ever had. Yet there are so many 
wonderful resort activities for off-hours, that your prisoners will 
feel free as the breeze. Meeting and convention facilities for up 
to 1,000 


meetings .. 


the famous 


FRENCH TON 
RESERVATIONS: ' 


JOHN NOLAN, 4 AT 
DIRECTOR OF SALES ‘ i 
FRENCH LICK-SHERATON 
HOTEL 

FRENCH LICK, INDIANA 


MAHARAM| 
g Logo Drapes 
. 


The modern, dramatic way to 
spotlight your company name, 
trade mark or sales slogan — as 
a background for your products 
at exhibits, conventions, 

dealer displays, etc. 


Write for samples and 
quotations for any quantity from 
50 yards to 5,000 yards and up. 


CHICAGO 


: LOS ANGELES 
412-20 NO. ORLEANS STREET 


mAHARAM..... CORPORATION 


NEW YORK 


130 WEST 46th STREET | 1113 SO. LOS ANGELES STREET 
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Sales Meetings 


EXECUTIVE OFFICES, 1212 Chestnut St. 
Philadelphia 7, Pa. WAlnut 3-1788 
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Dr. B. B. Goldner 


Staff Photographer Sid Robbins 
READERS’ SERVICE BUREAU Anne Collos 
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DISCOVER 
THE NCW 
WORLD OF 


AMCRICANA 


OF NCW YORK 
OPENING MID-1962 AT 52ND TO 
53RD STREETS ON SEVENTH AVE. 


Imaginative in concept, daring in design, and extremely versatile in facilities, the 50-story AMERICANA of New 
York will set a new standard in the hotel field. Its 2,000 rooms, seven restaurants, shopping promenade and 
built-in garage will be complemented by New York’s largest and finest convention facilities: more than 60,000 
sq. ft. of exhibit area, a Grand Ballroom, 7 Junior Ballrooms, 33 private meeting rooms. For information 
: and firm bookings, write or call: The AMERICANA of New York, Sales Department, 1540 Broadway, 
New York 36, N. Y. (JUdson 6-4400) Direction: LOEW’S HOTELS, INC., Preston Robert Tisch, President. 
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EAPC HON 


MISSISSIPPI. 


The. South's Most Complete Convention +i 


There’s no convention like a convention 
in Jackson. Meeting and entertainment 
accommodations are custom-arranged for 
your requirements, a warm spirit of con- 
viviality prevails and every convention 
detail is taken care of to perfection. Plan 
on new Jackson for your next convention; 
it's centrally located, easy to reach. 


12,200 guest accommodations (lMeet- 
ing rooms for 10 to 1,800 (Hotel exhibit 
area — 10,000 sq. ft. Hotel Heidelberg; 
9,000 sq. ft. King Edward Hotel CAIll 
facilities fully air-conditioned OBanquet 
facilities for 200 to 1,400 CMNew Munic- 
cipal Auditorium and Music Hall seating 
3,000 CNew State Fair Coliseum, 10,000 
seats, arena; available spring '62. 


Ca// or write for the complete convention story 


Convention and Tourist Bureau 
Wallace J. Oberlender, Exec. Vice- Pres. 


675 Milner Building 
Jackson, Mississippi 
Fleetwood 5-4578 
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FOR EXECUTIVES IN INDUSTRY 

Any sensible plan to exhibit at trade or industrial shows 
should start with Exhibits Schedule. It is the only 
source of facts on every exhibiting opportunity avail- 
able. It covers every industry and country where indus- 
trial shows are held. 

With Exhibits Schedule you can discover when and 
where every show in your industry or allied fields is 
planned years in advance. Even if you don’t know the 
correct name of a show, you can find it easily in 
Exhibits Schedule. It’s three-way breakdown of events 
makes it simple to find what you want. 


FOR ADVERTISING AGENCIES 

No advertising agency can give its clients a complete 
marketing picture without a rundown on exhibit oppor- 
tunities. For most ad agencies, Exhibits Schedule is the 
index used to spot show possibilities for clients. In 
seconds, agency personnel can extract potential exhib- 
iting opportunities for any client. No more hours and 
days of wasted time to write or call for show facts. 
With Exhibits Schedule, all essential facts on all exhib- 
its are right before you. Exhibits Schedule is a refer- 
ence book that repays for itself in time saved every 
week. It’s the perfect place to start when a client has 
a new product to launch. 


FOR SUPPLIERS IN EXPOSITION FIELD 


ae yah Wea 


Your Complete 
Guide to 

EXHIBITS ° TRADE SHOWS 
INDUSTRIAL SHOWS 

TRADE FAIRS 

PUBLIC EXPOSITIONS 

| STATE FAIRS 
Anywhere in the 
World 


Published Annually in September 
Supplement Issued in April 


FREE TRIAL OFFER: 

10-day free trial. Put Exhibits Schedule to work. If it 
doesn't give you the facts you want, return with no 
Charge to you. 


: EXHIBITS SCHEDULE 
| 1212 Chestnut St., Philadeiphia 7, Pa. 


Exhibits Schedule is the customer and prospect list for 


every supplier to the exposition field. It tells when and 
where business opportunities exist. As a mailing list, 
Exhibits Schedule offers complete names, titles and 
addresses. It provides all the basic facts to make an 
intelligent mail campaign to show managements and 
sponsoring groups. Exhibits Schedule is a vital cal- 
endar for exhibit builders. It helps to set deadlines and 
plan long in advance for business peaks. 
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Please enter my subscription to Exhibits Schedule (which includes | 
supplement in the Spring) at $25 a year. | understand | may return 
within 10 days for full refund if | am not satisfied. 

Name ax - Z _ . Title 

Company 

Address __... 


City oe Sends Zone ee ee 


ways to bring 


meeting's to your 
men... imstead of 
mel to your 


meeting's! 


192 Holiday Inns, all with meeting room 

facilities, are at your service for region- 
al, local or simultaneous national meet- 
ings. Easily reached by car or plane, 
Holiday Inns have everything you want 
under one roof—complete dining rooms, 
bedrooms, suites, studio rooms. All rooms 
are air conditioned. Holiday Inn meet- 
ing rooms were built just for that 
purpose—they’re clean, modern, well- 
lighted and beautifully appointed with 
comfortable chairs, desks, tables. No 
matter how small or large your meeting 
problem, let Holiday Inns help you solve 
it. For additional information and for a 
complete Holiday Inn directory showing 
all locations, write: Holiday Inns of 
America, Inc., Sales Dept., 3736 Lamar 
Avenue, Memphis 18, Tennessee. 


Your Business Host From Coast To Coast 


NEARLY 200 NOW IN 32 STATES AND CANADA 

A NEW HOLIDAY INN OPENS ALMOST EVERY WEEK. 
Alabama Kansas North Carolina 
Arizona = Kentucky Ohio 
Arkansas Louisiana Oklahoma 
California Maryland Pennsylvania 
Colorado Michigan South Carolina 
Delaware Mississippi xi 
Florida Missouri — 
Georgia Nebraska Saas 
Illinois New Jersey Virginia 
Indiana New Mexico West Virginia 
lowa New York Wisconsin 


ei on 
entre EET, ORES, . 


- 


Wi fic f ¢ 
NLY THIS SIGN MEANS ees OUR a 


Please send me without cost or obligation the latest 
Holiday Inns’ Directory giving locations, addresses, 
facilities, rates, phone and teletype number of all Holiday 
Inns now in operation. Write to: Holiday Inns of America, 
3736 Lamar Ave., Memphis 18, Tenn 


Name 
Street Address 


City 


State 
PS 


Copyright 1961, Holiday Inns of America, Inc. 
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No Disagreement 


I thought you might be inter- 
ested in the letters which came 
regarding the article (“The Great 
Training Robbery,” Jan. 20, 1961) 
which appeared in your magazine. 

I was interested in these expres- 
sions. I had anticipated receiving 
some responses in disagreement 
with what had been said, and 
frankly, I am a bit disappointed 
that no one has risen to defend the 
current approach. 

J. H. Zenger 
Manager Personnel Administration 
Pacific Finance Corp. 
Los Angeles, Calif. 


Issue for Committees 


We would appreciate receiving 
several copies of your Nov. 18, 
1960, issue in which you list con- 
vention locations throughout the 
United States. It would prove 
quite helpful to our various com- 
mittees in selecting convenion sites 
for our organization. 

Leo E. Smith 
Asst. Executive Secretary 
Commercial Law League of 

America 

Chicago, Ill. 


More Concrete Info 


I would like to see you do an 
article on the coming N. Y. World’s 
Fair. Who is going to exhibit? 
What is it going to be like? It 
seems a lot of speculation, for the 
most part, is all we have heard 
out here. Most published reports 
are very general. I think a project 
as big as this one is rumored to 
be should have more concrete in- 
formation written about it. 

Norman Walker 
St. Louis, Mo. 
& See “World’s Fair Progress Re- 
port,” page 46, for information 
available at this time. 


In a Nutshell 


Thank you for granting me au- 
thorization to reprint your editorial 
on page 10, “As The Editors See 
It.” Kind of says it in a nutshell, 
doesn’t it? ; 
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The page was circulated to some 
60 of our local distributors, and 
was printed in the format same as 
your magazine, giving you full 
credit. 

Thank you very much again for 
your good cooperation on this mat- 
ter. I enjoy each issue of your 
magazine and find them loaded 
with ideas. 

Paul R. Dorion 
Vice President, Marketing 
Protype Inc. 
New York City 


Loose Thinking 


There seems to be a climate in 
Washington today that makes 
everything in business suspect. 
While there’s no question that 
there is justification for some of 
the charges either made or hinted 
at, there's a lot of loose thinking 
among politicians, too. 

For instance, this matter of tax- 
able deductions by business seems 
to be a demagogic rallying point 
that makes headlines, but not too 
much sense. If all the baloney 
being sliced down in Washington 
today were forced on us, we'd 
pretty much have to do away with 
conventions as we know them. 
We'd have to eliminate many na- 
tional sales meetings. 

Obviously, the congressmen who 
talk so knowingly about business 
expenses have never looked at 
their own. How'd they like to have 
to pay for all the mail that they 
now send out free? How'd they 
like to include as taxable income 
all the wining and dining they now 
enjoy free? 

Sure there’s abuse in what 
passes for expenses, but why crip- 
ple industry’s marketing operations 
because of “exceptions.” Should 
all congressmen be refused free 
trips because some abuse this privi- 
lege on family junkets abroad? 

I, for one, feel strongly that 
nothing should be allowed to inter- 
fere with good sales meetings and 
conventions. They're too impor- 
tant. But, if everyone just sits on 
his hands, I'm afraid we may have 
meetings buried in taxes. 

Henry C. Douglas 
Dallas, Tex. 
> See editorial, page 14. 
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EXPERIENCE 


EXHIBITS 
AND 
DISPLAYS 


DESIGN 
FABRICATION 
INSTALLATION 
TRANSPORTATION 


WAREHOUSING 


Moving an exhibit tn a hurry? 


Trust everything t 


Allied The show goes on-—on time. play 

world's largest Relax, and let your Allied Man handle tour 
Van Lines everything. He'll get it there on time, larg 
25ti and Roosevelt Road, Broadview, Ilt, move it to the next show. This takes | that 
yp te mei lots of experience, expert scheduling. | long 

More people do, again and again. Allied has a central control department} larg 
Sent ter “Dinpiay ond Eahiaet Gevtea'* today that specializes in the handling of dis- lof y 
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to your Allied Man 


peg re : a 


j 
| 


e. plays, exhibits and other shipments on 
indie tour. Allied men have a gentle way with 
ime, large, easily marred display panels— 
akes |that keeps them new and fresh looking 
ling. longer. Your Allied Man is the world’s 
ment}largest mover. Trust him, to take care 
f dis-|of your equipment right! 
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See, =AMERICA’S LARGEST 
ame €6©HOTEL EXHIBITION #8 
FACILITIES at the famous 3 


where you get more 
done while you have more fun! 


More meeting rooms than any other hotel: Air 
Conditioned meeting and exhibit rooms, 10 to 3,000 
capacity. Private dining rooms where conventioneers 
discuss and fraternize. Plus 41,550 sq. ft. of unobstructed 
air conditioned floor space; 79,500 sq. ft. of single-level 
“drive-in” exhibit space, unlimited floor load; 60' x 60' 
elevated stage for heavy equipment displays. All meeting 
and exhibit facilities are yours at no extra charge when 
you meet at the Concord Hotel! 


Every resort facility including: Two golf courses. 
Year-round, all-weather swimming, ice-skating, sun- 
bathing. Health clubs for men and women. All-star 
Stage shows, three orchestras for dancing. All sports 
and activities. Modern shops. Over 1000 twin bedrooms. 
75 executive suites. Dining room accommodates 2800. 
Nearby airport. Open all year, 90 minutes from New 
York City. We know how to keep your men (and their 
wives) busy, happy . .. and available for meetings! 


The biggest and best come back year after year, 
including: Air National Guard. Gulf Oil. Allstate 
Insurance. Motorola TV. American Road Builders 
Assn. Dejur-Amsco. Philco TV. Metropolitan Life 
Insurance Co. National Lead Co. Ford. Mutual of ’ 
Omaha. Westinghouse Electric Corp. National Theatre y “ 

Owners Assn. N.Y.S. Kiwanis. N.Y.S. Wholesale Executive Bedroom with TV and two bathrooms. 


Liquor Assn. Chrysler Motors. THE 
For more information and new, illustrated Convention HOTEL 
Booklet, call, wire or write Dept. SM. 


Kiamesha Lake, N.Y. 
Ray Parker, General Manager * Jay Cohan, Convention Sales Manager 


CONVENTION OFFICE, 41 EAST 42ND ST., N.Y.17, N.Y., YUKON 6-5910 —OR CALL MONTICELLO (N. Y.) 1840 
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... and the most important thing about it is—our new plant is especially designed 
to make our job easier. Now . . . your exhibit displays will move from idea to show 
installation, in one, smooth, continuous motion. There'll be no cramp, crush or con- 
sternation in the face of deadheat deadlines. Thanks to all our wonderful associa- 
tions through these past years, we can say it’s a wonderful feeling to know that 
in a few days we'll be turning the key * to our new home... one of the largest of 


its type in the East. Our door will always be opened wide in welcome. Stop by and 
visit us any time at our new address — 404 Industrial Park Drive, Yeadon, Pa 


DESIGNERS AND BUILDERS OF TRADE SHOW EXHIBITS 
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\ *Naturally, only a few of our exec- 


4 utives have access to a limited NAME POSITION 
f/ “ number of keys for our new facili- 
ties; however, we thought you 
might like an attractive initialed, COMPANY 


extra key for your car. We'll be 


happy to send you one, all ready ADDRESS 

for the locksmith to duplicate your 

present key. Just fill in the 

attached coupon and send it to us. CAR: MAKE YEAR 


MAY 19, 1961 
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AS THE EDITORS SEE IT 
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Tax Men Are Wrong! 


ITS TIME that they stop playing with the 
fiction in Washington that conventions and 
sales meetings are a romp. In their zeal to 
prove that they are safeguarding our tax struc- 
ture, our revenue “experts” are tampering with 
a vital element of our economy. 

Conventions are not fun. Sales meetings are 
not outings. They are hard, serious events. They 
are part of our economy —a part that has con- 
tributed to our nation’s economic strength. 

Our conventions, sales meetings and trade 
shows make us different from the nations abroad. 
These events reflect a difference in the way we 
do business, educate ourselves, and share our 
knowledge. Foreign nations have not had the 
advantage of our type of conventions and sales 
meetings. Only recently have they adopted 
what has been a strengthening factor in our 
economy. 

Let's not lose this advantage in the name of 
tax reform! 

Recent tax and court decisions have started 
what could be a dangerous trend. They would 
brand conventions and sales meetings as doubt- 
ful business expenses. While the decisions are 
still few, they set damaging precedents. 

In their zeal to close tax loopholes, law makers 
and government administrators must be cau- 
tioned against considering meetings as some- 
thing other than business. As an intelligent 
business executive, you should be alert to the 
need to maintain our convention, sales meeting 
and trade show efforts against damaging taxa- 
tion. 

Several dangers grow from the new appraisals 
by our taxing authorities: 

1. To prove that meetings are strictly busi- 
ness, some meeting planners are over-packing 
their programs. They are bending over back- 
wards to make meetings “meaty” with an eye 
to the tax collector. What this does is to feed 
into a group activity more than the audience 
ean digest. Recently, we've learned of meetings 
that challenge human endurance. There’s just 
so much that the mind can assimilate without 
time out to relax. 
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2. Some meeting planners are restricting their 
choice of meeting sites — against the best inter- 
est of meeting goals — because tax men look 
askance at meetings in luxury surroundings. 

We take exception, too, to the tax collectors’ 
opinion of wives at conventions. Nobody who 
attends a meeting can assail the wisdom of in- 
cluding wives. Yet, tax-wise, you may suffer 
when they are included. Wives do more good 
for a convention and sales meeting than almost 
any element in the plans. They are a sound 
business “investment” for any meeting — but our 
tax regulations militate against them. This is 
wrong! 

Let’s not tax our conventions and sales meet- 
ings into impotence! Our nation has grown 
strong because of our well-developed communi- 
cations through meetings and exhibits. Let’s not 
sit by while zealots in Washington picture con- 
ventions as hell-razing parties, sales meetings as 
indulgent vacations, and trade shows as tax- 
dodging schemes. 

What tax hawks have to learn is that they 
will lose, not gain tax dollars, with oppressive 
restrictions on meetings and trade shows. They 
will make it more costly for industry and the 
professions to disseminate product and technical 
facts. They will kill the advantages we enjoy 
from free flow of information. 

Imagine the cost to the nation if new develop- 
ments in industry and the professions could not 
be rapidly spread through our established con- 
ventions and shows. 

If you have fears of foreign competition, con- 
sider the even greater threat if our communica- 
tion arms were tied behind our backs through 
tax rules. While we might tax our direct com- 
munications into impotency, our foreign com- 
petitors are taking up our meeting techniques 
to beat us at our own game. 

Let us not be driven down the path being 
paved by the tax authorities. Conventions, sales 
meetings and trade shows must be kept strong 
and productive. To tax them into a straight 
jacket, we lose one of the greatest forces for an 
expanding economy that we have. 
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DESMOND KELLY, Mer. Convention Bureau 
Paradise Road, Las Vegas, Nevada 


DUdley 4-4100 


FACILITIES 
— > “SM~ZSUNDUP 
BEHIND 


A GOOD NEW YORK CITY 
Loew's Hotel, Inc. announced 
: EXHIBIT 


recently it has broken ground on 

one of its two Manhattan motor 

hotel projects and plans for a re- 

ot sort hotel in San Juan. Projects 
are in addition to Loew’s Summit 

" and Americana, presently under 
construction there. West side of 

Eighth Avenue, between 51st and 

52nd Streets, is the site of Loew’s 

PLANNING Motor Inn, just begun. A twin 
operation, to be known as Loew’s 

Midtown Motor Inn, is scheduled 

for the same avenue, between 48th 

and 49th Streets. Both will offer 

300 guest rooms and meeting facil- 

SHOWMANSHIP ities. At the same time, Loew’s 
reveals negotiations are under way 

for a choice Park Avenue property 

for a 650-room apartment hotel. 

Ground will be broken for the San 

Juan Americana in June. Plans 


IMAGINATION call for 16-story, 450 resort hotel. 


WHITE SULPHUR SPRINGS, W. VA. 
The Greenbrier is adding a new 
West Virginia Wing for conven- 
DESIGN tion facilities, and changes in its 


present convention wing are be- 
ing made. A corridor will con- 
nect the two wings. New exhibit 
center will provide 22,000 sq. ft. 
of display area (about 105, 10 x 
EXPERIENCE 10 ft. booths) according to plans. 
A large balcony around three sides 
of the center creates two levels 
for exhibits. Two meeting rooms, 
to feature permanent, theater-type 
seating, will seat 475 and 125 per- 
sons. New dining room, the 
fourth in the main buiding, is be- 
ing constructed in the present con- 
vention wing at the same time. 


WASHINGTON, D. C. 


Marriott Key Bridge Motor Ho- 
tel will soon complete addition of 
125 double-guest rooms as well as 
a new convention hall, to supple- 
ment existing facilities. This hall, 
which will seat 800 persons for 
banquets, will over-look hotel’s 
recreational patio. Hall will form 


BERTELL INC the third floor on an already exist- 
& 


ing two-floor wing. 


2 JEKYLL ISLAND, GA. 


New convention hall adds more 
40 EAST 491 STREET. NEW YORK 17 Y «Plaza 9.6122 facilities to already existing Gould 
Auditorium, which can seat 800 
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persons. With the new convention 
hall, the island now has facilities to 
handle conventions from 500 to 
2,500, according to Georgia De- 
partment of Commerce, Tourist 
Division. 


CHICAGO 


Plans for new Aurora Hilton Inn 
will include facilities for conven- 
tions and large meetings. A ball- 
room hall will seat up to 1,350 per- 
sons for a meeting, 1,000 guests 
for a banquet, according to Gen- 
eral Manager Eric M. Hilton. Hall 
is equipped with folding doors to 
divide area in two, one of which 
can be divided again. 


New $6-million Water Tower 
Inn, now under construction, 
is schedued to be completed by 
this September. Hotel will be a 
15-story structure located on 
northwest corner of Michigan and 
Chicago Avenues, adjacent to the 
present water tower. Its 300- 
room hotel will boost the city’s 
convention accommodations. 


Renovation of the Palmer 
House’s ballroom has up-dated ho- 
tel’s facilities. Ballroom admits 
1,800 people for banquets, 2,500 
for meetings. It is located next to 
the hotel’s exhibit hall, which can 
accommodate as many as 2,000. 
Also on same floor is Red Lacquer 
Room, large enough to seat 750 
for food service or 1,000 for re- 
ceptions. Banquet kitchen is lo- 
cated nearby to service any of 
these rooms. 


PEORIA, ILL. 


Pere Marquette Hotel began 
construction on a two-story addi- 
tion which is to include a new $1- 
million ballroom, to increase ca- 
pacity to 2,000 persons. New ball- 
room, located on second floor of 
the addition, adjoins the present 
one. New area will have a main 
floor area of about 11,000 sq. ft., 
70-ft. stage, and built-in service 
bars. Divider walls will create 
rooms of smaller sizes to handle 
groups of 400 to 800. Stage will 
be equipped with automatic cur- 
tain, movie screen and lighting for 
exhibits, shows and theatrical pro- 
ductions. An elevator will handle 
heavy exhibits and __ products 
weighing up to five tons. 


MEMPHIS 
Plans for a new Executive 
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has always been 
the symbol of welcome, 
warmth, good cheer 


and service. 


Treadway’s Innkeepers are 
constant servants of their 
community, fellow citizens 
and men on the road. ’ 
Today’s Treadway Inn- 
keeper has developed a 

new talent, that of acting 

as host at conventions, 
meetings and business ? 
gatherings. Let a Treadway 
Host add that special 
warmth that will insure 
the success of your 

next meeting. 


dway Inns 


CONNECTICUT, DELAWARE, 


FLORIDA, NEW YORK, NEW HAMPSHIRE, PENNSYLVANIA, 


MARYLAND, THE BAHAMAS, 


VIRGIN ISLANDS, AUSTRIA 


Contact: David F. Treadway, 32 Maple Avenue, Windsor 2, Conn 
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LOOK AHEAD TO 


January ist, 1963, The New York Hilton at Rockefeller 
Center will open its doors. Convention and conference 
facilities will be the world’s largest and most modern. 
Meticulously planned to the last detail, over 130,000 square 
feet are available for meetings of 7,000 persons and more 
than 400 exhibit booths . . . all at the same time. 


Versatility is the keynote. The list of possible combinations 
is endless, but just for example: 


* Grand Ballroom seats 5,000 for a meeting, 4,000 for 
dinner. Has completely equipped professional-type stage, 
with four hydraulic lifts 


¢ Three other ballrooms on the same floor accommodate 
more than 2,000 


* All ballrooms and meeting rooms on two floors, directly 
above lobby 


¢ All ballrooms can be subdivided in several ways, to fill 
a great variety of meeting needs 


e Private entrances, escalators and elevators to convention 
floors—truck-lift elevator (35,000 Ibs. capacity) to both 
convention floors 


* 31 private dining rooms on the mezzanine floor have 
folding sound-absorbent walls which can open and accom- 
modate meetings of more than 6,000 


¢ Combined ballroom and mezzanine facilities will accom- 
modate more than 12,000 persons simultaneously 


* A complete floor of 29 executive suites for business en- 
tertaining and smaller conferences—located just above the 
main meeting and exhibit areas—each seating 35-50 


* 2,150 air-conditioned guest rooms which, in combination, 
can provide 574 suites—another “first” in Hilton planning 


* Underground garage for 350 cars 


NOW BUILDING ... NEW YORK’S FINEST CONVENTION HOTEL, THE 


NE As YOR K. eilLro Ni 
| at Pockefelle. Center 


ron tHe FULL SIORY, SEND FOR THE 


NEW YORK HILTON CONVENTION BOOK 


Communicate with Mr. Albert G. Cox, Director of Sales and Catering, The New York Hilton at 
Rockefeller Center, 1270 Avenue of the Americas, Suite 2214, New York 20, N. Y. Tel.: LT 1-0840 
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FACILITIES ROUNDUP 
continued 


House (member of the Chicago 


chain) will bring the first new ho- 

tel to Memphis in 30 years. This DEI ¥ A T h e 
$3.5-million, 11-story — structure Ye © 

will overlook the Mississippi River i " . 
and is scheduled to be completed Ms A | 

by early 1962. The pi ho- oO n Vv e n T I oO n I r i n e 
tel will be designed to attract con- 
ventions, says Harry Bloomfield, 
Memphis builder, president, Mo- 
tel Development Corp. He says 
that the second floor will have 60,- 
000 sq. ft. of meeting space, which 
can be opened up to accommodate 
up to 6,000 persons. He also re- 
veals there will be some 12,000 
sq. ft. on the roof, which may be 
made into a roof garden. Bloom- 
field also announces plans for a 
60-unit airport motel here. 


SCOTTSDALE, ARIZ. 


Another addition to Executive 
House chain, will be a new Execu- 
tive House here, scheduled to open 
Sept. 1. This $3-million, two- 
story building will have facilities 
that include banquet rooms and 


meeting halls, two swimming Put your travel plans in 


pools, tennis courts and _ golf 

course. Each of the 250 rooms ’ 

will have an outside balcony. Delta Ss hands for complete 
4 = 

HOUSTON Personalized 


Construction will start on Hotel Cc ti x = tf 4 
America sometime in August or onven ion ervice 
September. Plans for the $6-mil- ‘ 
lion structure, to be operated by 
Hotel Corp. of America, call for a 
banquet-ballroom to seat 600, 
guest rooms to number 327, and 


Delta’s extra special services will get your convention off to a 
flying start . . . help you get better attendance, too! Check the 
following Personalized Convention Service features: 


12 cabana units at a swimming Convention Specialists Signs 
pool terrace level. Cullen Center, Personal Calls Films, Publicity 
Inc. will own the building. Telephone Contacts or ‘ 
: Post Convention Trips Tags, Mailing Pieces 
SAN FRANCISCO Group Reservations Transportation Booth 
New $8 milion Tewne House Fly the world’s finest airliners on Delta’s deluxe Royal Jet Service, 
motor hotel was readv for occu- thrifty Royal Scot Jetcoach, or other fast Delta services. 


panev late last month. Structure 

includes six meeting rooms, 360 
1E guest rooms, and parking for some For complete details, 

400 cars. call your local 
Delta Convention Specialist, 
or write to 


GENEVA, SWITZERLAND 


aca Convention Bureau, 
International Hotel Corp. re- \ Ni Dern Av Lines, 
, : Neg Ailanta Airport, 
vealed it plans to build a new ho- Services PP aoe on 8 \ Atlanta, Ga. 
tel near the United Nations Euro- west of f i es an 
seAES eee ad Texas will be - 
pean Headquarters. The — esti- 


«ve eae announced soon 
mated $9-million structure will in- 


clude a 6,000 sq. ft. ballroom 
-€ (which can be subdivided) and 400 
K guest rooms. Hotel is scheduled i ~~ 


to be completed by mid-summer, ‘ 
a 1963. the air line with the BIG JETS - 
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CANADIAN PACIFIC OFFERS THE vanes aati ween 
FINEST CONVENTION AND MEETING friendly English-style hostelry in its lovely rose 


garden setting, in the beautiful city of Victoria on 

Vanc Island. Victoria’s mild cli - 

FACI LITI ES IN CANADA—CO M FO RTABLE, pra Ma ns A cconctoagi were ‘West Coast 
acation and c i er. This hotel, with 570 

CONVENIENT, COMPLETE! Maun he daplagad to aaiak te Aegis 00k eal 


ventions of up to 800 persons. You'll enjoy spacious, 

‘ : comfortable rooms, fine food, courteous service, the 

First step toward a successful convention—the right hotel! An easy palm-fringed Crystal Garden swimming pool. The 

decision in Canada, for Canadian Pacific offers famous hotels from Empress is headquarters for vacation pleasure, too 

the world’s best salmon fishing, golf, riding, 

hiking, lawn bowling, motor tours of the rugged 
and at ease. Whichever one you choose, you'll find the spacious Pacific Northwest. Open year-round. 


coast to coast that specialize in making conventions of all sizes at home— 


he 


accommodations, delicious food, complete meeting facilities, ae 


and trained staff to serve you. You'll get more done and have more 
fun at a Canadian Pacific hotel. For information and reservations, 
write: Convention Traffic Department, Canadian Pacific Railway 


Company, Windsor Station, Montreal, Québec. 


In Toronto THE ROYAL YORK Largest hotel in Canada—and the British Commonwealth! 


Ideally located and equipped for conventions of any size. 1600 modern rooms, each with radio and TV. 
A seating capacity of 7,500 in public rooms. All public rooms air-conditioned including the Canadian Room, 
seating 2,200. Capacity for serving 10,000 at any one mealtime, with that superb Canadian Pacific cuisine! 
400-car garage where you can drive in, register, and go directly to your room. The Royal York is the heart of 
downtown Toronto—a walk to theatres, shops, night life. And Toronto is the heart of a wonderful Ontario 
vacationland, just hours from most key U.S. cities. Open year-round. 
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NORFOLK'S GOLDEN SKYLINE 
EXPANDS YOUR CONVENTION HORIZON Set in the center of the East’s newest 


convention city . . . Norfolk, Virginia . . . THE GOLDEN 
TRIANGLE has every conceivable facility to make yours the 
ideal convention: meeting rooms sound-engineered for perfect 
acoustics, equipped with multi-microphone systems, and 
wired for radio and TV broadcasting and closed-circuit TV. 
There are also specially-equipped sample display areas 
and rooms. 

Distinctive “Golden Hospitality” is provided for every sized 
convention group. Norfolk’s favorable climate lets you 

enjoy year ’round recreation within minutes of 

THE GOLDEN TRIANGLE. 

The fabulous GOLDEN TRIANGLE Center includes full hotel 
and motel facilities, an olympic-sized swimming pool, 

and a number of exclusive retail shops. Free Parking and 
Family Rates. 

For complete details write, phone or wire... 


the Telephone 627-5555 — Norfolk, Virginia 


a GOLDEN TRIANGLE sicnarde. Kesey, General Manage 


ONVENTION CENTER Edward T. Doty, Sales Manager 
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HOTEL MARIA ISABEL > 


Mexico City 


NEWEST OF THE BALSA HOTELS e MOST LUXURIOUS IN THE AMERICAS 


Superb Meeting and Dining Facilities for 2,500 People 
Ideal Flexibility for All Requirements 
“650 Rooms and Suites of the Future” 


Bilingual Staff 


Truly Personalized Attention 


Mexico City Offers the Perfect Year-Round Climate 


Other members of the Balsa Hotel Family to serve you: 


El Presidente 
Del Prado 
Prado-Alffer 
Hotel Premier 
El Presidente 
Elcano 


in Mexico City 


in Acapulco 


- Luxury without par 

- World famed 

- Elegance of Mexico 

- Sparkling new 

- Finest and most luxurious 
- Spectacular and delightful 


Prado-Americas - Home of “Cantamar” 
Noa Noa - Favored for its facilities 


Motel Tampa 


and in New York City - the famed St. Regis 


Cesar Balsa, President 


- Superb for informal relaxation 


Roberto Zapata, Jr. Managing Director 


For bookings, information and details: 


“BALSA HOTELS” 
Hamburgo 135 


U 
UTELL INTERNATIONAL 


New York @ Dallas @ Boston @ Montreal @ Chicago @ Toronto e Miami 
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Mexico, D. F. 


S. and Canadian Representatives: 


JOHN A TETLEY CO., INC. 


Los Angeles @ San Francisco 
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SCRIVEN TO HEAD OITF 


Washington, D.C. — L. Edward 
Scriven, an international management 
counselor to business and government, 
has been appointed director, Office of 
International Trade Fairs, it was an- 
nounced by Luther H. Hodges, Sec- 
retary of Commerce. The 55-year-old 
native of Spokane, Wash., has been 
in private business for more than 25 
years, both as a top management con- 
sultant and as a senior executive for 
marketing and advertising in industry. 
Scriven comes to Washington from 
New York City where he was a prin- 
cipal with Wallace Clark and Co., 
Inc., international management coun- 
selors to business and government. He 
is no newcomer to Washington as he 
has filled various government posts 
earlier. Scriven succeeds Walter S. 
Shafer, Chicago, III., a former Armour 
& Company executive. 


U.S. EXHIBIT IN RUSSIA 


Washington, D. C.— Main shipment of 
U.S. Plastics Exhibit has arrived in 
Leningrad, Russia, says U.S. Infor- 
mation Agency. Exhibit is part of a 
reciprocal agreement, signed Dec. 1, 
1959, between United States and Rus- 
sia, whereby each would tour three 
exhibits in the other’s country. 

At negotiations in Russia, it was 
agreed to exchange science, educa- 
tional or cultural exhibits. United 
States chose to send a plastics, trans- 
portation and medical exhibit to tour 
principal Russian cities. In return, 
Russia chose to send a children’s lit- 
erature, children’s creativity and medi- 
cine exhibits. 

Plastics exhibit is first of three to 
leave the U.S., Russia bound. It was 
sent by way of Helsinki, Finland. This 
exhibit will open in Kiev, May 22, for 
three weeks. From there it will move 
to Moscow, July 7, and Tbilisi, Aug. 
22, for showings of equal time. 

U.S. plastics exhibit will not sell 
goods. Purpose is to promote good- 
will between our peoples. Exhibit 
was scheduled in response to Soviet 
interest in American plastics, and will 
illustrate uses of plastics in the U. S. 
More than 200 business and industrial 
firms have contributed between 3,000 
and 4,000 items, to range from plastic 
surgical products to kitchenware. 

Exhibit is divided into seven prod- 
uct areas: plastic 1950-60 to show 
growth of the industry, plastics in the 
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home, plastics in recreation, plastics 
in the arts (architecture, painting, 
sculpture, music and handicrafts) and 
plastics 1970 for a look at the future. 

Congress appropriated $1.7 million 
for all three exhibit expenditures. 
U.S. Information Agency set up a 
panel to select 20 young Russian- 
speaking American men and women 
to act as technical-demonstrators for 
the plastics exhibit. 

This 5,000 sq. ft. exhibit was de- 
signed by Chicago firm, Latham, Ty- 
ler, Jensen, then turned over to The 
Displayers, Inc., New York City, for 
building. 

As for what Russia is doing about 
its exhibits to the United States, who 
knows? All that can be said is that 
no exhibit is enroute to the U.S. at 
this time. Nor have any dates been 
set to show Russian contributions 
However, New York, Cleveland and 
Denver are U.S. cities agreed upon 
for Russian tour. 


WESCON UPS SPACE 


San Francisco — Manager Don Larson 
reports that Western Electronic Show 
(WESCON) in 1961 will be able to 
assign exhibit space to all exhibitors 
on the waiting list. Show is sched- 
uled for Cow Palace, Aug. 22-25. “In 


recent years show has operated under : 


severe floor space restrictions, as many 
new and some growing companies 
have sought to display their wares,” 
says Larson. Some 1,180 booths have 
been laid out for the Palace and auxil- 
iary buildings. Last year in Los 
Angeles, booths numbered 987. 
This year, WESCON will adopt a 
“charge card” system at its show. 
Visitors will hand Addressograph- 
Multigraph card to the booth attend- 
ant. Attendant will slip card into an 
imprinting machine to register the 
name, title, company and address em- 
bossed on card. Card is similar to 
hotel and restaurant charge cards. 


CHET WELLS RETIRES 


Novelty Park, O. — Chester L. Wells, 
American Society of Metals exposition 
manager, retired from this post fol- 
lowing the Western Metal Exposition, 
in March. Wells succeeded William 
H. Eiseman after his death in 1958. 
William J. Hilty, who has been ad- 
vertising manager for ASM, has filled 
Well’s post. 


AMERICA’S 
MOST COMPLETE 
RESORT HOTEL 


FEATURING 

Summer Rates—June through September 
American or European Plan 

560 Large, Comfortable Rooms and Suites 
100% Air-Conditioned 

Two Championship PGA Golf Courses 
Twin Cascade Mountainside Pools 
Skiing, Boating and Water Sports 

Fishing in nearby lakes and streams 
Hiking and Horseback Riding 

Dancing, Night Clubbing, Entertainment 
American and Continental Cuisine 
Spacious Ballroom and Dining Facilities 
Modern Decor by Dorothy Draper 
Centrally located, Nationally 

Easy to reach by plane, train or bus 


PLUS THE 


WORLD-FAMOUS THERMAL BATHS 
> 
HOST TO SELECT GROUPS 
JUNE THROUGH JANUARY 
& You will be more than 
ar hi pleased with the service and 
BERS OF special attention your meet- 
NS ing will receive at the 
Arlington. Reasonable prices, comfort- 
able modern guest rooms, spacious, 
well-equipped meeting rooms, superb 
cuisine and unlimited fun and enter- 
tainment facilities make the Arlington 
your ideal convention site. For a smooth- 
running, pleasant meeting, choose 
America’s most complete resort hotel, 
the Arlington. 


WRITE OR WIRE 
R. E. McEACHIN, General Manager 


THE 


100 FOUNTAIN AVENUE 


HOT SPRINGS NAT’L PARK 


* ARKANSAS: 
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imag iner — 


A CONVENTION» 
IN CANADA! 


Imagine the excitement and adventure of a trip to a new country! Imagine the finest convention accommodations coupled with 
unexcelled service. Imagine no more. Select a Canadian National Hotel for your most successful convention ever. Canadian National 
offers you the choice of ten easy-to-reach hotels—strategically located coast-to-coast in Canada’s most colorful settings. For illustrated 
literature, floor plans, etc., write: Robert Sommerville, General Manager, Canadian National Hotels, Ottawa, Canada. 


MONTREAL—THE QUEEN ELIZABETH* *« OTTAWA—CHATEAU LAURIER «© VANCOUVER—HOTEL VANCOUVER? « JASPER NATIONAL 
PARK—JASPER PARK LODGE *« EXNMONTON—THE MACDONALD « SASKATOON—THE BESSBOROUGH ¢ WINNIPEG—THE FORT GARRY 
HALIFAX—THE NOVA SCOTIAN « CHARLOTTETOWN—THE CHARLOTTETOWN « ST. JOHN'’S—NEWFOUNDLAND HOTEL 


A CNR Hote! operated by Hilton of Canada Ltd. tUnder joint management of Canadian National Railways and Canadian Pacific Railway Company. 


EVEN 

BETTER 

THAN | 
IMAGINED! CANADIAN NATIONAL HOTELS 
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PIGGYBACK EXHIBITS 


Chicago—Piggyback railroad cars will 
be used to transport exhibits from 
National Hardware Show in McCor- 
mick Place, Oct. 2-6, to Eastern Lawn 
Garden and Allied Products Trade 
Show in the New York Coliseum, Oct. 
20-22. Arrangements have been made 
with Pennsylvania Railroad to have 
trucks move on top of rail cars. Plan 
eliminates extra loading and unload- 
ing of exhibits, Frank Yeager, man- 
aging director, Hardware Show, an- 
nounces. 


GO-AHEAD FOR CENTER 


Boston—Roadblocks have been all but 
cleared for building of Prudential 
Center, when the mayor of Newton 
agreed to permit an 11-mile toll road 
to come through his community. 
Newton is a suburban city within 
greater metropolitan Boston. Pruden- 
tial began construction on a $100 
million multi-purpose center, when 
work was halted due to a wrangle 
over a road to come underneath the 
project. If Newton had not gone 
along with this Massachusetts Turn- 
pike extension, a free access highway 
would have to have been built through 
the center from a different route. 
Earlier Prudential threatened to drop 
the whole project if local authorities 
did not settle dispute soon. 


DETROITERS JOIN EP&DA 


Detroit—Display Designers and Man- 
ufacturers Assn. of Greater Detroit 
recently became Michigan chapter, 
Exhibit Producers and Designers Assn. 
William Dopkowski, Animated Dis- 
plays Co., newly elected preside nt of 
the state chapter, claims, “Move will 
allow greater cooperation on a na- 
tional scale with exhibitors who will 
come into Detroit for the many con- 
ventions at Cobo Hall.” Other officers 
are: Walter Remter, H. B. Stubbs Co., 
as vice-president and treasurer; Ray- 
mond Johnson, George P. Jahenee 
Co., as secretary. 


REBATES FOR EXHIBITORS 


Chicago — Board of directors of 34th 
National Housewares Exhibit voted to 
turn back 16% of exhibitors’ fees, at 
its annual meeting April 13. Vote 
continues show’s perfect record of 
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continued 


refunds after each of its 34 shows 
since 1939. G. C. Kubitz, National 
Housewares Manufacturers Assn. 
president, says, “Refund was achieved 
against steadily increasing trade show 
costs through the years and the Janu- 
ary move into McCormick Place.” 
Kubitz and other NHMA officers were 
returned to office in elections at the 
annual meeting. 


U.S. CENTER IN LONDON 


London—More than 50 U. S. firms will 
exhibit their houseware products at 
the new U. S. Trade Center in London 
this June, says Bureau of Foreign 
Commerce. Center is a permanent 
“showcase for American goods” 
abroad. Bureau reports similar ex- 
hibits are to be set up elsewhere in 
the world. It’s Department of Com- 
merce’s promotion to help balance 
dollars spent on exports versus im- 
ports. 


AIR CAR EXHIBIT ABROAD 


Tokyo—Prototype of a wheel-less, air- 
cushion vehicle (developed by a doc- 
tor in Illinois) was a U.S. exhibit at 
4th Tokyo International Trade Fair 
in March. Aeromobile 200-2 travels 
a foot above the ground, uses air, 
forced downward, to provide a cush- 
ion on which vehicle rides. Aeromo- 
bile is scheduled to go to three other 
international shows: Turin, _ Italy, 
“Italia *61 Centenary Celebration,” 
May 6-Oct. 31; Zagreb, Yugoslavia, 
International Trade Fair, Sept. 9-24; 
and New Delhi, India, Indian Indus- 
tries Fair, Nov. 13-Jan. 1, 1962. 


McCUE HEADS A. C. HALL 


Atlantic City—Frank McCue has been 
appointed manager of Convention 
Hall to fill vacancy created by Philip 
E. M. Thompson, who retired last 
year. He has been a Convention Hall 
employe over 31 years. McCue, who 
was born in Pittsburgh, was graduated 
from Atlantic City High School in 


1929. Following September, he be- 
came a bookkeeper at Convention 
Hall. Mayor Joseph Altman an- 
nounced the appointment. In the 


Hall’s reorganization shuffle, John 


Pitale has been moved to deputy 
manager. Number of assistant man- 


agers was reduced from three to two. 
Herbert Foster and James F. Horacek 
now fill these posts. 


LA 
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—" THE Hypso™ 


ere, in one of New York State’s 

most beautiful sylvan settings, is 
a quadrangle of comfort and convenience 
with both perfect atmosphere and com- 
plete facilities for your next conference 
of 10 to 100. 


Your choice of several meeting rooms in 
several buildings to meet your special 
requirements and assure 

privacy. And, at 
your service a staff 4 
that knows how to 
help make meetings, 
conferences and sem- 
inars successful. 


* Country estate size guest rooms 

»* Gourmet quality food and drink 

»* Charming cocktail lounge 

* Outstanding 18 hole golf course 

* Beautiful Olympic pool 

¥ 3 Fast clay Tennis Courts 

* Direct telephone wire to 
Manhattan 

»* Complete hotel-resort services 


ONLY 45 MINUTES 
FROM MID-MANHATTAN 


Convenient via New York Thruway, 
Palisades Parkway and 

Public Transportation. 

(10 minutes from Exit 13) 


Interested ? 


Just write or call for illus- 
trated brochures, rates and 
availabilities. Or, better yet, 
call to arrange a tour of 
inspection. 


wnt 
od 
“a 


N.J, 


Zac CITY, N.Y. 
Telephone: New City —4-4626 
New York—LOrraine 2-7575 


JOHN E. STRAUB, General Manager 
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Did you hear the one about 
the Traveling Salesman? Here’s a story that’s being told in more 


and more sales circles across the nation. It’s all about Eastern’s Incentive Vacation Plan...the 
plan that gives salesmen free vacations in famous resort areas for exceeding sales goals. 
Eastern’s IVP is a jet-powered method of sparking sales at every level. And best of all, 
Eastern’s IVP pays for itself. It either produces results or costs you nothing! 
Eastern, with proven experience in IVP’s, is best qualified to custom-tailor this jet-powered 
sales stimulator to fit your needs. Eastern serves the greatest resort centers in the United States, 
Puerto Rico, Bermuda, Mexico and Canada with the world’s most advanced airliners. 


Find out today all about this jet- 
powered incentive program. Write or 
call Incentive Vacation Department, 
Eastern Air Lines, Inc., 10 Rockefeller 3 —: 
Plaza, New York 20, New York. = ae 


EASTERN |AIR LINES 


World Leader in Incentive Vacations 


Miami Beach’s most celebrated 


Convention World... oles fCoc 


ALL THIS IS YOURS...FOR A PERFECT CONVENTION! 
e 14 meeting rooms or combinations . . . to seat any size meeting from 24 to 1600! 
@ Monitored air-conditioning ¢ Modern lighting and sound equipment 
© Outstanding cuisine . . . served from an ultra-modern kitchen, 

strategically placed to serve every banquet with maximum expediency 
e Underground parking garage @ Yacht anchorage on protected Indian Creek 
© 30,000 square feet of drive-in exhibit space at reasonable rates 


ALL THIS — PLUS: 
© Olympic pool and private ocean beach 
© Over a hundred luxury cabanas with individual bathrooms 
© Magnificent covered outdoor pavilion 
for dining and dancing, outdoor meetings 
e Three delightfully different 
dining rooms to suit your every mood 
e Informal gaiety and dancing in 
Harry’s American Bar—Garden Cafe 
e Fabulous entertainment nightly 
in the unparalleled Cafe Pompeii 
JOHN LEISHMAN, Director of Sales 
GEORGE E. FOX, Managing Director 


SEND FOR COMPLETE CONVENTION BROCHURE 


. .. blueprinting complete plans and details = OCEANFRONT 


45th to 47th STREETS 
MIAMI BEACH, FLORIDA 


New York: PLaza |-3460 Chicago: MOhawk 4-5100 
Atlanta: Jackson 4-3486 Los Angeles: DUnkirk 8-115! 
St. Louis: Garfield 1-4081 Washington: Federal 8-648! 
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Nationally represented by: 
The John A. Tetley Co. and 
Leonard Hicks, Jr. & Assoc. 
Los Angeles DU 8-1151 
San Francisco DO 2-2022 
Chicago MO 4-5100 
Detroit WO 2-2700 


Moet with Success atthe Starilatt! 


LAS VEGAS’ COMPLETE CONVENTION HOTEL 


UNSURPASSED MEETING & BANQUET FACILITIES! 
For Groups of 10 to 1,200! 


PAN AMERICAN ROOM-Theater-style meetings, din- 
ners, cocktails. 1710 sq. ft. Can divide into two rooms. 


From 50 to 400 people. 


- INTERNATIONAL ROOM - Theater-style meetings, din 
ners, cocktails. 4810 sq. ft. Can divide into two rooms. 


From 75 to 900 people 


CROWN ROOM - Theater-style meetings, banquets, 


dinners, cocktails. With full size theater stage. 5074 
sq. ft. 725 people for theater-style meetings. 


EXHIBITORS GALLERY - Available for exhibitions, walk- 
around displays, demonstrations, product previews. 


5375 sq. ft. Accommodates 700 for cocktails. 


EXECUTIVE ASSEMBLY ROOM - For special executive 


meetings. 775 sq. ft. Up to 85 people. 


BOARD OF GOVERNORS ROOM - For senior executive 
meetings. 1056 sq. ft. Up to 150 people. 


TICKER TAPE LOUNGE- Meetings, luncheons, cocktails. 
510 sq. ft. From 25 to 100 people. 


NEPTUNE DINING ROOM - Breakfasts, brunches, 
lunches and snacks. Can be divided in half for special 
purposes. 2576 sq. ft. 

PLUS 
CAFE CONTINENTAL — Theater-style meetings, break- 
fasts, brunches, lunches—in the world’s most spectac- 
ular theater. 6300 sq. ft. From 800 to 1200 people. 


AND NOW! THE EXCITING NEW AKU AKU RESTAURANT FOR EXOTIC POLYNESIAN FOODS! 


1295 MODERN 
AIR-CONDITIONED 
ROOMS & SUITES! 


Radio and Television! 
At-your-door parking! 
4 convenient dining areas! 


19,. 3961 


NOW! ON STAGE! 
3rd All-New Edition! 


LE LIDO DE PARIS 
1961 “lovue 


LAS VEGAS, NEVADA 


AND MORE FUN! 


You'll get more done...then 
have more fun! Stellar enter- 
tainment in the Stardust 
Lounge from dusk till dawn! 
Two Olympic-sized swimming 
pools! All the fun for which 
Las Vegas is famous! 


Washington D.C. EX 3-6481 
Miami PL 4-1667 

New York MU 8-0123 

Or contact 

Director of Sales 

DU 4-6350 

Las Vegas 
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ABBOTT LABORATORIES 
North Chicago, Ill. 


ANSUL CHEMICAL CO. 
Marinette, Wis. 


ARMOUR PHARMACEUTICAL 
co. Chicago, [lL 


BELL & GOSSETT COMPANY y 
Morton Grove, IIl. : 


COMMONWEALTH EDISON 
COMPANY Chicago, Il. 


CRANE CoO. Chicago, | 

THESE CLIENTS THE CREAMERY PACKAGE =| 

DOUGLAS FIR PLxwooD ASSN. 

OF LONG STANDING THE DOW CHEMICAL cn, 
E. 1. duPONT deNEMOURS & CO. 


ARE EVIDENCE OF EASTMAN KODAK CO. 


Rochester, N. Y. 
EKCO PRODUCTS COMPANY 


OUR ABI L lig ie 4 GEORGIA-PACIFIC ae x 


Portland, Ore. 


GENERAL ELECTRIC CoO. 
TO CREATE bis. | 
GENERAL ELECTRIC, i | 
X-RAY DIV. Milwaukee, Wis. 


A ND onl E RVIC E NTELEPHONE. CO. Chicago, Il. 
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HARVESTER CO. Chicago, IIl. 
JOHNSON SERVICE CO Vv 


PR O GR A M M I N GC Milwaukee, Wis. h 


MEAD JOHNSON & CO. 


Evansville, Ind. d 
MINNESOTA MINING & i 
MFG. CO. St. Paul, Minn. i 
MOTOROLA INC. Chicago, Il. | 
OWENS-CORNING FIBERGLAS t] 
CORP. Toledo, Ohio is 
PEOPLES GAS LIGHT & 
COKE CO Chicago, Ill. 4 
PORTLAND CEMENT ASSN. fies 
Chicago, IIl. w 
STANDARD BRANDS INC. ; - 
New York, N. Y. | ar 
SWIFT & CO. Chicago, Ill. | 


THE TRANE CO., La Crosse, Wis. 
A complete professional service including counsel, planning and design, 
construction, installation anywhere and storage if desired. | 


WE PRODUCE 


e n e r a | in our own shops: 


Convention Exhibits 


> shi Museum Exhibits 
» x h | bit S Trade Fair Exhibits 
& dis p lavs Traveling Exhibits 
eo Showrooms 
inc, Sales Meeting Props 
Models 
2100 NORTH RACINE AVENUE Cutaways 
CHICAGO 14, ILLINOIS : oe Animation 
udio-visual Devices BL 
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KODAK exhibit is series 
of manned counters at 
i which visitors could in- 
spect merchandise and 
ask personnel questions. 


Visitors Respond to Design 


ARE THE THINGS that make an im- 
pression on the average trade show 
visitor the same things that the ex- little experiment, reactions of visitors were compared with an 
hibit designer sees as important? How ed , 
about an advertising agency man,  @Xhibit man’s analysis of exhibits and an advertising agency 
does he see things the same way as Sats . es 
either the show visitor or the exhibit ™an‘’s impressions of the same exhibits at same trade show. 
man? 

We conducted a little experiment at 
the Master Photo Dealers’ and Fin- 


Design and booth layout affect the trade show visitor. In a 


ishers’ Show, March 12-16, in Phila- Robert Barry, president, Lewis Barry, _ three typical show visitors, picked at 

delphia. Aim was to see whether Inc., exhibit producer, and D. Fred- random at the show. These visitors 

there was any similarity between erick Clark, art director, Gray & Rog- were simply asked to make sure to 

what a visitor at the show experienced ers, advertising agency, to visit five visit the five booths during their trip 

and what an exhibit specialist and an booths at the Photo Dealers’ Show. through the show and to give us their 

advertising agency man saw. We then matched their comments impressions of what they saw and ex- 
Here’s what we did. We asked about the exhibit with comments from perienced. 


BUYER Robert Bailey, Maas Brothers, AGENCY Art Director Frederick Clark, PRES. Robert Barry, Lewis Barry Inc., 
Fla., tours the Bell & Howell exhibit. Gray & Rogers, makes notes on exhibit. exhibit builder, sees Polaroid booth. 
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Exhibit chosen for this experiment 
were Eastman Kodak, Polaroid, Argus, 
Bell & Howell and Keystone. All were 
centrally located on the first floor of 
Philadelphia’s Convention Hall. These 
five were selected because they are 
big names in photo supplies - with 
somewhat similar objectives and mer- 
chandise. 

These were the visitors who gave 
their impressions of the exhibits they 
visited: L. H. Williams, laboratory 
manager, Gilt Edge Photo, Baltimore, 
Md.; Jack W. Abel, Abel’s Photo, To- 
ronto; Robert J. Bailey, camera equip- 
ment buyer, Maas Brothers, Tampa, 
Fla. 

What did this experiment indicate? 
Many things. Among them, visitors 
are not conscious of exhibit technique 
or of exhibit elements. They simply 
get an impression of size, friendliness 
or helpfulness, information-giving, or 
crowding, coldness or dullness. They 
don’t often know why they feel as they 
do about particular exhibits (and there 
is no reason why they should). 

While visitors just have impressions 
of the most general sort, an advertis- 
ing agency man will have stronger im- 
pressions The exhibit specialist not 
only has impressions but can spot the 
elements, causes or aids. 


Kodak Outstanding 
For instance, all three show visitors 


who were interviewed considered the 
Kodak exhibit as outstanding. One 


visitor described Kodak’s exhibit as 
“convenient”. Another said displays 
within the exhibit were “easily acces- 
sible.” Advertising agency-man Clark 
explains his impressions of the Kodak 
exhibit: “Display units were set in 
diamond position giving a feeling of 
spaciousness and making for easy ac- 
cess. Says exhibit-man Barry, “In- 
dividual display areas provided maxi- 
mum wall space and offered a positive 
traffic flow.” Thus, you see, that dis- 
play technique does affect the visitor. 

Another element mentioned by 
visitors to the Kodak exhibit was the 
ease of getting information. This is 
what Barry says about this phase of 
the exhibit: “Each of the individual 
display areas of the kodak exhibit con- 
tained action—either manual 
demonstration or operable equipment. 
This helped to present a good over- 
all effect in that there seemed to be 
action no matter where you turned. 
Booth personnel wore yellow jackets 
which were good tie-ins since you had 
no problem locating an attendant. 
Kodak made interesting use of an in- 
formation center to direct visitors to 
different product displays. Layout of 
individual product displays enabled 
separate conversations of specific in- 
terests. 


some 


Said one show visitor on this same 
subject: Kodak men in yellow jackets 
let me know to whom I should direct 
questions.” “There were plenty of 


men on hand to help me.” “For me, 
Kodak is the show.” 
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KEYSTONE exhibit has tough location, design-wise. Area is half under balcony. 
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How Big Were They? 


How did exhibits used in this 
experiment compare in size? 
According to figures released 
by R. J. Wilkinson, manager, 
Master Photo Dealers’ and 
Finishers’ Show, exhibit space 
allocations were: 

Kodak — 3,896 sq. ft. 

Argus — 1,360 sq. ft. 

Bell & Howell — 640 sq. ft. 

Keystone — 324 sq. ft. 

Polaroid — 324 sq. ft. 

Total space used by all ex- 
hibitors at the show was 4§8,- 
000 sq. ft. 


Argus Exhibit Described 


This is the way advertising agency- 
man Clark describes the Argus ex- 
hibit: “It had strong, clean, smart 
modern approach—big in concept, well 
designed. It was inviting and had 
good visual impact. Once inside, in- 
dividual cubicals had items displays 
with attendant demonstrators who 
could give you the complete story. 
No motion was used, but the whole 
represented an effective formal mar- 
keting tool.” 

Same exhibit, as described by ex- 
hibit-man Barry: “First thing that im- 
pressed me with this exhibit was the 
pavilion approach which encompassed 
‘see-through ability,’ yet maintained an 
effectiveness. This was accomplished 
with flattened expanded metal parti- 
tions along both sides of the eshibit. 
Main cross aisle was impressive with 
its oval shape opening within which 
were mounted individual cameras. 
This opening presented a good prod- 
uct display and also gave a hint as to 
what was going on inside. The six 
semi-circular conference areas were 
relatively private but not confined. 
They were separated by baffles on 
which were mounted photo blowups.” 

What did visitors think of the Ar- 
gus exhibit? One described it as 
“nice,” but found it too crowded when 
he visited. “You feel like you're in a 
sardine can,” he said. “Crowds 
didn’t give those really interested a 
chance to get into the exhibit.” 

Another visitor to Argus’ booth liked 
the conference tables in alcoves. 
“Tables showed the company wanted 
to talk business,” he said. “I didn’t 
feel particularly rushed in the Argus 
exhibit.” 
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One visitor rated Argus as best he 
visited. “Argus has a lot to offer, 
well-lighted exhibit, and room to sit 
down and converse with representa- 
tives. The exhibit serviced me with 
what I wanted.” 


Bell & Howell Exhibit 


Here’s the ad agency man’s reaction 
to the Bell & Howell exhibit: “Open, 
inviting, large without being impres- 
sive. It was rather somber in color. 
Action in the circular center band was 
offset by a myriad of messages 
throughout. This gave a piece-meal 
effect. The exhibit was not a stop- 
per.” 

“I didn’t see the salesman I was 
looking for, so I didn’t spend any time 
at the exhibit,” one show visitor said 
of Bell & Howell's booth. Another 
said: “There wasn’t enough room to 
move in and handle the merchandise.” 
Third visitor thought Bell & Howell 
had a lot crowded into a small area. 

Some of the exhibit man’s com- 
ments on Bell & Howell’s exhibit: “It 
is my feeling that a little less walnut 
would have been good in that it 
tended to make the area appear dark. 
Colors were good, but there were too 
many of them. Majority of copy and 
pictures were poorly lighted. They 
seemed to lose a lot of impact that 
could have been had. In back of 
each corner was a product display be- 
hind glass which was easily visible, 
but very poorly lighted and tended 
to become lost.” Basically, Bell & 
Howell made good use of its island 
space by dividing the area into four 
corners, each of which faced to aisles 
and each had a complete product line 
display, the exhibit man points out. 


Polaroid Seemed Big 


Polaroid, in the opinion of one show 
visitor, was “a big exhibit,” but it had 
only one counter which he pointed out 
as a drawback. His major criticism: 
“I couldn't find anyone to talk about 
the 850 and 900 series Polaroid 
models. Salesmen were too pre-occu- 
pied with the demonstrations of Polar- 
oid’s commercial story.” (Exhibit was 
aimed at the commercial photographer 
rather than the camera dealer. ) 

A second visitor reported tremen- 
dous crowds prevented him from get- 
ting near the counter to ask questions 
at the Polaroid booth. Third visitor 
thought that Polaroid exhibit was 
large. (He wasn’t interested in the 
exhibit because as a processor, “Polar- 
oid takes away our bread and but- 
ter.” ) 

Advertising-man Clark saw Polar- 
oid this way: “This was an ideal dis- 
play—dramatically theatrical in im- 
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BELL & HOWELL exhibit creates a rectangular pattern of counters where visitors 


could handle products attached to chains. Crowds hampered product visibility. 


POLAROID exhibit is open front and back to give the 324 sq. ft. area larger 


appearance. Murals add to feeling of spaciousness. Visitors thought booth big. 


pact, delightfully simply in concept, a 
real stopper. And this was achieved 
without color or motion. The over- 
whelming 13-ft.-high head of a 
bearded man (blown up from a 4” by 
5” negative) delineated every whisker. 
It told an eloquent story without 
words, a top drawer job.” 
Exhibit-man Barry views Polaroid 
this way: “The most impressive thing 
in this booth was the trade-fair ap- 
proach, accomplished by use of large 
photo blowups—beautifully done and 
of excellent subject matter. Product 
display was not overwhelming but 
well done. Actually, a display of 
Polaroid products, I feel, is not neces- 


sary inasmuch as there is strong fa- 
miliarity with the products. Polaroid’s 
demonstration was good but extremely 
limited from a spectator’s point of 
view. Only the first row or two of 
people could see or hear what was go- 
ing on. It is my feeling that the speak- 
er and his props could have been ele- 
vated 10 or 12 inches for better ‘see- 
ability’ ” 


Keystone Has No Impact 


From the point of view of an adver- 
tising agency man, Keystone exhibit 
was “open, easy to wander in and 


(Continued on page 181) 
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New theory helps you to pick shows “by the numbers.” Ten fac- 
tors are given point values. You judge how many points each 
factor is worth and add up total score. When you compare total 


scores for all shows you consider, you have a ranking for each. 


ROBERT LETWIN 
Editor 


CAN YOU select shows in which to 
exhibit with something more reliable 
than a crystal ball? I believe you 
can, and offer a new theory. It’s based 
on simple arithmetic. 

This system is designed to — 
shows rather than judge a single show 
in a vacuum. Aim is to put numer- 
ical values on a number of shows and 
to see which scores highest. 

You may find this method of value 
when you must make a decision be- 
tween several shows and a budget 
that can’t be stretched to cover all of 
them. 

Because values you place on a show 
are based on judgment, prejudice of 
one kind or another may creep in. 
However, if the same person judges 
all the shows on the same basis, re- 
sults should be balanced. 


Three-Part Evaluation 


There are three parts to this evalu- 
ation: the market, show manage- 
ment, and your company. Points are 
scored for factors under each of the 
three categories. The market, under 
this point system, is worth up to 35 
points. Show management is worth 
up to 45 points, and your company’s 
marketing situation is worth up to 30 
points. 

For instance, under Market, “con- 
centration of users or potential users 
of your products or services in the 
area of the show site (within 150 
miles)” is worth up to 20 points. Rea- 
son you consider the show market as 
a 150-mile radius is because experi- 
ence indicates that 75% of show visit- 
ors (even at national shows) come 
from within 150 miles in almost every 
instance. 

If the site of the show is not in the 
geographic center of your biggest 
market, you may value it as only 15 
points, or perhaps 10 points, or less. 
Admittedly, this works to the disad- 
vantage of a show in smaller markets. 
But, you must consider potential at- 
tendance. (An oil show in Oklahoma 
certainly has greater potential for at- 
tendance of oil men than the same 
show in Montana.) And while visit- 
ors to national shows do travel great 
distances, again, the bulk (historic- 
ally) comes from within compara- 
tively short distances. 

This site factor, if it scores low, can 
be compensated by the next consid- 
eration: “percentage of association 
membership that normally attends the 
show.” Thus, while a show may not 
gain many points because it is not in 
the center of the industry geographic- 
ally, if a high percentage of associa- 
tion members do attend, the show 
will gain points in this category. 

Next item to be considered is “time 
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of year show is scheduled.” If the 
show is held at a time that is normally 
a buying period in the industry, it 
could earn points. 

On the score sheet, I have put point 
values from zero to a maximum for 
each of the 10 elements to be judged. 
These point values are arbitrary. For 
your needs, you may want to juggle 
the figures before you use this score 
sheet. The values are based on trade 
and industrial shows generally. In 
your field, peculiar circumstances may 
prompt you to give more or less 
weight to one or more factors. 

Several items may be conspicuous 
by their absence. For instance, no 
mention is made of total attendance. 
It is left out by design. Too often, 
we fall into a trap of putting too much 
value on big numbers. Tendency is 
to consider a show with 20,000 at- 
tendance as much better than a show 
with 10,000. This need not be the 
case. Important consideration _ is 
what percentage of the larger audi- 
ence is made up of just the kinds of 
visitors you want to see and talk to in 
your booth. Often, large numbers of 
people of doubtful value can be a dis- 
advantage. They take time and at- 
tention of booth personnel away from 
genuine prospects. 


Fact-Finding Problem 


First big problem this system might 
pose for you is how do you get the 
facts on which to base judgments? 
This will take some digging and cor- 
respondence with show management. 
However, it is much easier to dig for 
facts that you know you need than 
to go after facts generally with no sys- 
tem for evaluating them. 

As a start, you might want to get 
all the facts outlined by Association 
of National Advertisers’ “Show and 
Exhibit Check List.” This list, when 
completed, should give you most of 
the data you need to apply to the 
score sheet. (ANA’s check list is 
available by writing: Association of 
National Advertisers, 155 East 44th 
St., New York 17, N. Y.) 

Another factor left out—by design— 
from the score sheet is competition. 
It is not a good practice to base your 
decision to participate in show on 
what competition does. First, compe- 
tition may be making a mistake. Sec- 
ondly, what prompts a competitor to 
go into or stay out of a show may be 
a situation that does not apply to your 
company. For instance, your com- 
petitor may be strong in an area that 
may be weak for you, or vice versa. 
Or, you may be expanding your line 
and he isn't. Or, you need to back 
new distributors and he doesn’t. Any 
number of factors may influence him, 
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but they should not influence you. 
Your decisions should be based on 
your marketing needs. 

If, after you have scored all the 
shows of possible interest and have 
picked the ones you want to go into, 
then you may consider competition. 
Then you might want to consider how 
you will appear against a competitor 
on the floor. However, competition 
should not dictate the shows you se- 
lect, and should only be regarded a 
factor—among many—when exhibit 
design is considered. 

One caution: This system will not 
work at all if more than one person 
judges shows. You may feel strongly 
about one point and he places em- 
phasis on another. Thus, if you each 
score different shows, the relationship 
of scores may be inaccurate. How- 
ever, it may be a good idea if you 
judge all the shows and someone else 
judges all the shows. Then compare 
scores. My hunch is that the total 
scores for each show may vary 10-15 
points (it would surprise me if they 
didn’t). However, the top scoring 


show should be the same for both 
tallies. The number two show should 
be the same, and so on. 

I can’t prove that this system will 
work. You'll have to do that. How- 
ever, I believe it is a sound approach. 
Try it. After you have picked shows 
one, two and three (and on down the 
list), keep records of sales, inquiries 
or any other criteria you use to aval- 
uate your show participation. See if 
the show that scored highest in your 
pre-show evaluation came out as best 
after you exhibited. 

Let me know how this system works 
for you. At Association of National 
Advertisers workshop on “Increasing 
the Effectiveness of Shows and Ex- 
hibits,” two groups of advertising ex- 
ecutives pondered over this score 
sheet system, questioned many points, 
and seemed to agree it had some va- 
lidity. Maybe it will fit your needs. 
At least, a high score is much more 
justification for investing in a show 
than a vague “feeling” that the show 
may be “good for us,” or, “our com- 
petitors are in it.” @ 


Score Sheet for Show Selection 
MARKET—maximum of 35 points 


(0-20 points) Concentration of users or potential users of your 
products or services in area of show site (within 150 miles). 


(0-5 points) Percentage of association membership that attends 


show. 


(0-2 points) Time of year show is scheduled. (Does it fit buy- 


ing habits of the industry?) 


(0-8 points) Present customers’ attendance at past shows (or 
interest in attending if show is new). 


SHOW MANAGEMENT—maximum of 45 points 


(0-20 points) Reputation of show management as show pro- 
ducer. (Consider your company’s past experience, comments 


and reports of past exhibitors.) 


(0-5 points) Relations of show management with press and/or 
associations. (If show is association sponsored, show’s rela- 
tions with allied associations and the press. 


(0-20 points) Show designed for or embracing attendees whose 


job titles you seek. 


YOUR COMPANY—maximum of 30 points 


(0-10 points) You have new or improved product or service to 


aim at specific audience. 


(0-10 points) You need to strengthen geographic area, build 


distribution. 


(0-10 points) Show audience fits over-all marketing objectives. 
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TYPICAL floor situation before opening of American Foundrymen’s Society Show. (See explanation at bottom, opposite page.)* 


Labor Costs Can Be Cut! 


Foundry Show management sets up rules and regulations de- 


signed to give show manager complete control of charges and 


bills for labor and services at show. Cities, halls and service con- 


tractors agree to rules in advance. Aim is to keep costs in line. 


By WILLIAM M. MALONEY 


General Manager, American Foundrymen’s Society 


LET’S QUIT fooling with $3 billion 
i veal! 

In the past five years or so, in only 
12 major U. S. cities, at least $2 bil- 
lion have been invested in new and 
improved convention-exhibit facilities. 

This huge investment was not made 
simply because of “civic pride.” It 
was spent for one reason: Each com- 
munity hoped to cut itself a larger 
slice of the $3 billion spent annually 
at American conventions and exhibits. 

These huge investments and tre- 
mendous facilities now face an uncer- 
tain future everyone con- 
cerned quits fooling around with $3 


unless 
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billion a year. And by “everyone” I 
mean everyone: cities that own these 
halls, men who manage them, those 
who sponsor expositions, exhibit serv- 
ice organizations, and exhibitors them- 
selves. 

The American industrial exposition 


This article results from a speech 
given before Association of National 
Advertisers Workshop on “Increasing 
the Effectiveness of Shows and Ex- 
hibits,” New York City, March 22, 
1961. 
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is in large degree responsible for the 
superiority of American productivity. 
Countless new and improved mate- 
rials, methods and processes have 
been introduced at these events. They 
encourage billions of dollars in capi- 
tal investments and stimulate constant 
improvements in labor-saving, cost- 
saving and safe-practice methods. Re- 
sulting flood of quality goods, priced 
for maximum market, is the direct 
cause of America’s high standard of 
living. 

During the past 15 years, however, 
cost of exhibiting at industrial exposi- 
tions in this country has been increas- 
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ing to a degree where we believe it is 
now time to call a halt. I say, “It can 
be done.” 

Admittedly, the problem is com- 
plex, but in final analysis, it has been 
created by two things: lack of or- 
ganized control, and an almost uni- 
versal policy of charging “all the 
traffic will bear.” 

Here are some of the more obvious 
causes of extravagant exhibit costs: 

1. Excessive profit markups by serv- 
ice organizations. 

2. Frequent abuse of time-and-ma- 
terial provisions 

3. Universal lack of work standards 
and performance standards for serv- 
ice labor. 

4. Flagrant abuse of overtime rate 
provisions. 

5. Deliberate padding of service 
charges. 

6. “Diming-to-death” practices in 
charging exhibitors. 

7. Failure to prevent unnecessary 
work stoppages. 

8. Failure of exposition sponsors to 
act promptly on behalf of exhibitors 
when emergencies arise. 

9. Tendency of exhibitors to ignore 
requests for advance information on 
their requirements. 

10. Belief of some exhibitors that 
the only way to set up on time is by 
buying special treatment. 

Everyone who has even been in- 
volved in planning, budgeting, install- 
ing or operating an exhibit has en- 
countered one or more—or even all- 
of these practices. They are not, un- 
fortunately, confined to any one city 


or hall or hotel. In fact, most ex- 
hibitors today seem to accept the 
premise that excessive costs of installa- 
tion and operation are merely a mod- 
ern “way of life’—like taxes, juvenile 
delinquency or Communism. 

Trouble with this attitude is that it 
merely breeds more of the same sort 
of practices-and fewer worth-while 
displays. Those of you who recognize 
the value of exhibiting may accept the 
“principle” of being overcharged and 
continue to exhibit in spite of it. But 
there are many others who may come 
in with mere token activities without 
equipment, displays or showmanship 
—or who may not exhibit at all for 
fear of excessive costs. 

Let me say right here that any com- 
pany that plans to display at an indus- 
trial exposition should expect to spend 
money, not save it. At the same time, 
for every exhibit dollar spent you are 
entitled to expect full value in services 
and facilities. 

About a year ago American Foun- 
drymen’s Society reached a decision to 
do something about excessive exhibit 
costs. We could find no rules or 
precedent to guide us, but only a 
laissez faire attitude that varied ac- 
cording to the experience and _profi- 
ciency of individual exhibit managers. 
Neither could we find any interest on 
the part of other exhibit sponsors to- 
ward developing sound, business-like 
ground rules of operation. So we de- 
termined to go it alone. 

We, therefore, developed over many 
months, a definite set of “Rules and 
Regulations for the Conduct and 


Servicing of Expositions” sponsored by ‘ 


our society. These conditions have 


been distributed throughout — the 
country to civic officials, convention 
bureaus, exhibit halls, hotels, service 
organizations, exposition sponsors, and 
exhibitors. To date, we have received 
only universal commendation and ap- 
proval of these formalized conditions. 

To develop these ground rules, we 
acted neither as crusaders nor starry- 
eyed visionaries, but as professionals 
and business men. We were not try- 
ing to “put the screws on” anyone, so 
we sought opinions and approval of 
many service organizations, conven- 
tion bureaus and exhibit managers be- 
fore they were finalized. They will 
govern any exposition we conduct 
from now on. 

First of all, we reached the con- 
clusion that a basic difficulty has been 
the question of primary obligations of 
those who sponsor and those who serv- 
ice exhibit events. Here we dis- 
agreed with long accepted practice 
and have established the following: 

e Primary obligation of anv serv- 
ice organization we appoint is to 
our society, and the obligation of 
service organizations to exhibit- 
ors is of secondary nature 

What this means is that any serv- 
ice charge made must first be setis- 
factory to and approved by AFS be- 
fore it can be invoiced. After that we 
will stand back of the invoice and see 
that it is paid. Furthermore, if any 
dispute arises over service charges, 
we retain the right to enter the dis- 
pute and negotiate a settlement. 

Too many exhibit sponsors seem to 
feel that the exhibitor should fight his 
own battles over disputed service 
charges. Fact is, as we see it, that 


ik Labor is big cost item at heavy industry shows 


LETTERS A to J are key to labor jobs union men are 


given to put a show like the AFS Foundry Show to- 


gether: 


A—Installation of machine that molds, pores, shakes 


to be shored up by 12 x 12 in. timber. 


E—Vertical core-baking ovens, 20-ft. high: firebrick 
was actually laid over steel framework and heated 


by gas. 


out, finishes, and reclaims sand. Cost of set-up is 


about $50,000. 


F—Installation of equipment to clean castings and 


remove dusts. 


B—On stage, 18 separate molders, mixers and core- 


makers. Weight required complete overlay of timbers 
2 x 9 ins. x 18 ft., plus 12 quarter-inch, steel plates 


(4 x 6 ft.) to take load. 


C—One of 24 fork-lift trucks needed to move equip- 
ment in and out of show floor. 
cranes with 40-ft. booms were used. 


D—Molder Machine: concrete floor slab 6 x 6 ft. had 
to be removed to provide pit for operating parts, to 
simulate actual plant installation. Floor in areas had 


In addition, floor 


G—Crated exhibit awaits arrival of exhibitor’s per- 
sonnel to begin assembly. 


H—Marks location of 10 x 20 ft. vibrating screen. 


timbers. 


Weight of machine again required extensive shoring 
of floor in areas from basement, by 12 x 12 in. 


J—Shows AFS standard backwall, and one provided 
by an exhibitor. Standard backwall awaits draping 
by official decorators. 
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an appointed service organization is 
strictly an agent of the sponsor, and 
the sponsor must assume responsibil- 
ity for anything his agent does. 


re Sec ond basic problem concerns 
what an exhibitor can or cannot do to 
set up, operate and dismantle his dis- 
play. Up to now, everyone has care- 
fully ducked this problem, but it has 
become one of the most annoying and 
expensive matters we now face. In 
the belief that basic operating prin- 
ciples could be spelled out, we have 
developed the following: 


e AFS requires of all service or- 
ganizations, as a condition of ap- 
pointment, the precise state- 
ments of what exhibitors will 
and will not be permitted to do 
with their own personnel during 
installation and dismanting. Once 
such conditions are published, 
the service organization assumes 
full responsibility to maintain 
them without deviation. 


You cannot define this rule more 
precisely because labor jurisdictions 
and conditions vary from city to city; 
but there certainly can (and must) 
be agreement in advance so that ex- 
hibitors can plan accordingly. 

This one rule, of course, requires 
another as to what an exhibitor can 
do in his own booth after it is in- 
stalled. The following, we believe, 
covers it: 


e When a display-booth has been 
completely installed in accord- 
ance with published rules and 
regulations, and is ready for offi- 
cial opening, from that time on 
the right of the exhibitor to per- 
form any and all lawful activities 
within his display-booth shall be 
absolute 


This, of course, merely states a basic 
exhibit principle long accepted with- 
out question in most halls. It is 
spelled out, however, because it has 
been ignored recently in some cities. 
And to be fully effective it requires 
some additional detail, as follows: 


1. The exhibitor shall have abso- 
lute right to arrange, rearrange and 
move any exhibited materials, liter- 
ature, furniture, signs, supplies, and 
any readily movable display pieces, 
within his own booth as he may see 
fit, without anv interference of any 
kind. 

2. The exhibitor shall have absolute 
right to make any adjustments or re- 
adjustments of installed equipment 
that are normally required for pur- 
poses of demonstration and display 
during the exposition. 
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3. The exhibitor shall not have the 
right to disconnect and reconnect any 
power connection after installation, 
without express approval of the ex- 
hibit manager. 


4. The exhibitor shall not have the 
right to move or relocate any piece of 
equipment after installation, without 
express approval of the exhibit man- 
ager. 


To these basic principles there must 
be added others governing details 
that involve labor rates, cartage, 
power hookups, special services, etc. 
Briefly, here are some of the condi- 
tions we have established. 


Labor markups: We have set a 
maximum markup and what it must 
cover. We also specify that labor 
markups must be on actual wages 
paid; in other words, no “automatic” 
double-time if only time-and-a-half is 
paid. 


Cartage: Ours is a very heavy oper- 
ating show, and cartage bill runs very 
high. Without going into detail, we 
have set up ground rules intended to 
assure reasonable cartage charges. 


Power: Charges for power installa- 
tions cannot be shaded, but rules have 
been set up to cover establishment of 
main lines, to prevent duplicate 
charges for the same installation of 
lines, to specify what is included in 
published rates, and to provide for 
advance estimates of total installa- 
tion costs. 


Special services: Here we insist on 
precise advance estimates of cost, 
where possible, and will not permit 
unexpected charges not advised to and 
approved by us in advance. 


Labor conditions: We defy anyone 
to specify precisely what labor can or 
cannot do, but many situations can be 
and have been covered in our ground 
rules. For one thing, we limit the 
number of business agents and 
stewards on the floor, and require 
them to wear identifying badges. We 
have laid down preventive rules for 
application of minimum-hour provi- 
sions by means of a “pool” to handle 
many small jobs. We have rules to 
cover any requirement for standby 
labor. We insist that any workman 
report on the job with his customary 
trade tools. 

We also have set up two other 
highly important ground rules. 


1. Any complaint by a_ business 
agent is to come direct to the exhibit 
manager to settle—not to the exhibitor, 
nor the service organization. 


2. No work order signed by an ex- 
hibitor can be considered as “ac- 
cepted” for invoicing charges, and will 
not be considered by AFS as accept- 
ance per se of total labor hours per- 
formed, labor competence, or proper 
labor charges. 


Cost controls: In our experience, 
the time to control costs and settle 
arguments is not during or after the 
show, but day by day during installa- 
tion. We, therefore, intend to set up 
daily cost records and cost controls at 
all future AFS expositions, and to 
settle disputes when they arise. We 
shall require that all work orders, time 
slips, delivery orders and invoices be 
issued in triplicate, and no advance 
payments can be requested unless we 
approve. Finally, we insist that no 
service charges will be invoiced finally 
to exhibitors without our written ap- 
proval. 

Space here prevents my going into 
more detail on the numerous ground 
rules our society has established. I 
must add, however, that in our opin- 
ion, many so-called excessive charges 
are due to lack of cooperation on the 
part of exhibitors themselves. There- 
fore, in. order to assure exhibitors that 
these ground rules will work to their 
benefit, we have had to establish cer- 
tain rules for exhibitors also. 

Each exhibitor will be required to 
name a definite date to commence his 
own installation, and to abide by it if 
he wants to avoid excessive overtime. 

Installation personnel is required to 
check in only with our exhibit man- 
ager before any service labor will be 
made available to him. 

Exhibitors will be required to send 
in service orders not later than a speci- 
fied date, or run the risk of excessive 
charges. This applies particularly to 
power installations and special work. 

No attempts to obtain preferred 
treatment by tips, gifts or the like will 
be permitted at our future shows, 
since all services and service labor will 
be under direct control of the exhibit 
manager. 


> We admit that this is quite a pack- 
age of responsibility for AFS to under- 
take, but we believe in the value of 
industrial expositions and we intend 
to prove that costs of exhibiting can be 
maintained at reasonable levels by 
means of cooperation, control, and 
common business practices. Since 
these new show rules and regulations 
were adopted, we have yet to find 
any principle involved in our future 
shows who has said, “It can’t be 
done.” Rather, we have been pleas- 
antly surprised to receive the reaction: 
“Why didn’t someone do this long 
ago!” @ 
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VOLKSWAGEN set up on turning axis can’t help but attract 
Most visitors are not accustomed to seeing an 


attention. 


automobile in such an unusual position. Technique is pat- 
terned after similar exhibit technique, more common abroad. 


VW Exhibits Are Different 


Like everything about Volkswagen, it’s exhibits don’t follow 


patterns of other car makers. VW wants its exhibits to sell 


cars at the show, not simply get exposure. Distributors pay 


flat rate for use of exhibit materials and get special aids. 


By A. W. OUTCALT 


Sales Promotion Manager, Volkswagen of America, Inc. 


IN. NEW YORK CITY last month, 
more than 335,000 people crowded 
into the vast Coliseum during the 
nine-day run of the 5th annual Inter- 
national Automobile Show. There, 
show visitors saw more than 400 dif- 
ferent cars ranging from tiny, eco- 
nomical imported sedans to sleek, 
high-speed sports cars. 

Some exhibits were constantly 
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packed to capacity. One featured a 
dramatic new 150-mile-per-hour 
$6,000 racing car; another displayed 
a futuristic two-wheel dream car. But 
despite all the new models unveiled 
at the show, some of the biggest 
crowds were attracted to a booth on 
the ground floor featuring a car that 
hasn't changed its styling in 25 years: 
Volkswagen. 


All over the country during the past 
vear, Volkswagen exhibits in automo- 
bile shows have consistently out-pulled 
competitive exhibits. Show visitors 
were obviously interested in the VW, 
America’s best-selling imported car; 
but the big crowds were also, to a 
great extent, the result of an unusual 
new automobile show concept de- 
veloped by Volkswagen of America, 
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.that move merchandise! 


! trailers, 
for eaeiny companies 


5 Seneral Electric Co. 
nemstrand Corp. 
1. Y. Telephone Co. 
ryant Electric 
| Neo. State Dept. 
_ of Agriculture 


eet toa 


Mastercraft puts you on the et 
move with expertly designed to astercratt 


units that command attention go mobile ’ 
and get action! They fit your contact: 360 West 11th St. New York 14, New "York 
problem... and your budget! WAtkins 4-9360 


EXHIBITS INTERIORS DISPLAYS DIORAMAS 


CHARLOTTE 
TRADE CENTER of the CAROLINAS 


LARGEST AND MOST CENTRALLY LOCATED 
CHARLOTTE is the WHOLESALE CENTER and MARKETPLACE 
of the two Carolinas. More than 5,000,000 people . . . 72% of 
the total population . . . live within a 150-mile radius. 


AUDITORIUM AND COLISEUM 


Combined facilities of these two multi-million dollar buildings 

provide complete accommodations for all types of merchandising 

exhibits and sales meetings . . . here in the heart of the Piedmont 
. tich in diversified industry and agricultural products. 


TRADE SHOWS - CONVENTIONS - SALES MEETINGS 


The COLISEUM provides ample space for more than 250 Exhibit 
Booths for Trade Shows . . . In the air conditioned, acoustically 
perfect AUDITORIUM are available full lighting and stage equip- 
ment with spacious lounge for social festivities. 


Floor plans and 
other detailed information 
available upon request. 


Phone EDison 3-9831 


Paul Buck, Mgr. * Coliseum-Auditorium * Charlotte * N.C. 
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STREET scene, com- 
plete with parking 
meter, shows space 
advantage in curb 
parking. Wouldn't 
you know it? People 
actually put nickels mas” 
in meter along ‘curb!’ 


Inc., exclusive U.S. importer of Volks- 


wagen cars, trucks and station wag- 


ons. 


VWoA’s 
actually developed out of necessity 
Prior to 1959, VWoA encouraged its 
16 independent distributors to par- 
ticipate in automobile 


automobile show program 


shows by un- 


derwriting a share of show cost. This 
proved impractical for several rea- 
sons: 
@ Annual cost to VWoA was ex- 
tremely high 


e Exhibits developed by distribu- 
tors themselves varied in quality 
and effectiveness. 


e Some distributors were more 
willing to go into shows than 
others, resulting in an unequal 
national representation in auto- 


mobile shows. 


Starting in 1959, a new approach 
was taken; VWoA would develop its 


own exhibit materials for 
make them 


automobile 


shows, and available to 


DISASSEMBLED sedan on parts platform ties in with ad back-lighted above. 
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BRYAN- 
ELLIOTT 


COMPANY 
— 


Creative, Imaginative Exhibits. 
loaded with Sales Impact. 


27-01 BRIDGE PLAZA NORTH 
LONG ISLAND CITY 1, N.Y. 
- EXeter 2-4600 
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a By! ad oO YW San Francisco 
the city of F U Re 


One call will solve all of your Exhibit Problems. 


NICIPAL AUDITORIUM 


“— 5— Exhibits 12,600 s 


Seats 6,06 


NOVELAR 


DISPLAY COMPANY IN 


ENHIBITS 


Ci DESIGNERS 


EXHIBITS 
DISPLAYS 
SHOWROOMS 
INTERIORS 
MODELS 
DIORAMAS 
INSTALLATION 
SERVICES 


CONSULTANTs 


BUILDERS 


MEMBER 


1420 CARROLL AVENUE 
San Francisco 24,Calif. 


VA 6-7400 


ORIUM 


1 
viLLITA AUDI 900 sa. ft 


Seats | 850 — Exhibits 24 
e 


Added Attractions That Will Build Added Attendance 


San Antonio has everything needed to 
make your convention, sales meeting or 
trade show a huge success. 

Last year 200 meetings were held 
here with an attendance exceeding 
104,250. Many of these groups have } 
selected San Antonio consistently = 
year-after-year. — 

HOTELS are unexcelled and can pro- 
vide 2,560 air conditioned rooms. Also 
some of the finest motels in the nation 
offering another 1,300 rooms. 

ENTERTAINMENT that is distinc- 
tively different can be staged indoors or 

at one of San Antonio’s 
x outdoor theatres. 
x Out of San An- 
tonio’s rich historical 
heritage is pleasantly 


blended a modern dynamic city of over 
half a million. Everywhere are interest- 
ing things to see and do — 
added attractions that will 
build added attendance for 
any meeting. The famed 
Alamo; Mission San Jose, a 
National historic site - and 
three other ancient missions—the charm 
of restored La Villita and the Spanish 
Governors’ Palace—air might displayed at 
Randolph, Kelly, Brooks and Lackland 
Air Force Bases — beautiful parks and 
plazas — interesting old homes and un- 
usual museums. 
Side trips can be planned to nearby 
dude ranches, or to old Mexico. 
Trained personnel will work with you to 
make your meeting an outstanding success 
regardless of its size. Get the facts today. 


MUNICIPAL INFORMATION BUREAU, CONVENTIONS DEPARTMENT 


153G Navarro St. * 


San Antonio, Texas 
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Other Covered Area 


San Antonio 


WHERE LIFE §S DIFFERENT 
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PURPOSE of display is to show Volks- 
wagen does not change body styles. 


distributors and dealers. This in itself 
is not revolutionary, but some of the 
details indicate an interesting new 
approach to automobile shows. 

First problem was to develop the 
most effective exhibit materials pos- 
sible. In trying to develop these ma- 
terials, VWoA established these re- 
quirements: 


Must be different: Everything about 
Volkswagen is different from the rest 
of the automobile industry — the way 
it’s designed; engineered, built, ad- 
vertised, sold and serviced. Whatever 
exhibit materials might be developed 
had to be equally distinctive—and dra- 
matic enough to command attention 
in competition with the most elabo- 
rate and expensive exhibits used by 
American automobile companies. 


Had to sell: Exhibit materials would 
have to be more than just attractive 
and interesting — they would have to 
help sell Volkswagens. The exhibit, 
in other words, would have to carry 
an effective sales message. 


Needed adaptability: Exhibit mate- 
rials would have to be adaptable to 
the wide variety of automobile show 
rules on height, width, etc. 


Had to be rugged: They would 


have to be rugged enough to survive 


MAY 19, 1961 


4 
CED 
Ceti) 
a=) 
f 7 
Cas 

+ syiygis3® 


Ae 


3 


GREAT! 


BUT DOES IT SELL? 


The major job of any exhibit 
is to promote sales. 

Some companies’ exhibits 
always seem to ‘'click"’ 

turn up prospects at trade 
shows that become 
customers. Why? 


They have found that ''sell 
has to be designed into the 
exhibit. And, designs must 
focus on products 

not just the exhibit itself. 

If your exhibits aren't selling 
the way they should (and 
could) we'd like to discuss 

it with you. 


When only the best is good enough! 
DESIGN - BUILT 21-21 41st Ave. 


STUDI! 


oS | 
» ¥ iG e 


DESIGNERS AND BUILDERS 
TRADE SHOW EXHIBITS 


Long Island City 1, 
(New York) N. Y 
STillwell 4-3400 


EXHIBITS 


Cleveland, 


HARVEY G. STIEF, inc. 


Ohio GL. 1-4243 
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the rigors of at least two years of 
shipping and show display. 

Needed flexibility: They would have 
to be flexible, so that with minor 
changes they could be used in the 
same show two years running without 
. repetition. 


Agency Creates Concept 


Job to create an exhibit concept to 
meet all these requirements was as- 
signed to Dovle Dane Bermbach, 
Volkswagen's advertising agency. If 
it seems unusual to give this kind of 


creative job to an advertising agency 
—when most other automobile com- 
panies assign exhibit houses or inde- 
pendent designers to do such creative 
work on auto show exhibits — bear in 
mind that DDB has established a rep- 
utation for freshness in almost every- 
thing it does. 

It was a fresh approach VWoA 
wanted, and DDB provided it. Be- 
cause of the widespread acceptance 
Volkswagen advertising has received, 
DDB recommended that we pick the 
most dramatic and effective ads, blow 
them up to giant size on both black- 
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PLAN YOUR NEXT CONVENTION AT 


CONVENTION HALL 


and AUDITORIUM 
Covering nearly 5 acres « Largest in the South « Completely air conditioned 


The new Miami Beach Convention Hall has an over-all floor area 
of 200,000 square feet and seats upto 15,000 people at one time 


¢ Centrally located ¢ Close to the world’s finest hotels, apart- 
ments, restaurants, shopping centers and recreation areas 
Parking for 3,500 Cars ¢ Expositions « Conventions * Trade 
Shows « Sales Meetings « Ice Shows ¢ Announcement Showings 
¢ Automobile Shows ¢ Sports Events 


For further information, 
write or wire 
CLAUDE D. RITTER 
Auditorium and 
Convention Hall Manager 

or 
THOMAS F. SMITH 
Director Convention Bureau 
1700 WASHINGTON AVENUE 6 
MIAMI BEACH 39, FLORIDA 
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and-white and color transparencies, 
and mount them in huge light boxes. 

Again, light boxes aren't really new 
in automobile shows. But DDB’s 
theory is that it’s not what you do, 
it's how you do it. You can use your 
imagination to picture a light box 
with an aluminum frame, standing 13 
feet in the air, with two six-foot by 
eight-foot ads back-to-back, rear il- 
luminated. At every automobile show 
they were used, these giant displays 
were visible from anywhere on the 
floors. 

Job of engineering and building 
these light boxes was assigned to Ivel 
Construction Corp., New York City, 
whom I consider one of the best 
exhibit houses in the business. Ivel 
struggled with such problems as how 
to mount these 1,000-pound light 
boxes on stable legs; how to make 
them adjustable to various heights; 
how to make the 22 fluorescent lamps 
in each box easily replaceable and 
how to build crates for them that 
would sustain them in cross-country 
shipping. ‘ 

Ivel succeeded in overcoming all 
of the engineering obstacles, and 
built them in a hurry to have them 
ready for the 1960 International Au- 
tomobile Show in New York City. In 


AN 
UNMANNED 
BOOTH 


CAN COST YOU MONEY 
IN LOST SALES LEADS! 


Wherever your convention or 
sales meeting is held there's 
a Manpower office to supply 
temporary booth attendants or 
any other convention help you 
need to relieve or assist your 
sales people. 


LOW HOURLY RATES. 
OFFICES IN 200 CITIES 


99 gsecooeeeeCooseecoocooooooooooes 
ee 
eeeee? 


manpower, inc. 


Write tor free booklet on our 
unique Convention Services 
826 N. Plankinton Ave. 
Milwaukee, Wisconsin 
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addition to the regular 6’ by 8’ light 
boxes, VWoA also had built the fol- 
lowing exhibit materials to supple- 
ment the light boxes: 


e An even bigger light box — 8’ 
high by 12’ wide, standing 16’ 
in the air—for transparencies of 
two-page ads. (Dramatic effect 
of so huge a light box so high 
in the air was overwhelming.) 


e A parts platform, to accommo- 
date a disassembled VW sedan. 


e A simulated sidewalk, complete 
with artificial grass and real 
parking meter, for use with VW 
station wagons. 


e Six VW emblems, six feet in 
diameter, rear illuminated. 


e Six “Volkswagen” signs, five feet 
in length, rear illuminated. 


e A series of eight-foot-high pan- 
els, which can be joined into 
column enclosures or formed 
into a big backdrop. 


Next step was to offer these exhibit 
materials to distributors. Obviously, 


SKHKAKAHHH HHH HHH HHH HHH; SHARAN 


ACETATE PLASTICS 


CONVENTION BADGES 7 
AT LOW-LOW PRICES 


E CAN PRINT YOUR INSERT CARDS 


ADDITIONAL PRINTING HERE 


4 
b NOW BUY DIRECT FROM THE 


MANUFACTURER AND SAVE! 


BUY your acetate plastic badges direct 
from the manufacturer and obtain lowest 
rices, and prompt deliveries. EVERYONE 
nows OLEET is best for plastic CONVEN- 
TION BADGES with pins, plastic badges 
that slide into lapel pockets and ‘CINCH 
TO CLINCH’ badges that fit men's jacket 
lapels. Printing of insert cards that go 
into the badges is available at reasonable 
prices. Contact us also for imprinted 
advertising specialties such as Playing 
Cards, Balloons, Celluloid Buttons, Bumper 
Strips, Pocket Secretaries, Gift Items, etc., 
for all types of year-round activities. 


COMPARE! 


Write for Catalog and Details 


g OLEET MFG. CO. 7 


Dept. S-5 
% 305 E. 47th ST. 
Plaza 3-2323 
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shipping costs for all these materials 
might well be prohibitive for some 
distributors. Total weight, for exam- 
ple, is almost 20,000 Ibs. It didn’t 
seem fair to penalize a distributor 
who was located 3,000 miles from 
Ivel’s Brooklyn plant, and give an 
unfair advantage to another distribu- 
tor only 10 miles from the plant. 


Flat Charge for Exhibits 


That’s when VWoA developed an- 
other unusual phase of this program: 
a flat-rate charge for exhibit mate- 


rials, regardless of where they were 
at the moment or how far they had 
to be shipped. For $10 per hundred 
pounds, a distributor or dealer could 
use as much or as little of the exhibit 
materials as he wanted. VWoA paid 
shipping costs—whether material was 
shipped 3,000 miles or 30 miles—and 
the distributor paid only the $10 per 
hundred pound flat rate on whatever 
materials he used. 

This plan was accepted immediately 
by VW distributors. Obviously, a dis- 
tributor was willing to pay, for exam- 
ple, $1,000 for 10,000 Ibs. of exhibit 


HAPPY 
EXHIBITORS 


forecast the future’ 


of a show 


Wherever you are.. 


. wherever you show, 
your exhibitors will be happy with the extra 
service they get from Manncraft-Exhibitors Serv- 
ice. The broad experience of 28 years, modern 
facilities and the highly developed skills of courteous 


Manncraft personnel provide this superiority which ex- 
tends to every phase of convention or trade show operation. 


returned show the following summary: 


offered meet with your approval? 


a. Courteous 
b. Qualified 


3. Were your orders handled satis- 
factorily at our service desk? 


Were your orders filled promptly? 


Were you in favor of the centrally 


with whom you have dealt? 


OUR CUSTOMERS AGREE? trenwe'Serea the 126 signed questionnaires 


1. Did the quality and type equipment 


2. Were the personnel in our employ... 


located service desks for all needs 


6. How did our services compare with those offered by other firms 


70.4% raTED MANNCRAFT SERVICE "SUPERIOR’ 


| 98% 


> REPLIED “YES”.. 
THEY WERE 

COMPLETELY 
SATISFIED 


y, 


(*Survey statistics are available upon request.) 


4 = EXHIBITORS SERVICE 


KANSAS CITY, MO. 


MIAMI BEACH, FLA. 


2100 Central 720 Ailton Rd. 
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‘ire BIG Value! 


— for SMALL 


AMAA LY hit TTT i N 


. Ssh display budgets! 
ul 


Producers of Custom Exhibits. . 


Hi These 8-ft. self-packaging units save 
time and money many ways, and often. 


Wrap+Paks can be used in multiples like 

the 3-unit exhibit above, or individually. se The 

The pegboard back panels let you = > Ohio 

change copy elements as often as = = - 

desirable without costly alterations. =f ait = Displays, 

The hinged panels fold to form a ~ a 

self-contained shipper. . . available for 7, : Inc. 

8- and 10-foot exhibit space. “soe 2206 W. Superior 
“MEMBER? 


. Point-of-Purchase Displays Cleveland 13, Ohio 


VACATION... 
OR VOCATION 


Business or pleasure, it’s always great to be 
in Miami...especially when you stay at The 
Columbus...Miami’s most distinguished hotel. 


An entire floor of meeting rooms accommo- 
dates groups to 100 persons for any occasion. 
Incomparable cuisine... 


impeccable service 
. . distinctive decor. 


Meet at The Columbus, Miami. . 
business is your pleasure. 


. where our 


Teletype MM-123 
Telephone 
FR 3-2671 
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..because Westchester Town House 
has everything needed 
to make your convention or my 
sales meeting a huge success. — wi Oy 
Outstanding accommodations WN 
so close to the heart of the city CANON 
..80 far from the hubbub of traffic. Cetenany 
@ One hundred luxuriously furnished (\\ \W) Wy 


Air-conditioned rooms 
@ Telephone and TV in every room aS WITS 
N.Y. THry 


e Banquet Room 
accommodating 500 

e Conference and Meeting Rooms 

e Built-in audio system and 
complete convention equipment 

e Fine restaurant with superb food 

e Cocktail Lounge 

e Coffee Shop 

e Swimming Pool 


WESTCHESTER 
TOWN’ HOUSE 


Exit 6W or 6E 


THIRTY MINUTES FROM THE 
HEART OF NEW YORK CITY 


Write or call for data, rates, availabilities; 


westchestertounhouse motor 


TUCKAHOE ROAD AND NEW YORK STATE THRUWAY EXIT GW OR GE YONKERS, N.Y., TEL: GREENLEAF 6-6200 
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HEALTHY SIGN 


Doctors who have attended 
conventions here tell us they 


like the way we operate. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J. 
Leeds & Lippincott Co. . . . 


Write for illustrated folder 


EXECUTIVES 


R. W. LEEDS « JOSEPH I. McDONELL 
J. H. LIPPINCOTT, JR. ¢ E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS 
LAWRENCE B. RAUGH « JAMES E. KNAUFF 


Progressive Innkeepers for 71 Years 
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materials for his show. (He couldn't 
have a local exhibit house duplicate 
the display for 25 times that amount.) 
And he had the most dramatic and 
effective display in the show. 


In 16 Different Shows 


As a result, all or part of VWoA’s 
auto show exhibit materials was used 
in 16 different shows over a one-year 
period. A conservative estimate of 
the audience which has seen Volks- 
wagen exhibits in auto shows would 
be at least one million people. 

VWoA provides additional service 
to its distributors in the form of pre- 
show planning. Under an agreement 
with Ivel, that company will lay out 
a distributor’s exhibit, locate the cars 
and trucks in conjunction with the 
light boxes, check to see that the ex- 
hibit conforms to all show rules, and 
handle all shipping arrangements. All 
of this is done at no cost to the dis- 
tributor. If the distributor does not 
want the burden of setting up and 
dismantling the exhibit, Ivel sends a 
supervisor to handle the job at a 
nominal cost. 


Train Salesmen 


In addition, VWoA also offers to 
assist the distributor in such pre-show 
plans as training salesmen for the 
show, use of prospecting records, and 
follow-up after the show. Some larger 
distributors — World Wide Automo- 
biles, for example, whose exhibit 
pulled so well at this year’s New York 
show — handles these aspects with its 
own personnel. Smaller distributors, 
with less manpower and smaller budg- 
ets, need more help. 

Volkswagen of America believes it 
has found the best system to persuade 
independent distributors to partici- 
pate actively in automobile shows, at 
the most reasonable cost, and to pull 
the biggest crowds in almost any 
show in which a VW distributor par- 
ticipates. Final test, however, is 
whether the exhibit helps to sell cars. 


Sales Offset Costs 


One distributor, in a major show 
last vear, sold more than enough VW 
cars and trucks to more than offset 
his total cost of participating in the 
show — an unusual feat, according to 
experts in the automobile show field. 
And the fact that VW distributors 
are making plans to enter even more 
automobile shows in 1961 (with a 
spectacular new cutaway rotating VW 
exhibit developed by VWoA) is evi- 
dence that they expect these shows 
to sell even more cars and trucks this 
vear. ® 
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*many things attract attention... 
but successful exhibits turn 
attention into interest 
and interest into action. 


-for exhibits designed to produce action, call collect.. 


3 DIMENSIONS - 4132 Belmont-Chicago- AVenue 6-7501 


DESIGNERS * MANUFACTURERS 
INSTALLERS 
OF EXHIBITS 


SANFORD 


WILLIAM SANFORD, INC. .\, 
657 HARRISON STREET dai 
EXHIBITS EXbrook 7-0845 iy ane 
SAN FRANCISCO rr 
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UNISPHERE symbol for N.Y. World’s Fair is gift from U.S. Steel Corp., but company retains all design rights. 


World's Fair Progress Report 


Nobody knows what will be seen at the New York World’s Fair. 


Number of U. S. exhibitors definitely signed are few; their 


plans are still nebulous. Fair's plans are gathering momentum. 


DOES anyone know what the New 
York Worlds Fair, 1964-65 will really 
look like? If anyone does, he isn't 
talking. Primary reason why informa- 
tion is sparce on exhibits in the 
World’s Fair is, “It’s too early.” 
Planning committees are pounding out 
preliminary ideas behind closed doors, 


but most are still in the discussion 
stage. 
Worlds Fair executive committee 


can be of little help in shedding light 
on what cooks, because it controls so 
little of the fair’s design. Although 
a once-over-lightly approval rests with 
the committee, each exhibitor must 
design and build his own exhibit and 
pavilion. Fair’s major concern is that 
each exhibitor (foreign or domestic) 
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meets the safety and health standards 
set by the New York City Council. 
Public relations spokesman, Jerome 
Edelberg, says, “Fair will not reject 
any design plans unless it is clearly 
in bad taste.” 

Theme symbol for the World’s Fair 
is not a fair creation, according to 
Edelberg. U. S. Steel Corp., Pitts- 
burgh, set designer Robert Knight to 
the task and offered his Unisphere to 
the World’s Fair as a gift. - Company 
will also build and erect the 135-ft. 
Unisphere for the fair. In return, the 
copyrights to the theme symbol be- 
long to the contributor. However, the 
fair will receive some revenue from 
the specialty items that abound at 
such as event. Items usually include 
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such things as paper weights, ashtrays, 
cigarette lighters, pennants and lapel 
ins. 

U. S. Steel’s Unisphere will be a 
mesh stainless steel globe (120 ft. in 
diameter) to sit on a 23% degree tilt, 
as the Earth does. On this globe will 
be mounted the continents and princi- 
ple islands of the world. Major moun- 
tains will be pressed into relief in ex- 
aggerated projection to give visual re- 
ality. Glass lenses with cut facets are 
to be splattered around the globe to 
mark various capital cities. Around 
the globe will run three orbits. On 
each a light will zip along to represent 
a satillite. At the base, will be a series 
of water spouts that will shoot water 
into the air. On the outer rim of the 
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TRADE SHOW EXHIBITS 
Dramatic Johnson 

Motors exhibit at 
National Boat Show 


INTERNATIONAL TRADE 
FAIR PAVILION 

India promotes 

exports at Chicago 

Int. Trade Fair 


SHOWROOMS 

Giant General Electric 
showplace at the 
Merchandise Mart 


MOBILE EXHIBITIONS 
Allis-Chalmers 

carries switch gear 
story to buyers 


OUTDOOR EXHIBITIONS 
P&H offers 
air-conditioned display 
Hospitality Center 

at Tulsa Oil Show 


TRAINING AIDS 
AC Spark Plug 
Electronics Div. of 
General Motors 
explains missile 
guidance systems at 
World Congress 

of Flight 


A WORDERFUL HEW WORLD OF FORDS 


ns ‘ ‘pavilion. . i 
MODELS-CUTAWAYS ANIMATIONS 
Working plastic Complete assembly line 
model of lock Ford Rotunda 
Te, Tet 
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HARTWIG DISPLAYS 


HAS THE IDEAS, METHODS 
AND SKILLS TO SOLVE 
ANY EXHIBIT PROBLEM 


Over 30 years experience designing, 


building, and servicing exhibits enables 


us to produce the right exhibit 
to best achieve a particular objective. 


Our 2 plants totaling 90,000 sq. ft. 


include in-plant storage. 


You and your exhibit program 
deserve professional attention — 


you'll get it 


my / 


>. 7 an 
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at HARTWIG. 


3646 N. Broadway 


CHICAGO 


GRaceland 2-8910 


PLANTS 


1325 N. Van Buren 


MILWAUKEE 


BRoadway 6-4857 


DESIGN © SALES ¢ SERVICE OFFICES 


NEW YORK 


2426 Westlake Ave. 
Oceanside, L. I. 


ROckville 6-7171 


LOS ANGELES 


5117 Hollywood Blvd. 
NOrmandy 3-3278 


WASHINGTON, D.C. 


5029 Waggaman Cl. 
McLean, Virginia 
ELmwood 6-2166 
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Another Service First for the Doric Guest in the West! 
FREE 


COURTESY CAR 
TRANSPORTATION 


ey 


to all 
Here’s All You Do: Doric Hotels & 


When you make your immediate confirmed reservations at Doric M 4 t | 
hotels and motor hotels in Los Angeles, Santa Monica and otor 0 e S$ 
Seattle, arrange to have the Doric Courtesy Car pick you up at 


an appointed time, and take you directly to your Doric hotel. in Los Angeles, 


For confirmed reservations and pre-arranged Courtesy Car fe 
transportation, write to Doric New Washington, Reservation Santa Monica 
Department, 2nd and Stewart, Seattle, Washington, or see your 


travel agent. 
In The West Depend On Doric and Seattle 


in Les Angeles—Doric Wilshire Motor Hotel 
In Santa Monica—Doric Surf Rider Inn 


in Seattie—Doric New Washington Hotel - Doric Mayflower Hotel * Doric 
Waldorf Hote! + Doric 6th Avenve Motor Motel + Doric Towne Motor Hotel 


mmm 
ee 


from: Airport, Rail, 
Bus and Steamship 
Terminals 


deal, Died, ee 


Vothing comes | © ae 
you andl the Attantic 


FORT LAUDERDALE’S 


LARGEST OCEAN FRONT 
CONVENTION HOTEL 


=~ Galt 
Ocean 


- 


Complete convention facilities . . . audio-visual aids . . . Meet- 
ing rooms for any size group from committee to full convention 
. . . 250 rooms... For brochure and complete details, write 
Convention Dept., Galt Ocean Mile Hotel, 3200 Galt Ocean Drive, 
Fort Lauderdale, Fla. 


Fred A. Muller, General Manager 
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N.Y. FAIR’S J. Anthony Panuch pinpoints site of “Better Building Pavilion” for 
Edward H. Burdick, organizer of pavilion to feature smaller exhibitors. 


pool to surround the Unisphere will be 
other water spouts to project water 
towards the base of the symbol. For 
night, the theme symbol will be illu- 
minated with flood lights. 

Symbol represents “man’s achieve- 
ments on a shrinking globe in an ex- 
panding universe,” says World’s Fair 
President Robert Moses. He further 
explains that the symbol emphasizes 
the necessity to achieve peace through 
mutual understanding of all people. 
Orbits draw attention to the explora- 
tion of outer space and the new age of 
discovery, according to Moses. 


Exhibitors Will Make the Fair 


Exhibitors in the New York World’s 
Fair will virtually be the designers of 
the 646 acre tract, Flushing Meadow 
Park. What each contributes to the 
World’s Fair in the way of an exhibit 
will be the sum total of things to see. 
Nor can visitors expect to see any 
highly developed over-all design due 
to the decentralized approach in plan- 
ning. 

The Coca Cola Company is one of 
the few exhibitors that definitely has 
something going for the fair. A sketch 
of the architect's plans for company’s 
pavilion was released late last month. 
However, what the exhibit inside will 
be like is going to remain a secret for 
some time. News of the Coca Cola 
pavilion was scheduled to coincide 
with the fair’s special ceremonies to 
mark exactly three years until the 
fair’s opening date. Fair will open 
April 22, 1964. 
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Another known exhibitor’s plan is 
that New York City will use its exist- 
ing building at Flushing Meadow 
Park, now used for roller skating, to 
house a three-dimensional map of the 
city. Fair visitors will take a 10-min- 
ute ride in suspended cars over the 
miniature village. Relief map is to be 
scaled to have one inch represent 100 
ft. Model of Empire State Building 
will stand one foot high in the exhibit. 
Map is to include New York City from 
Westchester to the tip of Staten 
Island, from New Jersey to Nassau 
County line. Tentative approval has 
already been given for the project, to 
include 790,000 buildings. 


Little Underway 


Anyone who visits Flushing Mead- 
ow Park now will find little construc- 
tion underway. Only building that 
has been added to the grounds is the 
aluminum, pre-fabricated _ building 
which serves as the fair’s administra- 
tion building. From here all of the 
World’s Fair operations are being di- 
rected. One room in the administra- 
tion building is set aside for a scale 
model of the Flushing Meadow Park. 
At this point, there are only four 
structures on the model. The admin- 
istration building is marked with a 
flag that reads, “You are here.” Lo- 
cation of the Unisphere is marked by a 
model of the symbol. Elsewhere 
there is the amphitheatre, still stand- 
ing from the 1939-40 fair in which 
Billy Rose’s acquacade was held. It 
is to be used again in this: World’s 


Cumulative Prod: juction 
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BESELER 
VU-GRAPH 


The Right Houd 


of Sala 


Crowmuniedlion 


The Beseler Vu-Graph, a new and radi- 
cally different visual tool for business 
meetings and sales training programs. 
Operated from the front of a fully lighted 
room the Vu-Graph is an “electric black- 
board.” Facing the audience at all times, 
the user projects what he writes, as he 
writes it! Or previously prepared trans- 
parencies are projected, in brilliant 
colors, as large as 11’ x 11’ 


At a sales meeting the key features 
of a new product appear on the screen 
the instant the sales manager makes his 
points. At a conference or board meeting 
figures and charts are projected, for all 
to see, without an instant’s loss of time. 
At a sales training session a complex 
business technique, or a piece of 
machinery, is visually explained a simple 
step at a time. 


Almost without effort the Vu-Graph 
becomes the user’s “right hand of com- 
munication.” To learn about the specific 
benefits of Vu-Graph overhead projectors, 
and the new visual presentation tech- 
niques they permit, use coupon below. 
CHARLES BESELER COMPANY 
234 So. 18th St., East Orange, N. J. 


( Send complete info on Beseler Vu-Graph 
and overhead projection techniques. 

(0 Have a Beseler A-V Consultant contact 
me for ‘‘no obligation’ demonstration. 


Address. 
City 
Attention of: 


Fair. At the far end of the grounds ito 


from the administration building is a of 

model of the new Yankee, 5,500-seat yet 

stadium to be built in time for the lea 

fair’s opening. In the weeks and hik 

months to come, this model layout will 

JOE WI WT WG - grow as plans from exhibitors are re- pec 

leased until the scaled model of the dol 

OM - World's Fair is complete. Fa 

Outside of the administration its 

raze - sSsEProTrTtr building, the major program under- $1: 

To sell your products, your services, way at the park is landscaping of the Fai 

Century 21 is a major opportunity that fair site. Trees, as high as 70-ft. tall, pot 

your organization should not overlook. are being moved from one place to tur 

Complete on-the-spot facilities, to assist another to show off the park to best nar 

our clients in every phase of their advantage. | Basic plan adopted in city 

exhibit program are available—now. August, 1960, for the 1964-65 World’s inv 

: st : Fair is patterned after its predeces- tici 

Getting there “fustest _— ~~ sor. Roads within Flushing Meadow this 

est 1s a truism that also applies to Park will remain about what they are, esti 

every aspect of international exhibition what was left from the 1939-40 fair. ves 

participation. : ; Fair’s construction plans includes ma 
Seattle is the spot, April 21, 1962 is the grading, paving, fencing, pools, foun- 

QUALITY EXHIBITS opening date—let’s get together if you tain lighting, communication facilities, Big 
THROUGH CREATIVITY intend to participate. bus stations, toll entrances and pedes- 

trian overpasses and bridges. Fair I 

will also install the basic distribution is § 

utilities lines (water, gas, electricity, Eve 

ISPLAYERS inc. television, telephone, sanitary and are 

storm sewers). Exhibitors will be 40. 

635 WEST 54 STREET. NEW YORK 19. N. Y. PLAZA 7-6500 able to hook onto these lines at the leas 

OFFICES AND/OR REPRESENTATIVES IN NEW YORK. WASHINGTON. D. C., time they begin construction. In ad- me! 

“sp Mi immeitcecmvenoa, emson, pane smear. ano caniens dition, police and fire protection will | Res 

be maintained by the World’s Fair and 

Cost for construction paid for by the gan 

fair is estimated to run over $57 mil- sior 

Compfete TRADE SHOW ¢ =" or 

: None of the steps to be taken to $48 

: build this spectacular will escape the par 

remorse of some Flushing residents. cess 

4 One New Yorker says, “Ihave livedin | 193 

Flushing all my life. I hate to think han 

lle of Flushing’s quietness turning intoa | drin 

* EXHIBIT | mad house.” He told of his family | sam 

BOOTHS going to the Flushing Meadow park to stan 

spend the day in summer months. | 195 

. FURNITURE ts like being in the country,” he ex- | T 
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the prospects of another Worlds Fair lanc 

per esanintg 3d at Flushing, he takes refuge in the nect 

COUNTERS knowledge that the World’s Fair Gua 

pert buildings will be razed in the end. witl 
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Expect to Draw 70 Million whi 
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2" EXH I BIT On the more practical side, the enec 

: | * DESIGNERS World’s Fair expects to draw some han 

Al BUILDERS 70 million ‘ag 3 in its two years. wa 

E Visitors to the fair city will spend an Mea 

STORAGE estimated $7-8 billion in Ge York F 

City. To the city will go some $300,- cent 

000 in taxes in one form or another. way 

Tickets will be sold at $2 for adults, dles 

half price for children. However, Kew 

group tickets will be sold at lower to tl 

3 rate. start 

100 UTAH AVE*Ploze 63300° South SAN FRANCISCO = |< dhe covensen tothe Wakes To (|) ten 

Pi ee = Hila {= will naturally come from the exhibit tion 

Southern California Headquarters : 2 J = space rented. Industrial, transporta- wide 

STUART CO.» 7400 BEVERLY Blvd. WEBster 93164 LOS ANGELES “Shwe tion and special exhibits are charged Whi 

at $4 a square foot. Foreign exhib- on t 
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itors have received a premium offer 
of $3 a square foot. Half the first 
year’s rent is due upon signing the 
lease. the other half when the ex- 
hibitor begins construction. 

Revenue to the World’s Fair is ex- 
pected to mount over $180 million 
dollars, according to fair estimates. 
Fair’s executive committee figures that 
its total output in costs will exceed 
$157 million. As the 1964-65 World’s 
Fair is a non-profit corporation, the 
potential $23 million in excess will be 
turned back to the city for mainte- 
nance of Flushing Meadow Park and 
city’s schools. When you lump the 
investment of everyone to finally par- 
ticipate in the World’s Fair, you get 
this pretty big “picture. The Fair 
estimates that altogether everyone’s in- 
vestment will top the $500 million 
mark. 


Bigger Investment 


Everything about the 1964-65 fair 
is going to be bigger in investment. 
Even more hotdogs and hamburgers 
are expected to be sold than in 1939- 
40. Two New York food firms have 
leased space to operate 29 refresh- 
ment stands throughout the grounds. 
Restaurant Associates leased 15 plots 
and the Brass Rail Food Service Or- 
ganization has 14 locations. Conces- 
sion stands will cover a total area of 
6,000 sq. ft., for a total investment of 
$48,000 or $8 a square foot. For com- 
parison, the Brass Rail had five con- 
cession stands at Flushing Meadows in 
1939-40. Stands will sell hot dogs, 
hamburgers, sandwiches, beer, soft 
drinks, milk, coffee and tea. This 
same organization operated six food 
stands at the Brussel’s Exhibition, in 
1958. 

Transportation to the World’s Fair 
area is readily available, whether by 
land, sea or air. Main highways con- 
nect two of New York’s airports (La 
Guardia and New York International ) 
with the fair grounds. The water ap- 
proach is the Flushing Bay Boat Basin 
which is scheduled for improvements. 
Plans call for its channel to be deep- 
ened and widened and more docks to 
handle a greater number of boats. 
Basin is on the fringe of Flushing 
Meadows Park. 

Flushing Meadow Park sits in the 
center of a network of arterial high- 
ways. Grand Central Parkway han- 
dles traffic from Brooklyn, Queens, 
Kew Gardens and Clearview Parkway 
to the World’s Fair. Construction, to 
start this year, will widen roadway 
from three to four lanes in each direc- 
tion for the fair. Plans also call for 
widening of Northern Boulevard and 
Whitestone Expressway. Still another 
on the agenda for construction is a 
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‘In Chicago... 


major exhibitors 


who are watching budgets 
choose Chicago’s Amphitheatre 
There is a reason-why sales-results 
per dollar spent are greater for those 
exhibitors who use the facilities of the 


International 
Amphitheatre 


Here, in America’s heart-land, exhibitors and 
conventioneers want the economies and conveniences 
of a convention hall that has the know-how to insure 
productive and profitable results. It will pay you to 
investigate the particular savings that can be yours by 
planning your next show or meeting in the 
Intérnational Amphitheatre. 


e 585,000 sa. ft. of 
exhibit space 


Parking for 7,500 cars 


e Truck and rail loading 
e Air conditioned arena in building 
sents S000 Individual halls 4,000 to 
e Complete public address 180,000 sq. ft. 


system e 12 minutes from The Loop 


Direct Inquiries to M. E. THAYER, General Manager 


RIGHT NEXT DOOR 


Nationally Famous 
Restaurants and club-like 
facilities for public dining 

or private luncheon or 
dinner meetings 


11 Private Dining Rooms for 
luncheon and dinner HOME OF THE 


~ 
sales and planning meetings ges vil Sirloin Room 


Write for Color Brochure 


STOCK YARD INN. cncagc 3! 


rrr ase 


“where the steak is born” 
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22 excellent golf courses 


Hways enyeyable...the yewr avout 


Phoenix 


Convention City 
of the Southwest 


There’s Everything Under the Sun to do 
and see .. . plus the finest of accommoda- 
tions . . . plus an experienced Convention 
Bureau that really helps your meeting to 
be successful. Finest of facilities in down- 
town, mid-town or resort locations for 
large or small groups. European or Amer- 
ican plan. We’re at your service to help 
you plan your sales meetings, conferences 
or conventions. 


Meeting rooms accommodate up to 1500 


itn 2 


Convention Bureau 
Phoenix Chamber of Commerce 


805 North 2nd Street . Phoenix, Arizona 
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CIVIC AUDITORIUM 


ROCHESTER, MINNESOTA 


offers an ideal location and excellent facilities for 
national regional and state conventions, trade shows 


Jnayo 


ARENA: Exhibit area 15,600 and sales meetings. 
square feet; seats . : : 
frucks con drive on floor riviciv" cenipped’ ‘sage ASSEMBLY HALLS: North Hall 
(8'102"" by 10° door); stage 25' deep by 62° wide, accommodates up to 350 for 
available; complete catering rt ; 24° meetings and 280 for banquets. 
service. South Hall 125 for meetings 
and 80 for banquets. Also 5 
small meeting rooms. 


high by 28° wide. 


Contact Cal Smith, Mgr., Mayo Civic 


Auditorium, P.O. Box 895, Rochester, & 
Minn. Atlas 9-3963 for complete in- 
formation and brochure. 


new six-lane expressway to be known 
as Van Wyck Extension. This road- 
way will connect the fair area with 
New York International Airport. 

In addition, the park area is serv- 
iced by two subway-surface lines. 
These lines will carry World’s Fair 
visitors from any of the numerous 
Manhattan hotels in New York City. 
The Fair grounds will have lots to 
park 20,000 cars. 


Who's to Exhibit? 


High on the list of questions people 
ask about the New York World's Fair 
is, “Who is going to exhibit?” An- 
swer to this question can be both 
simple and complex. There are always 
exhibitors that are on the fence for one 
reason on another. Many of these will 
probably end up taking space, but as 
of now they remain officially mute on 
the subject. Simple answer is merely 
to list those countries and companies 
that have signed contracts and turned 
over the first half year’s rent at this 
point. 

Countries that have indicated they 
will participate in the New York fair 
number 31. Methods used to accept 
formal invitations, issued through the 
U.S. State Department, have ranged 
the full spectrum of diplomatic chan- 
nels. These acceptances included let- 
ters, from foreign ministers and am- 
bassadors, statements by presidents, 
ministers or other officials to the vari- 
ous task forces promoting the fair. An- 
other method used was an announce- 
ment that the cabinet approved par- 
ticipation. No matter how these coun- 
tries accepted, it all adds up to one 
thing—these are the committed na- 
tions: Argentina, Cameroun, Central 
Africa Republic, Chad, Chile, China 
(Nationalist), Colombia, Congo 
(Brazzaville), Equador, Gabon, Holy 
See, India, Indonesia, Iran, Ireland, 
Israel, Japan, Jordan, Korea, Malagasy 
Republic, Malaya, Mali, Mexico, Mo- 
rocco, Nepal, Peru, Phillipines, Spain, 
Tunisia, U.S.S.R., Uruguay. 

Appeal used by the World’s Fair to 
sell foreign space to countries is that 
no country will over-shadow another 
in size of lot. Any country, whether 
the largest or the smallest, can lease 
no more than 50,000 sq. ft. It is be- 
lieved by the fair that this policy was 
a major reason for the quick accep- 
tance from smaller nations. 

Outside the U.S.S.R. and Japan, the 
major foreign countries are at this 
point still missing from the list. One 
thing that seems to be holding up their 
signing is that Bureau of International 
Exhibitions tuned thumbs down on 
an official approval of the New York 
venture as an official world fair. B.LE. 
is a treaty-bound organization of 30 
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nations, largely a European coalition, 
that sets forth the conditions that de- 
termine which international exhibi- 
tions are to be classified as a world’s 
fair. One reason the B.I.E., of which 
the United States is not a member, 
would not sanction the New York 
World’s Fair is that fair is to run “too 
long.” 

Fair’s executive committee has 
given its reason for the longer than 
usual World’s Fair. It reasons that 
cost of construction is too high in 
New York City area for exhibitors to 
make out on their investment in any 
less time. Argument met a cool re- 
ception at B.IL.E. After this stand-off 
occurred, B.I.E. approved the Cen- 
tury 21 Exhibition, Seattle, Washing- 
ton, in 1962, as a world’s fair. It’s 
apparent that the New York World’s 
Fair and B.I.E. are each going to get 
along without the other. 

About the only bur in the fair’s side 
is that the quarrel has caused an em- 
barrassing situation for B.I.E. country 
members. By treaty, members are 
bound not to participate in any un- 
sanctioned international exhibition. 
On the other hand, there are some 
B.I.E. countries which would like to 
exhibit in New York in spite of B.I.E.’s 
position. Many of these countries 
are asking themselves, “What to do?” 


Answer to Restriction 


France and the Netherlands are two 
B.L.E. countries that have come up 
with one solution to the B.LE. restric- 
tion. Their private companies will 
most likely participate in the World’s 
Fair. The international treaty or- 
ganization only governs government 
participation and not private industry. 
However, member governments do 
participate indirectly with this solu- 
tion, since it is a common practice of 
European governments to subsidize 
private participation in international 
shows. 

Recently a group of 75 French ar- 
chitects and builders came to the U.S. 
to inspect the Flushing Meadow 
Park site. Official spokesman for the 


group, Baron Louis Rasque de Laval, 


vice-president, Federation Nationale 
du Batiment de France, made the 
predication that the flag of France will 
fly over a pavilion in the World’s Fair. 
(Flag will fly unofficially.) Baron 
Laval’s statement supports the World’s 
Fair prediction that national indus- 
tries will participate from B.I.E. coun- 
tries that will not be represented offi- 
cially. 

Netherlands is reported to have in- 
dicated to the World’s Fair executive 
committee that it will do the same as 
France. With this second B.IE. na- 
tion to have so indicated, it can be 


MAY 19, 1961 


THE BIG SHOWS ALL COME 
TO tHe Vlog fork 


TRADE SHOW 
BUILDING 
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.. 


“Tw Vow Beit iw Enhibit Facilitios 


When an industry puts its best 
foot forward, they come to the 
New York Trade Show Building. 
It makes all the difference 

in the world. 


The country’s leading trade 
shows and conventions have 
been quick to recognize the 
obvious advantages and 
features of this outstanding 
show center: 

@ the finest in exhibit facilities 

@ the ultimate in service 

® the central location 

® the greatest economy 


lf you are interested in selling 
more—more effectively, you'll 
be sold on the merits of the 
New York Trade Show Building. 


For very complete information 

without obligation 

WRITE, PHONE or WIRE to: 

Mr. Duane W. Carlton, President 

NEW YORK TRADE SHOW BUILDING 
500 Eighth Avenue, corner 35th Street 
New York 1, N. Y. ¢ LOngacre 4-4100 


4000 Fine Hotel Rooms located nearby 
COMPLETELY AIR-CONDITIONED 


moving 
to 
Our 


new 


] f 
plant 


On 


THE BRONX 


AMITYVILLE 
LONG ISLAND 


FUNCTIONAL DISPLAY, INC 


DESIGNERS and BUILDERS of EXHIBITS 


53 


safely assumed others will follow suite. 

On the domestic side, only a few 
companies have signed for space. 
U.S. firms quickly fall into three classi- 
fications: those that have signed, those 
that are deciding, and those that 
haven't signed but intend to do so at 
the right moment. Then too, there 
are those that have decided against 
exhibiting. One such company is The 


companies are officially in: Edward 
H. Burdick Associates, Inc., New York 
City; Gas, Inc. (special exhibit cor- 
poration to represent the gas indus- 
try; General Motors, Inc., Detroit; In- 
ternational Business Machines Corp., 
New York City; Liebman Breweries, 
Brooklyn, N. Y.; Power & Light Ex- 
hibit, Inc. (special exhibit corporation 
set up to represent the electric indus- 


Chase 
City 
In addition, to the two food organi- 
zations which are to operate the con- 
cession stands, and Coca-Cola, these 


Manhattan Bank, New York try). 

To this list of signed exhibitors, you 
must add companies that are negotiat- 
ing presently with the World’s Fair. 
Some of these companies are to come 


THE MOST MODERN FUNCTIONAL 
HOTEL IN THE SOUTHWEST... 
DESIGNED FOR TODAY'S 
PROGRESSIVE BUSINESSMAN 


This shaft of sunlit mosaic beauty 
introduces a new concept of luxury living 
to Southwestern businessmen. Everything 
in your spacious luxury room is designed 
to help you rest and relax after a busy 
business day. Ice making compartments, \ 
AM-FM clock radios, thick, colorful \ 
carpets and contemporary furnishings 

are standard in every luxury room. All 
this in a hotel built to accommodate 
conventions and business meetings of any 
size .. . from 10 to 2000 people! 


Discriminating businessmen have given 
their hearty approval to the new 
Sheraton-Dallas Hotel . . . located in the I 
heart of Southwestern finance and industry. Ssssseessa=: | hl 
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Burution Cnter of the Southwest 


Cfroultn Dl HOTEL s 


LOCATED IN EXCLUSIVE SOUTHLAND CENTER 
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in momentarily, according to the fair 
committee. 


Asked About Plans 


Companies that have space tenta- 
tively reserved for them at the World’s 
Fair were asked, “What are your 
plans?” Most who answer this in- 
quiry confessed that plans are still in 
the discussion stage. Few revealed 
that they are waiting for design pro- 
posals from several firms. This is what 
some exhibitors say about their World’s 
Fair participation: 


Edison Electric Institute has set up 
a separate corporation to handle its 
World’s Fair activities, under the 
name of Power & Light Exhibit, Inc. 
Pavilion will represent the electric in- 
dustry. Institute plans, “To demon- 
strate in dramatic terms that the elec- 
tric industry developed under the 
American system of free enterprise is 
a forward-looking, dynamic and essen- 
tial element of the American economy, 
fully capable of meeting the increased 
energy requirements of the nation for 
continued economic growth and effec- 
tive national defense. The magnitude 
of America’s electrical leadership com- 
pared with the rest of the world will 
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LOW HOURLY RATES. 
OFFICES IN 200 CITIES 


manpower, inc. 


Write for free booklet on our 
unique Convention Services 
826 N. Plankinton Ave. 
Milwaukee, Wisconsin 


SALES MANAGEMENT 


ite also be clearly presented.” Just how large circular lake in the forthcoming _a technical nature. We anticipate that 
this theme will be translated into terms exposition. Site will measure 50,178 these road blocks will be cleared in 
of an exhibit is still in the planning sq. ft. the reasonably near future.” As fat 
stage. Companies that have not signed a as any developments in the company’s 
: lease, but have indicated that they pavilion or exhibit plans go, it reports, 
General Motors Corporation re- plan to participate in the World’s Fair “We expect presentations by different 
ita- ports, “Theme and design of the Gen- —_ have some comments about plans be- _—_ designers in the next few weeks after 
id's eral Motors exhibit are still being de- ing developed for pavilions. For ex- which our architects will go to work.” 
our | veloped and it will be some time be- ample: 
= F fore there will be anything concrete to Radio Corporztion of America says. 
lin j announce.” General Motors has con- Ford Motor Company has seven “All cf us involved in planning ex- 
led tracted a seven-acre site in the trans- acres tentatively reserved in the trans- hibits for the New York World’s Fair, 
“ol : portation area. It hopes its exhibit portation area. Company reports, of course, have heard about severa! 
hat 4 will rival the Futurama exhibit of “While our formal lease has not yet exhibits which have gone into the de- 
ld's : 1939-40. Chairman Frederic G. been signed, the reasons are mostly of signing stage. Unfortunately, we are 
| Donner says, “We hope to show some : . 
1 of the dramatic possibilities for trans- 
t up portation and living that technological 
its ff progress can bring to reality not too : =” 
the § many years hence.” 
me | Custom-Designed Merchandising 
sin- ff International Business Machines 
non- §f Corp. has signed a lease for space at 
slec- ff the World’s Fair. Company spokes- 
the Jf man reveals, “At this point, we do not 
seis J have designer or architect’s plans be- This is an invitation to top-level managements 
ssen- I cause we have just begun to go into ‘ . h | sal 
my, this phase of the project.” 1I.B.M.’s of national companies that have an annual sales 
ased site will cover the same area as oc- volume of at least $10 million or at least 200 
n for cupied by the French Pavilion in the men at one time on incentive trips. It is ex- 
tec ESS8-40 fair. Sito overlooked the tended to these managements who should like 
tude Lagoon of the Nations” of the earlier 
com- fair, and it will command a view of a to discuss the specialized marketing techniques 
will 


that move merchandise through incentive pro- 


grams. 


Why Custom Merchandising? 


CHICAGO'S 
| FASTES! 
SOU 
exhibit 
- Service 


No two companies are alike. Each has its own 
distribution 
peculiar competitive situation; and each must 
have a merchandising program custom-tailored 
to its own needs. 


problems. Each faces its own 


Martin B. Iger Company, oldest and most experienced com- 
pany in incentive merchandising, has developed techniques to 


se eee 
waPO OPO 0Seesbensickgceseeeeeee""” 


designing- move merchandise profitably — especially at those times when 
j normal business activi resents special problems. Our services 
| fabricating p p p 
| for are custom-designed to create realistic programs. An Iger- 
| discriminating 


planned merchandising program has never had a failure in 28 
years. Our “secret''? Each plan is designed to fit individual 
company needs, based on realities of the market place. 


clients... 


thbott Laboratories 
imerican Medical Association 


Bell & Howell Company 


a 


Crane Company 


Edward Dalton Co 


( Division of Mead Johnson & Compan ¥ 


State Farm Insurance Companies \ 


May we discuss your incentive merchandising needs? 


Universal Oil Products Company \ f- ; rH iffy 
. sSSssui ms 
sk MARTIN B.IGER & CO. 2? ests? 
: mse. design associates, inc SALES MANAGEMENT CONSULTANTS TO INOUSTRY ANDO GOVERNMENT 
° hi. dieting corporation TRAVEL INCENTIVE PROGRAMS " COMPLETE CONVENTION SERVICE 
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+ 
4 TIMES BUILDING, 1475 BROADWAY. NEW YORK 36. Wisconsin 7.0740 
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In Richmond... 


The Feba Marshall 


IN THE HEART OF DOWNTOWN RICHMOND 


500 ROOMS 


Located in the heart of the Capitol of the Confederacy, is Virginia's largest 
and finest convention hotel. Historic sites of interest are within walking 
distance and your convention membership will find their leisure hours 
@ tours of Rich d and other 
nearby areas of historic interest. Spacious banquet and meeting areas 


‘ 


occupied with interesting and 


tastefully decorated rooms and exceptional food prepared by master 
hotel chefs insure a successful convention at The John Marshall. TV and 


air conditioning — of course! 


1200 rooms convencently located under ene monagement in Richmond. The John Marshall Hetel Wm Byrd 
More: Richmend Motel King Carter . Central reservation service through The john Mershell 


Year Around Resort 


HOTEL 


CHAMBERLIN 


ON THE CHESAPEAKE BAY 
OLD POINT COMFORT «+ FORT MONROE, VA 


300 ROOMS 


This gracious resort hotel offers a unique experience 
for your convention delegates. The pleasant seaside 
atmosphere, spacious meeting and exhibit areas, 
delightful Southern style cooking and excellent 
room accommodations will long be remembered by 
your entire . Exceptional i 
facilities offer both an outdoor and indoor heated 
pool, fishing, boating, golf, game room, tennis, 
dancing or if you prefer there are many tours of 
convenient historic shrines, including the Jefferson 
Davis Casemate, Yorktown, Jamestown and 
Williamsburg. During the Civil Wor Centennial, 
you'll find many of your conventionaires will want 
to take advantage of a few extra days to visit all 
of these historic sites. 


The Hotele that Hospitality Built 


For Additional information and 
Brochures—Please Write or Call 
Charlies M. Adams—Director of 
Soles—Dept A 


/ Pichmontd Kile Gneorporaled 


Executive Offices, Eighth & Broad Streets, Richmond, Va., Phone Mi 8-448! 


For information and reservations please contact Director of Sales, Dept. SM, Richmond Hotels, Inc., Richmond, Va. 


—fusther RECORD BREAKING YEAR! 


at the $20,000,000 
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BANQUET HALL 


@) EFAUVILLE 


NO WONDER! LOOK AT THESE FEATURES! 


@ CONVENTION HALL— 24,000 sa. ft. of unobstructed floor space 

@ Seating for 4,000 people (For smaller groups, the auditorium can be partitioned 
into 2 or 3 more areas with sound proof walls.) 

@ Banquet Facilities for 3,000 people in the Napoleon Room 


@ 20 Ultramodern committee meeting rooms for 30 or more people 


AUDITORIUM 


@ 20 Meeting Rooms for 200 to 4,000 people 


e@ 35,000 square feet of exhibit space 


e Air conditioned — Sound conditioned — Light conditioned 
e Super abundant display space — projectioneered for conventions 


e Hydraulic lifts for heavy displays 


@ Numerous Press Rooms and work shops, complete with telephones and 


typewriters for press releases 


@ Projection Room with complete visual aid facilities 
@ Ulitramodern luxurious hotel accommodations for 100 to 1200 guests 


ENTHUSIASTIC REACTIONS 


1BM—Our convention—a tremendous success! 

ADMIRAL TV—Our most successful in the 
Electronics Industry! 

OPTIMIST INTERNATIONAL — Never have we 
experienced such cooperation! 


CAPITOL RECORDS, INC.—The best we ever had 
— facilities and hotel cooperation! 
SERVALL CO.—You PROVED a BIG point!... that 
a SMALL convention could be held at the Deauville! 
DICTAPHONE CORP.-—Enjoyed the fines 
the 18 annual Dictaphone Conventions! 


EXHIBITORIUM 


and MANY, MANY MORE! - 100°; AIR CONDITIONED 


PLANNED FOR PLEASURE 


featuring great r 
yroadway and Hollyw 
E SKATING RINK 


re ex 


Write or wire 


DICK ELTERMAN 


Director of Sales 
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ON THE OCEAN AT 67th STREET ¢ MIAMI! BEACH, FLORIDA 
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not at liberty to reveal details of the 
RCA exhibit.” 


National Cash Register Co. is an- 
other company that has not signed any 
lease, but will exhibit in the New 
York World’s Fair. Company ex- 
plains, “We will definitely exhibit, 
with the theme: ‘NCR takes you all 
the way from original entry to final 
report.” We have selected a corner 
lot with a land area of 32,338 sq. ft. 
We are just beginning to consider the 
building. A modular steel structure 
has been suggested, but at this time, 
no further plans have been made. It 
will be about six months before we 
have any drawings or further plans. 
We would emphasize that the idea of 
modular construction is a suggestion 
—nothing has been decided yet.” 


In NEW YORK CITY 


| 


ered 


F. & M. Schaefer Brewing Co., 
Brooklyn, says, “We regret that we 
have no information at this time to 
give you regarding our contemplated 
New York World’s Fair, 1964-65 ex- 
hibit. All we have at the present 
time is the site and all planning for 


improvements have not as yet been Honored by great organizations of America 
developed.” ak 


E. I. du Pont de Nemours & Com- Hor Serv ice 


pany: “We are not far enough along 


with our planning on our World's Fair B d th ll 
<i exhibit to release any information at e \ OT) eC a 


this time.” DuPont is another com- 


pany that has not signed a final lease f pD t 
for space. O uU % 


Eastman Kodak Co.: “We haven't @ Personalized attention: Your first contact at Henry Hudson 
seen preliminary sketches of our an- becomes your group’s very own aide de camp, to guide you through 
ticipated fair building. In fact we your stay at the Henry Hudson, to take care of everything. 
haven't actually signed a lease for @ Choice location—steps from the Coliseum, a short walk 
fair space. We do expect to have an to Times Square, Radio City. 
~— at hey “ acy s Fair but details © Complete Facilities for groups of 10—1,000, with largest 
of our exhibit and our operation are banquet-meeting space of any hotel in the Coliseum zone. 


not far enough along. @ 1200 choice guest rooms: your group can stay together when 
you hold your function at tae Henry Hudson. 


EASTERN ,;:". 


aS . 
2°, Inco Nickel 


American Telephone & Telegraph 
Co. is another company that will par- 


ticipate, even though no lease agree- 
ment has been signed yet. Company EN R | DSON 
reports, “A. T. & T. definitely is go- 


ing to exhibit. We will lease 105,000 COLUMBUS 5-6100 


sq. ft.” Company has already hired 353 West 57th Street 
a designer and architect for the F New York City 
World’s Fair project. Theme will be 


“Peace Through Understanding Via 
Communications.” No plans have 
been developed, at this point, beyond 
this general goal. Company spokes- 


man says, “We will show the growth Available to our guests: The 
of communications and how it has newest, most modern Vic Tanny's 
kept abreast with today’s require- a Gym and Health Club. 
ments. Future communications sys- pa tp Po Sas one 

“a $s gymnasiums, steam 
tems will be revealed at the World’s rooms, massage facilities all lo- 
Fair.” He also confirmed that prob- cated on premises. For details 
ably some portion of the A. T. & T. and special group rates, directin- 
pavilion will explain satellite com- ieee i 

A munications in the future. 


ENT MAY 19, 1961 


aad AP a ed 8 d RF yor aw 7 
EO KSSH DELL MONG 


In New Orleans— 
America’s Most Interesting Cily 


your convention business 
is a pleasure at the 


ROOSEVELT « 


100% AIR-CONDITIONED THE YEAR ‘ROUND 


%* 14 comfortable meeting rooms, seating 25 to 2,250 
persons 

%* The center of business, civic and social activities 
in New Orleans 

% Home of the famous Blue Room for dining and 
dancing and floor shows 

% Also for your dining convenience The Coffee Shop, 

Fountain Lounge, Coffee House and Plantation 

Room. 


SEYMOUR WEISS 
President and Managing Director 


A. C. BELLANDE 
Manoger 


Activating salesmen calls 
for special surroundings. 
The Marott’s got em! Special 
rooms for sales meetings . . . where 
acoustics are perfect ... where there’s : 
room for big displays . . . where food service is swift and 
unobtrusive, sets the perfect scene! Got a group you want 
to sell on selling? Gather ’em in one of the Marott’s special 
sales rooms. Then pitch, man, pitch! 
CONTACT MR. NORMAN H. TICE, DIRECTOR OF SALES 
Two large parking areas on hotel premises. 


CALL US AT WALNUT 6-4571 


lp marott hotel 


NORTH MERIDIAN ST. AT FALL CREEK BLVD, 


INDIANAPOLIS, INDIANA 


In addition to exhibitors and almost 
official exhibitors, there are companies 
that are sitting on the fence. They 
have not actually decided to enter 
the World’s Fair as far as anyone 
knows. However, some are probably 
sure bets if you like to play hunches. 
For example, The Borden Co., New 
York City, reports, “With respect to 
our possible participation in the forth- 
coming New York World’s Fair, at 
this early date we must inform you 
that our plans are still not out of the 
discussion stage.” 

Another uncertain is Institute of 
Life Insurance, New York City, which 
says, “At this particular moment, our 
plans to exhibit are not definite enough 
to warrant any publication on the sub- 
ject.” 

American Petroleum Institute, New 
York City, has this to say: “The ques- 
tion of the petroleum industry’s par- 
ticipation in the New York World’s 
Fair has not yet been definitely 
settled.” 


For Small Exhibitor 


There is something for the smaller 
exhibitor in the New York World’s 
Fair. Edward H. Burdick Associates, 
Inc., New York City, has contracted 
for space to build one or more pa- 
vilions. The company will sub-lease 
space to companies that can not afford 
to build their own pavilions. Plan for 
a “community of interest” to be 
known, according to the World’s Fair 
as the “Better Living Pavilion” will 
house many exhibitors under one roof. 
The Burdick organization undertook 
this project, when the fair’s executive 
committee established a firm policy 
that the fair would not erect or main- 
tain any industrial exhibition build- 
ing. No minimum on space has been 
set, but Burdick Associates indicates 
that the minimum number of sq. ft. 
sub-leased so far is 23,000 sq. ft. Bur- 
dick has enlisted the Exhibit Produc- 
ers & Designers Assn. to help market 
space in the pavilion. Burdick be- 
lieves their intimate relations with 
their clients will help spread the word 
fast to the right people. Burdick As- 
sociates will act as show manager to 
the sub-leasees. 

Negotiations on another pavilion 


OOOP’S 

Pardon our slip for dropping the 
adddress for the Marott Hotel in the 
January issue. Even if it is one of the 
Midwest’s top convention hotels— 
everybody may not know it is in 
Indianapolis, Ind. 
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similar in purpose to Burdick’s “Bet- 
ter Living Pavilion” are underway. 
American Enterprise Exhibition Corp. 
(a special organization set up by 
Casey & Kilborne, Inc., New York 
City, for the World’s Fair) and a 
building material supply concern are 
in a huddle over the project. Plan is 
to build a pavilion for smaller exhibi- 


tors. Average rentals will be $10,000 
per annum for each 215 sq. ft. exhibit 
area. Payment for space would be 
made on the following basis: 15% 
upon signing contract, 25% at time 


building permit is granted by the fair, 
25% in April 1963, 20% upon opening 
of fair, balance due prior to the second 
year of the fair. 


“Whose idea was it to have 


\ 
<\¥ 
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in this booth?” 


Packed for 
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o Fret 


For offices, booths, libraries, lobbies, conference 
rooms. Harmonizes with fine furniture. Show 
transparencies to best advantage. 
literature shelf. 


Illuminated 


shipment. $575 f.o.b. Alex., Va. Fitted 


traveling case, add $40. 
Write for specifications or 
clip your card to this ad. 


DESIGN and PRODUCTION, INCORPORATED 
826 Slaters Lane, Alexandria, Virginia 


FOR THE 


MISSISSIPPI 


COAST 


® 5000 modern beachfront 


hotel and motel rooms 
© Food service for 1100 people 
© Meeting rooms for 20 to 2500 people 


¢ Ample space for all types 
of exhibitions and displays 


© Easily reached by plane, train, 
bus, automobile 


For complete convention data send 
this coupon to the Chamber of Com 
merce of one of the Mississippi Gulf - 


Coast cities listed below wo” 


Name 


Company 
Address 
City . 


State 


LONG BEACH LA 


PASS CHRISTIAN @ 
TT 
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PAVILIONS were built on the same site in Barcelona, Spain. 
You may not be able to tell from the outside, but the 1960 


U.S. Cotton Pavilion (top) and the 1929 German Pavilion 
(bottom) were built for international fairs, 32 years apart. 


Just What Is Display Design? 


It’s not architecture with a message, nor three-dimensional 


poster, nor commercialized 


explanation of 


interior decoration. 


Here is an 


what it is, why it exists, and why conflict 


arises between exhibit design and other design specialties. 


LIKE all professional people, we dis- 
play designers have almost grown re- 
signed to having the purposes, aims 
and standards of our profession mis- 
understood. 

As designers of exhibits, we still 
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By DAVID MAXWELL 
Design Director, The Displayers, Inc. 


wince at having our efforts described 
as “three-dimensional posters,” or 
“commercialized interior decoration,” 
or as “architecture with a message.” 
This is about as accurate as calling 
poetry “a kind of rhyming prose.” 


It is only when a respected au- 
thority whose opinion we value and 
respect lapses into unthinking snap 
judgment that we even bother to set 
the record straight. A recent item in 
Architectural Forum has been critical 
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Editor's note: Writers and edi- 
tors sometimes touch a_ tender 
“nerve” of a few of their readers. 
One or more readers may respond 
with blistering attack on the writer, 
editor, publication, or journalism 
itself. While much abuse heaped 
on an editor may be unwarranted 
and simple drivel, once in awhile 
a rebuttal turns up that is a pure 
gem. It explains a position, clari- 
fies an idea or treats a subject with 
challenging insight. 

This article takes exception to a 
short item in an architectural maga- 
zine, rather than one that has ap- 
peared here. However, its explana- 
tion of an exhibit designer’s func- 
tion, aims and outlook is eloquent. 
Its defense of what the writer con- 
siders unjustified criticism is one 
of the best exposures of an exhibit 
designer's thinking we've seen in 
a long time. 


of exhibit designers’ “stepping into 
architecture,” and about the memor- 
ability of their results. In general it 
confuses exhibit design with architec- 
tural design. No one could doubt the 
sincerity of the magazine writer’s de- 
sire to advance the standards of ar- 
chitecture, but one may question the 
assumptions underlying his _ state- 
ments. 


Compares Different Things 


Specifically the critique nostalgic- 
ally compares the design for the 1960 
U.S. Cotton Pavilion in Barcelona with 
another structure, Mies Van der 
Rohe’s 1929 German Pavilion on the 
same spot over 30 years ago. The 
critic makes comparisons of two dif- 
ferent things by the standards of one 
of them. The Forum’s comment starts 
“These two buildings have this much 
in common: both are exhibition pa- 
vilions, modern, and set on the same 
site near Barcelona, Spain.” The 
very next sentence of the Forum’s 
critique starts—“Here most similarity 
stops’—and then later on “The Cot- 
ton Pavilion is not too bad a pseudo- 
Miesian job in itself . . .,” thereby set- 
ting up a yardstick, not to measure, 
but to club. 

Aside from the tenuous fact that 
both structures once occupied the 
same space, they have very little in 
common. It is like comparing a high- 
ly commercial new filling station and 
its prominent identification with a 
well-loved landmark which it sup- 
planted, not on its own merits but 
rather on a fancied resemblance to the 
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former structure which had an en- 
tirely different reason for being. 

One cannot criticize a new book 
(without even looking inside) merely 
on the personal evaluation that its 
jacket is less attractive than another 
book that occupied the same spot on 
the shelf over 30 years ago! Architec- 
ture and display are more than mere 
surface manifestations and such once- 
over-lightly judgments are to be de- 
plored. 

To make a dangerously broad gen- 
eralization, we can say that architec- 
ture arose from a basic human need 
for shelter; display arose from a hu- 
man need to sell by confrontation. 


Motivation for Shows 


In every age, at every level, the 
confrontation of the buyer with full 
purse and empty hands and the seller 
with empty purse and full stocks 
always has been and still is the moti- 
vation for every country fair, trade 
show and “cultural” world’s fair. 

An exhibit designers whole profes- 
sional life is devoted to designing 
more meaningful ways to sell a prod- 
uct, a service or an idea by the cre- 
ative use of confrontation. Shelter, 
to an exhibit designer, is a secondary 
item and is only important on the oc- 
casion when it becomes necessary to 
protect the buyer and the seller from 


the elements. Indeed, every top notch 
display designer, at some time, has 
had the frustrating experience of hav- 
ing to design exhibits inside beautiful 
structures that were designed to 
shelter in general, but ignored the 
problems of selling face-to-face, spe- 
cifically. 


Must Know Function 


Thus, unless one knows the func- 
tion, one cannot really make compari- 
sons based on irrelevant resemblances 
in form. 

One cannot compare accounting 
with mathematics because they super- 
ficially have a written number system 
in common. Nor would any intelli- 
gent mathematician look down his 
nose at accounting because it seldom 
involves anything more mathematic- 
ally difficult than simple arithmetic. 
Nor would it follow that an architec- 
tural designer would necessarily be 
equally competent as a sculptor, an 
industrial designer or an exhibit de- 
signer merely on the basis that all 
these professions involve solutions of 
problems in three-dimensional aes- 
thetics. Yet, the record shows that 
architects have “stepped into” the fur- 
niture field, package designers have 
“stepped into” show room design, 
sculptors have “stepped into” architec- 
ture and painting, and they all have 


INTERIOR of 1929 German pavilion is decorated with marble and statutes. 
David Maxwell says, “Its a beautiful architectural gem, but is it an exhibit?” 
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AMERICA’S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Wing has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, a 
theatre with a CinemaScope screen. Ready soon will 
be our new 17,000 square foot exhibit hall. For after- 
session enjoyment The Greenbrier’s recreational facili- 
ties are unsurpassed. And our staff of experts not only 
helps in planning your program, but they also handle 
the details to carry it through successfully. 


Special Winter Rates available on request. Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem- 
bership in the Old White Club and gratuities to service 
personnel. EFFECTIVE DEC. 1, 1961—-FEB. 28, 1962. 
FOR INFORMATION write Charles L. Norvell, Dir. of 
Sales. Also reservation offices: New York, 630 5th Ave., 
JU 6-4500 * Boston, 73 Tremont St., LA 3-4497 * Chicago, 
77 W. Washington St., RA 6-0624 * Washington, D. C., 
Investment Bldg., RE 7-2642 * Glen W. Fawcett: San 
Francisco, 1029 Russ Build- 

ing, YU 2-6905 ¢ Seattle, 726 

Joseph Vance Building, MU 

2-1981 ¢ Dallas, 211 N. THRE 
Ervay, RI 1-6814 * Los An- < 
geles, 510 West Sixth Street, 

MA 6-7581. 


WHITE SULPHUR SPRINGS +» WEST VIRGINIA 


ANNOUNCING 
CHICAGO'S NEWEST ieee 
DOWNTOWN LUXURY 4pm 


INNS of AMERICA 
MOTEL opening this Spring 


Essex Inn was designed with the group meeting in 
mind. Most modern convention facilities — entire 
floor of soundproof meeting rooms, complete visual 
aids to dramatize your message with sight and 
sound. Features are: free parking on premises — 
swimming pool; complimentary TV and radio, wake 
up coffee, ice cubes, 24 hour switchboard. Excel- 
lent restaurants and cocktail parlour. Room service. 
Extra large guest rooms and suites at competitive 
rates — ideal for display, entertaining or the 
active traveler. 


Write or Phone for details:— 

Larry Licalzi, Director of Sales 
Aristocrat Inns of America 

5600 No. Lincoln Ave., Chicago, Illinois 
Phone: LO |-7777 or LO 1-5751 © CG 82 


Also operating in Chicago:— 


AVENUE MOTEL ACRES MOTEL ASCOT MOTEL 

Michigan at !2th 5600 N. Lincoln Michigan at lith 

Open — HA 7-8200 Open — LO 1-7777 Open Fall 196! 
100 rooms 100 rooms 225 rooms 
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“stepped into” literature by writing 
about their lives, their times and their 
experiences! 

That such cross-pollination has led 
to sterile and dreadful mutants is more 
than offset by the creation of many 
wonderful hybrids and even rarer 
masterpieces. The exciting vitality of 
all the arts in our free society is due in 
great part to this lack of rigid com- 
partmentalization. The phrase “step- 
ping into” as used by our critic seems 
to impliy disapproval of such over- 
lapping areas of interest. 

To our way of looking at it, an ex- 
hibit can be designed to go inside or 
outside an existing structure or it can 
be planned from the ground up as a 
completely integrated selling tool. 
Only the ill-informed could believe 
that all exhibit designers are incap- 
able of understanding any structure 
more involved or larger than an eight- 
foot-high exhibit. 

No doubt it would be desirable to 
call in an architectural designer to 
take care of the shelter aspects of 
structures, just as architects call in 
structural engineers to assist them. 
This is a matter of consideration of 
a particular job and hardly a matter 
for narrow craft concepts of appro- 
priateness. 

As a matter of fact, all structural 
elements for the U.S. Cotton Pavilion 
were checked and supervised by 
qualified architects in Spain who un- 
derstand local conditions. But, again, 
this begs the questions; our only pre- 
occupation is, and has been, with the 
art and science of display. 

Whether the words or the music 
comes first, or which is more impor- 
tant, the inside or the outside, is not 
the point. Display designers have 
much to learn from architectural de- 
signers and the reverse also holds 
true. Working together with the con- 
tribution of all the arts and the sci- 
ences we can create an image of our 
culture that will enhance our prestige 
all over the world. 


Aim: To Sell Cotton 


We did not set out to design a 
“castle-in-Spain.” We set out to de- 
sign an exhibit which would prompt 
the Spanish people to buy more cot- 
ton goods, especially ready-mades, 
now! Design of the pavilion was no 
preconceived Procrustean affair, but 
was dictated by the required contents 
ind layout. Contents came about as 
1 result of careful marketing re- 
search and a study of sales probabili- 
ties by representatives of the U.S. De- 
partment of Agriculture and recom- 
mendations of the U.S. Cotton Coun- 
cil, both here in Spain. Add to all 
this our own close study of site con- 
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KANSAS CITY 


SALES MEETINGS, CONVENTIONS 
and TRADE SHOWS 


4 rioors 


exclusively for group functions 


For meetings of any size up to 900 or for breakfasts, 
luncheons or banquets—for small groups or as many as 
550 — the Continental offers the finest facilities and 
service. Unique among Kansas City hotels is the new 


EXHIBITION HALL 


AN ENTIRE FLOOR—10,500 SQ. FT. 
designed for trade shows and conventions 


Specially wired and lighted for exhibition purposes . . . AC current 


110-220 voltage ... radio and TV outlets .. . PA system. . : 
Muzak .. . spot lights . . . natural gas and water connections 
. platform and stage ... private office with telephones for 


show manager . . . built-in registration desk . . . check room, 


: He SN 
jj + j Je Dining Room and Cocktail Lounge featur- 
A in HAR-BROILED K. C. STEAKS and 
Prime Rib! Evenings, Entertainment Extra- 
F 7 ordinary! 
Pilati padi. 
a :} ; i a 
He GAL li PB a Coctnalt Loungp—_Frenstveldewelk setting! 
fe fiih *t; a otite Popular-price Coffee House — breakfast, 
ss We) i Ys OL luncheon, dinner! 
ee HM iy PR 


Olympic-size indoor 
Swimming Pool — free to hotel guests! 


For complete infor- 
mation write, tele- 


; ons Ne mask hone or wire: NOEL 
Sees BANIELL, Manager. 
SEATS SEAR 

POS IEEE 

pe SRR ° 


In the Heart of Downtown 


BALTIMORE AT ELEVENTH « KANSAS CITY, MISSOURI 


1 
CONDITIONED 


Less on SS umavtee TELEPHONE HArrison 1-6040 @ TELETYPE KC-457 
ort or : ¥ 
Union Station CHICAGO OFFICE: FRANKLIN 2-774! 


COMPLETE DISPLAY INSTALLATION SERVICES 
IN ALL CHICAGO CONVENTION HALLS AND HOTELS 


INSTALLATION — and — DISMANTLING 


, aw) 
—= = . 
© Trucking = = e Maintenance 
* Storage EW wit e Handling 
% wu 


CZARNOWSKI DISPLAY SERVICE, INC. 


1433 .N. DAYTON ST. 
Michigan 22-7181 Chicago 22, Ill. 
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ditions and the challenge of an in- 
credibly low budget for displays and 
construction. All these factors influ- 
enced our thinking and not theories 
of some school of architecture. 

Size and location of the U.S.A. 
fabric swatch symbols were dictated 
by considerations of sight lines at the 
site which may have changed in 30 
years. Trees, fountains and the out- 
of-the-way location of the exhibit 
made their use vitally important to 
get anyone to our pavilion in the first 
place. This symbol, which we de- 


signed, was much admired for its 
simplicity and directness and was 
used all through the show and for all 
concurrent and subsequent promo- 
tions. 

In the Forum’s preconceived view, 
however, our idea was that “. . . the 
way to create national (or corporate) 
identity through architecture is to 
plaster signs (these look like textile 
samples) all over their buiding . . .” 

We wonder how much research was 
done by our critic beyond looking at 
two photographs. Did he know that 


THE BEST PLACE FOR ANY SIZE SALES MEETING 


Veteran’s Memorial Auditorium 


DES MOINES, IOWA 


the written copy in the exhibit area 
was less than 200 words? Did he 
know that there were no giant photos 
of fields of cotton, no photo blowups 
or large and sweating workers gaz- 
ing upward and outward, no photos 
of warehouses or factories, no charts, 
no graphs or other space-filling empty 
cliches that make so many large ex- 
hibits so barren? 


Believable Context 


Did he know that all products were 
displayed in believable context instead 
of using irritatingly cute and irrele- 
vant devices? Did he know that we 
did not use standard glamorous haute- 
couture models wearing inappropriate 
and esoteric costumes, or indulge in 
other similar gaffes that make neither 
friends nor sales for our country? Did 
he know that we used teen-age models 
recruited from local schools and 
dressed them in_ right-off-the-rack 
American teen-age cotton clothing, or 
why we concentrated on this age 
group? 

Did he know that we devoted ex- 
tensive space upstairs, “for the trade,” 
to take advantage of the excitement 
generated below? Did he know that 


Accommodations for 12,000 people with A. James Martin, U.S. Department of 


~ * See 
For complete information, 


smaller rooms for 50 to 1,000 
Catering service in building 
Walking distance to main hotels 
Parking for 1,100 cars 


Up to 96,000 sq. ft. of floor space on 


two floors 
Ground level drive in on booth floors 


write to: H. S. Strong. Mar 


VETERANS MEMORIAL AUDITORIUM, 833 Fifth Ave., Des Moines, la. 


USA 


EXPORT 
PAVILION 


Creative communication within 
the framework of your objec- 
tives, whether it be an export 
pavilion or a trade show ex- 
hibit, is effectively provided by 
the talent and productive skills 
of Firks Exhibitions. 


Your inquiry will bring us to 
your deskside anywhere. There 
will be no obligation and rather 
an infectious enthusiasm to 
plan and create for maximum 
results. 


It's a wonderful world of 
exhibitry with . .. 


Firks Exhibitions Inc. 
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FIRKS 
EXHIBITIONS 


431 North Clark Stree 
Chicago 10, IIlino 
‘ 


INC. 
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Agriculture display manager, with this 
exhibit to back him, handled personal 
relationships at every level with such 
adroitness and made so many friends 
for the United States, that the Span- 
iards gave him a special award for 
management? 


Spot Air-Conditioning 


Does he know how we solved the 
problem of spot air-conditioning in a 
building with wide open entrances 
and enormous crowds? Did he know 
how we met all the vexing problems 
attendant on the low budget? None 
of these points may have much sig- 
nificance to an architectural designer 
but without them a display designer 
would only be designing meaningless 
“arrangements . 

The Forum touchingly concludes, 
“. . » Mies pavilion, unlabled, will be 
long remembered whereas the heavily 
billboarded Cotton Pavilion will be re- 
membered hardly at all. Sic transit 
gloria redundi.” We come now to the 
matter of memorability which we as 
display designers use in a quite differ- 
ent context. The memorability we 
work for refers to the client’s product, 
services or message. 


Purpose of Good Exhibit 


Every good exhibit is a vehicle to 
get the viewer to buy on the spot or 
to leave him with a lasting and fa 


SALES MANAGEMENT 


MA 


the 
na 
Ces 
10W 
ems 
one 
sig- 
mer 
mer 
less 


des, 
1 be 
wily 
e re- 
ansit 
» the 
e as 
iffer- 
"we 
Juct 


le t 
ot o1 


d fa 


ENT 


Does expensive crating of exhibits, electronic devices and other delicate equipment account for a big 


chunk of your shipping cost? Then take a few minutes to talk with your local United Agent about 
SAFE-GUARD ... the moving service that combines economy with safety. Let him show you how cushion-soft 
padding, special handling techniques and custom-designed vans eliminate the need for crating on most shipments. 


See how much you'll save in man-hours and money compared with bulky crate-and-ship methods. 


Get the full facts today from your nearby United Agent. Just look for the <> under “MOVERS” in 


the Yellow Pages. \Z 
United Van Lines 


MOVING WITH CARE EVERYWHERE® 
INTERNATIONAL HEADQUARTERS :ST. LOUIS 17, MISSOURI 
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ARE 
CONVENTIONS 
REALLY 
NECESSARY 


Well, hotels certainly think so. (Us included.) Sales Managers 
and VP’s, too! A convention is sort of a “working vacation’. 
A chance to really get things done. A chance to solve 

old bug-a-boos with new ideas and fresh approaches . . . 
in new surroundings, where complete convention facilities are 
available. And we have “the works!”’ 17 accoustically 
perfect, air-conditioned meeting and banquet rooms; 
12,686 square feet of display space; stages; projectors; 
viewing screens; mikes; spotlights; easels; tape recorders; a 
PA system; and service (that’s our specialty). Everything 
you need for a successful stay. But you can’t work all the 
time. (That's where the “vacation” comes in.) Loosen up with 
dinner in the Town Room. Or with cocktails in Cafe Caprice, 
the little bar that nobody knows. It’s so quiet there. 

Then off to a play. Or maybe a movie. Or a tour of 

the new Civic Center. Whatever you choose is only steps 
away .. . from the Sheraton-Cadillac, Detroit’s largest 
and most modern hotel. Visit us. We'll prove that conventions 
are really necessary! For complete information write 
Bill Goldsberry, Sheraton-Cadillac Hotel, 

1114 Washington Boulevard, Detroit 31, Michigan. 
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THE MIDWEST'S FINEST 


Ceeiaiiad 


Designed to give you the most 
for your sales meeting or 
convention dollars . . . 

IT PAYS TO KNOW HOTEL BLACKHAWK HAS: 


@ More meeting space under one roof 
than most Midwestern hotels. 


@ 17 new meeting rooms for — 15-1000 
guests. 


@ For food & service—a staff that 
“knows how.” 


@ Prestige atmosphere for success- 
minded groups. , 
Phone or write for 
illustrated brochure. 
Address: Charles A. 
Zoller, Sales Mgr. 


HOTEL 


Davenport, lowa 
EARL R. ACKERMAN, MGR. 


Phone 323-2711 Teletype DY 180 
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PARTICULAR ? ... choose the CLARIDGE 

Conveniently accessible— no transportation problems 

17,000 sq. ft. of convention space, served by heavy-duty elevator 
Seventeen air-conditioned meeting rooms for groups 25 to 950 
Audio and visual aid equipment available 

Experienced sales staff at your service. 


Unexcelled ocean-front, mid-Atlantic City location i 


400 spacious rooms, each with fresh and 

sea water bath and shower, 21” TV 

Sky-high roof lounge « Sun decks and health baths 
Superb cuisine— smart restaurants on the Ocean Front 
Cocktail and supper dancing—famed Mayfair Lounge. 


Atlantic City 345-1271 (area code 609) 


®. . ‘ . 
ee ees George B. Bruni, Vice President & General Manager; Ada Taylor, Director of Sales 


66 


SALES MEETINGS/Part Il SALES MANAGEMENT 


a 
ERS 


WILL YOU 


is large, small or 
in-between, our 
staff of full-time 
convention 
specialists are at 
your beck-and-call. 
Your group will 
definitely enjoy 


THE BEST 
THERE I$ in 

* entertainment 
* facilities 

* service * food i 
* locations staff H 


Any member of our 
team of specialists 

will be glad to give 
you all the details. 

Write or phone 


. THE BEST Arnold Keithlin 
Director of Sales, 
THERE Is (Miami Beach) 
at The Carillon. UN 5-7561 


OCEANFRONT AT 68th ST 
MIAMI BEACH 


ENT 


vorable image of the seller. We 
would be short-changing our client if 
our efforts resulted in memorability 
of our efforts at the expense of his 
problems. 


Priceless Ingredient 


This preoccupation with the imme- 
diate present does not relieve us of 
responsibility for aesthetics or mean- 
ingful design. Pressures of hard-sell 
commercialism and expediencies of 
low budgets are not unknown in other 
fields besides that of display. Next 
to a designers talent, the priceless in- 
gredient to the success of any project 
is an understanding client. 

Question then remains: How good 
a job did we as exhibit designers do? 
Certainly, the obvious interest and the 
eagerness that Spaniards displayed 
were almost palpable. This may 
have communicated itself to the 
judges in Spain who rewarded our 
efforts with a first prize for the U.S. 
Cotton exhibit as a whole. Ironically, 
the exterior of the structure which 
we considered an integral part of the 
exhibit and reflected, we thought, the 
friendly informality of the interior 
also won a separate first prize for de- 
sign excellence. 


Problem in Integrity 


This poses a problem in integrity: 
Should we have designed the pavilion 
for its impact on a writer on archi- 
tecture in New York or for the public 
in Spain? 

It is almost axiomatic in selling that 
a good salesman can sell almost any- 
thing — once. Repeat sales means that 
the product or the service did a good 
job. We are reminded of this because, 
this, our initial effort for the U-S. 
Department of Agriculture has lead 
to another similar European project. 


Strive to Do Better 


Only a fatuous designer would be 
content even with such immediate ap- 
proval of his efforts. Every creative 
person strives to do better. He is 
ever trying to advance his skills and 
enlarge his horizons. To this end, he 
studies current architecture, industrial 
design, package design and the work 
of his contemporaries in the exhibit 
field. He goes to museums, he haunts 
galleries and he attends concerts. He 
reads widely to keep pace with our 
exploding renaissance in every field. 
He attends seminars, he travels, he 
thinks, and above all he never gives 
up hoping that the ideal client with 
the ideal project and the ideal budget 
with enough time will come along in 
his lifetime. ® 
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We Have The RIGHT CLIMATE 
For MONEY MAKING! 


Faint sun ne’er won fair conventioneers! At The Nassau Beach Hotel, 
the outlook for groups is positively brilliant: blue skies, sunny beach, 
cool waters. A sportin’ life! 


Indoors, our public and banquet halls, air conditioned and fully equipped, 


comfortably accommodate 400 delegates at a sitting. Expert cuisine, 
native shows, entertainment. 


CONCLUSION: A steady all-year flow of sunny dispositioned groups. 


Robert M..Souers, Managing Director 
Represented.by UTELL INTERNATIONAL 
New York: Essex House, PLaza 7-5436 
Boston « Chicago: Dallas * Miami Philadelphia 
Montreal + Toronto 
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SERVICE 


is why America’s 


top companies meet at 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 


projection and other arrangements as requested —all 
on time, without last-minute makeshift changes and 


compromises. And all this goes along with some of 
the finest meeting-room facilities in the country. 
So check with Manger before your next meeting 
—see the difference real SERVICE makes! 
ALBANY, N.Y. 
THE MANGER 
DeWITT CLINTON 
CHARLOTTE, N.C. 


THE MANGER MOTOR INN 
CLEVELAND, CHIO 


Convention Department, Manger Hotels 


ROCHESTER, N.Y. 4 Park Avenue, New York, N.Y. Dept. A-5 


THE MANGER 


Please send me full information about Manger 


samaseee, GA. Hotels meeting and convention facilities. 


THE MANGER | 
THE MANGER TOWNE & | 
COUNTRY MOTOR LODGE 


THE MANGER Name 
GRAND RAPIDS, MICH. Co 
THE MANGER wre see nan 
NEW YORK CITY TUCSON INN | Title ee aia 
THE MANGER VANDERBILT 
THE MANGER WINDSOR WASHINGTON, D.C. Address — ers 
PHOENIX, ARIZ. THE MANGER ANNAPOLIS Cit z ve 
THE MANGER THE MANGER HAMILTON my one e- ame 
DESERT SUN MOTEL THE MANGER HAY-ADAMS | Sed a | 
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“Then in your opinion, Senator, this multi-million-dollar 


government exhibition isn’t worth a darn.” 


Bill in Congress to 


Promote Intl. Fairs 


Proposed bill would create a commission under the President to 


supervise U.S. exhibits at home and abroad. Revolving fund 


would be created to finance trade centers abroad. Commission 


would not do away with exhibit efforts of governmental offices. 


A BILL to create an International Trade 
Commission to promote the establish- 
ment and improvement of international 
expositions, trade fairs, and trade 
marts in the United States and through- 
out the world. 


68 


This is the rather encompassing 
sentence used to describe the purpose 
of H.R. 5086, introduced in this ses- 
sion of Congress by Representative 
Daniel Flood (D., Pa.) 

The effort is not a new one. The 
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bill is a reintroduction of one offered 
by Congressman Flood previously — 
and identical in almost every way. 
So much so, that ironically, in pre- 
paring it for reintroduction, the clerk 
failed to change some dates and the 
current bill calls for the commission 
assuming its duties by “June, 1958.” 


Need Seen for Some Time 


So, the need has been seen for 
some time. Prior to the offering of 
the bill initially seeking this commis- 
sion, several years ago, a consultant. 
John Hartigin, devoted a great deal 
of time to research and developed the 
facts which would substantiate this 
need. He was a man who made this 
his hobby. He had been affiliated 
with a number of fairs, including the 
New York World’s Fair, and he was 
dedicated to the cause of some kind 
of effective coordination of United 
States trade fair participation, both at 
home and abroad. 

Hartigin’s enthusiasm, together with 
that of its Democratic sponsor, were 
not sufficient, however, to win it ap- 
proval in the last Administration. It 
is unfortunate for the bill that Mr 
Hartigin has died in the interim and 
will not be able to see its current fate. 
Its proponents, naturally, hope that it 
will gain more favorable acceptance 
from the present administration. 

The bill states as its purpose the 
promotion and development, in the 
United States and throughout the 
world, of international expositions, 
trade fairs, and trade marts to serve 
as bases for expansion of trade be- 
tween the United States and foreign 
nations. It envisions these centers as 
providing facilities for exhibiting 
goods, office space for consular offi- 
cials, exporters, importers and othe: 
interested persons, and similar facili- 
ties which are urgently needed to per- 
mit full development of such trad 


Responsible to President 


It seeks to create one central 
agency, responsible only to the Presi 
dent, which would maintain clos« 
liaison with other governmental agen- 
cies that perform functions relating to 
this field. Through trained personnel, 
such a commission would be able to 
upgrade the United States in thes 
efforts. To overcome handicap of 
initial lack of funds for privately pro 
moted projects in the area, the Com 
mission would propose to make funds 
available by means of a revolving 
fund, after careful study by the Com 
mission. 

The bill calls for three commis 
sioners to serve for compensation o! 
$20,000 per annum. 
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Gn. bnnouncemend a 
CTRwy, | CATS 
of 4 Spircval Imnftortance 


JOHN B. SAUTER * STUART-SAUTER CO. 
and 
HARRY KATZ ¢ UNITED EXPOSITION SERVICE CO. 
_. lhe [* no ae of lhe 
LAS VEGAS CONVENTION SERVICE CO. 


627 North Main Street, Las Vegas. Nevada 
EV 5-3444 


DAVE JAMISON, President JOE RUE, Vice President 


LEONARD ROUSH, Secretary-Treasurer 


FREIGHT HANDLING, DRAYAGE AND STORAGE 
STANDARD BOOTH EQUIPMENT 
FURNITURE, DRAPES, CARPET, RUBBER TILE 
ELECTRICAL SERVICE AND EQUIPMENT 
DISPLAY ERECTION AND DISMANTLING 
HANDLING OF EMPTY CRATES 
SIGN PAINTING 


LABOR 


QUALITY ¢ RELIABILITY ¢ INTEGRITY e EXPERIENCE 
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NOW: TCA’S VANGUARDS LINK U.S. 
TO CANADA’S CONVENTION CITIES 


TCA’s new Vanguards will link New York and Chicago to 
Toronto starting June 15th. And service to Montreal starts 
mid-summer! 

TCA’s Vanguard passengers fly above weather at 425 mph 
—relax in luxurious surroundings—and enjoy the warm 
spirit of ‘‘Welcome-Bienvenue’”’ hospitality. They thrill to 
unforgettable views through wide picture windows—and 


Fly the Rolls-Royce Way To and Across Canada! 


upon arrival, deplane immediately on the Vanguard built-in 
ramp. 

The Vanguard offers a new way to reach Canadian cities— 
long the favorites for conventions. Canada’sgracious hosting! 
Superb facilities! Excitingly “‘different’’ things to see and 
do! All these and now—the Vanguard way to reach them! 
Make this year’s convention the best ever... 


TRANS-CANADA AIR LINES (&) AIR CANADA 


With a capacity of 1200 at banquets, 1500 at meetings, 
this versatile function room is eminently suited for 
large-scale dinner-dances, company meetings or civic 
affairs. It (a) divides readily into two separate areas 
(b) is fully air conditioned (c) is equipped with a mod- 
ern PA system. Outstanding food and beverage service 
is available. AMPLE FREE PARKING 


There are 9 other function rooms, of varying size and 
capacity—for private dinners or executive sessions of 


as few as 12; or group meetings of 400. 
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GEORGIAN ROOM 
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Garden City Hotel, on its own wooded 22-acre estate, is 
easily reached by LIRR or expressway from New York 
City. A complete refurbishment program provides 
freshly redecorated, air conditioned guest rooms and 
modern baths. For added pleasure, there is a brand- 
new olympic-size pool and shuffleboard courts. 
Write or call for floor plans and 
illustrated brochure, to: 
L. W. Osterstock, General Manager 


Garden City, L. 1., N.Y. 
Tel.: Ploneer 6-0700 ® Teletype: NY 1-138 


LARGEST BALLROOM % 
ON LONG ISLAND! ‘% 
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Hope U.S. Joins B.1.E. 


One of the things which proponents 
of this legislation hoped to accom- 
plish was to have the United States 
become a member of the B.LE. (Bu- 
reau of International Expositions). For 
the most part, American fairs have 
always been run on a basis so com- 

letely different from those in Europe, 
Pr example, that the U.S. has never 
become a member of B.IE. It was 
this lack of participation in the co- 
ordinated efforts of B.I.E. members 
that has, among other things, caused 
headaches in conjunction with the 
forthcoming New York World's Fair. 


Expected U.S. to Join in ‘39 


In 1939, according to reports from 
those who have been working on the 
current bill, some of the B.I.E. mem- 
ber countries participated in the New 
York World’s Fair somewhat reluc- 
tantly, based on the understanding 
that the U.S. would join B.L.E. This 


never materialized. 


Not to Replace Others 


It is not the intention of the present 
bill to have the Commission replace 
the activities of the Office of Inter- 
national Trade Fairs in the Depart- 
ment of Commerce, the U.S. Infor- 
mation Agency, or other governmental 
divisions that work in this field. It is 
its intent—and strong hope—that the 
Commission would be set up as the 
central agency through which all of 
the other agencies would coordinate 
their efforts, thus resulting in “an 
effective operation, rather than a hodge 
podge.” 

Congressman Flood’s office states 
openly that in order to bring this 
legislation into being, it needs sup- 
port of members of the exposition 
industry who are most knowledgable 
and most aware of the need for an 
improved program on the part of the 
United States in the area of interna- 
tional trade fair participation. 


Want Permanent Centers 


Long range, advocates of this leg- 
islation would like to see it ‘effect 
great improvement in quality of ex- 
hibits that represent United States in 
fairs in other countries. They want 
smoothly functioning machinery 
whereby other countries, members of 
B.LE., would willingly take part in 
similar fairs in this country. In addi- 
tion, they would even like to see es- 
tablishment of several permanent in- 
ternational trade centers throughout 
the country where visitors could really 
‘see America” depicted accurately. * 
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THEY HEAR EVERY WORD 
ANYWHERE YOU SPEAK 
WITH NEW LOW-COST... 


RCA ’LECTRONIC LECTERN 


With RCA’s new ’Lectronic Lectern, you can schedule meetings 
anytime, anywhere. This inexpensive Lectern is a portable public 
address system that sets up in seconds... travels as easily as 
your speaking notes. You’ll hold your most effective meetings 
with the new RCA ’Lectronic Lectern. 


@ Projects your voice to very last row of audiences of as 
many as 600 indoors or out. 
© A lightweight, suitcase-size unit—less than 25 pounds. 


e Powerful self-contained 10 watt amplifier, high-fidelity 


8-inch dioplex speaker, receptacle for external speaker 
plug-in. 


@ Operates from any AC outlet. One-knob volume control. 


@ Freedom of movement while speaking. Famous RCA BK-6B 
broadcast microphone mounts on Lectern or suspends 
around neck. 

e@ Mail coupon now for details on 'Lectronic Lectern—versatile 
RCA quality sound equipment your organization can afford. 


The Most Trusted Name in Electronics 


RADIO CORPORATION OF AMERICA 
Tmk(s)a 


Radio Corporation of America, Dept. U-275, Camden 2, N. J. 


Please send details on the ’Lectronic Lectern. 
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EDWARD P. SUTORIUS 


THERE are many battlegrounds in a 
cold war. Not all skirmishes are won 
—or lost—at the diplomatic level. In 
the free world the impact of how 
people think or act for, or against, 
other people forms the sub-strata on 
which diplomacy must rise or fall. 
Small as they may seem in relation 
to events in our world which gravi- 
tate to the headlines in the United 
States, foreign trade fairs form a ma- 
jor battlefield for the cold war. Here 
people assemble, small and mighty, 
doers and followers, all colors, all 
creeds. Here the free world and the 
communist world meet in a bloodless 
warfare of ideology and trade. 


Our Exhibits 
Abroad 
Need Help! 


We seem to be losing the cold war on the foreign fair 
grounds. Our government and industrial exhibits show 


lack of planning. Foreign displays often out-pull ours. 


By EDWARD P. SUTORIUS 


Vice-President, Three Dimensions 


It is my frank opinion that we are 
losing this battle. 


Foreign Fairs Important 


The importance of foreign trade 
fairs should not be underestimated. 
They stem from roots that go back to 
beginnings of civilization. Some of 
them have been continuously in ex- 
istence for centuries. 

This importance is amply demon- 
strated by the fact that during the 
many wars of old Europe and Asia, 
travelers to trade fairs universally 
were given safe passage through 
battlefields, the simple reason being 
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that trade fairs were the mainspring 
of commerce and exchange. Revenues 
derived from them were the support 
of the armies in battle. 

When we exhibit in foreign fairs we 
are not dealing in child’s play. This 
is front-line fighting. Here we can tell 
the story of democracy in action; we 
can create markets for the products of 
United States industry; most import- 
antly, we make an impression on 
people. 

It should be our prime concern to 
make this impression a good one. 
Yet, many of the American exhibits I 
have seen in foreign trade fairs ap- 
pear to carry no particular message, 


“PROFUSION of props 
and confusion of lay- 
out make it difficult to 
tell what item is being 
displayed” at the In- 
ternational Motorcycle 
and Bicycle Show, 
in Frankfort, Germany. 
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THIS MONTH’S FEATURE EXHIBIT! 
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; CINZ LOMPany $ EXntDit at te Natlonal NeStauran 
lis a ds 
ll 4 e*,* . . 
ve 
of Exposition features multi-use sections 
rt- 
on ° 
This island-type exhibit which Gardner Dis- ner works with the client from the very start 
to plays executed for H. J. Heinz is a story of of the planning and is active in all phases of the 
*t flexibility. As the model illustrates, the exhibit program, particularly those prior to actual ex- 
he has sales impact from every direction. Each sec- hibit scheduling and design. Thus they are able 
ye, tion, a modular unit in itself, is designed as a to prepare exhibits that will make your budget 
: complete display as well as a vital component go farther .. . do more. 
of the overall exhibit. At the National Restau- May we show you how a PLANNED IMPACT 
rant Exposition, H. J. Heinz will feature the en- espe 
aap : program can make your exhibit a feature at- 
tire exhibit; but plans have alreacy been made ‘ de «haar te 
traction wherever it is displayed? 
to use the smaller components for other shows 
on the Heinz schedule. One exhibit does many 
jobs—Gardner planned it this way. See this Gardner-designed 
Physically, this H. J. Heinz exhibit (case file exhibit at The National Restaurant Exposition 
10-115B-0) is another example of Gardner’s Navy Pier, Chicago, Illinois 
concept of PLANNED IMPACT programming. May 21-24—Booths, 478, 480 and 579 
In PLANNED IMPACT programming, Gard- 
rops 
lay- GARDNER DISPLAYS 
it to “FIRST NAME IN EXHIBIT SERVICES” 
ping 
In- 
velo PITTSBURGH 13, PA. CHICAGO 8, ILL. DETROIT, MICH. NEW YORK 17, N.Y. PHILADELPHIA 10, PA. 
ow, 477 Melwood Ave. 1937 W. Hastings St. Box 142, Birmingham, Mich. 41 East 42nd St. 830 Land Title Bldg. 
any. MAyflower 1-9443 TAylor 9-6600 Lincoln 4-2030 MUrrayhill 7-2621 LOcust 8-5395 
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TO BETTER CONVENTIONS 
MORE STIMULATING MEETINGS 


. i 


GOLDEN GATE 


HOTEL 


@ MEETING SPACE 


Our new Convention Holl is 
designed to accommodate groups 
of 10 to 1600. Nine meetings 
can be held simultaneously. 
Fully equipped with every 
modern convention facility. 


@ PERSONALIZED SERVICE 


Our staff includes convention 
experts, public relations men, 
secretaries, photographers, 
with round-the-clock service. 


@ ACCOMMODATIONS 
Largest resort in the world! 
500 luxurious rooms, all air 
conditioned, including hotel, 
motel, apartments and villas. 
Huge private beach, 2 pools, 


tennis, dancing and entertainment 
For full details and convention brochure, write 
Robert H. Pinker, General Manager 


20 acres on the Ocean at 194th St. 
MIAMI BEACH 54, FLORIDA 


all 


Glad to GREET you 


@ With complete facilities that assure 
a successful carefree meeting 
@ With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 
| @ With personalized attention to 
good service and come-back-again 
hospitality 
@ 90 miles from Phila. & N. Y. C. 
For information call our offices in: 
N. Y.—LO 5-1115 © Phila.— Ki 6-1937 
or write: EDWARD C. JENKINS 


me SKYLINE INN oxen 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


—_—_- 


or were conceived and constructed in 
a manner noticeably inferior to those 
of European and Asian governments 
and companies. 


Disturbing But Typical 


Disturbingly typical was the 1960 
Vienna International Trade Fair. In 
Vienna, we obviously had bought a 
building on budget. It was stark and 
rather sterile, built of red brick, much 
like a modern factory building. Over 
the entrance was a large picture of 
then-President Eisenhower, a man of 
world renown as a foremost proponent 
of peace, and warm relations between 
countries. We choose, however, to 
show him with a severe look on his 
face, a frown, staring straight ahead, 
with his glasses in his hands. Ike has 
one of the most famous grins in the 
world! We could have done better 
to show him with it. 

The Russians, on the other hand, 
used a picture of Khrushchev, grin- 
ning broadly, surrounded by people, 
with a child in his arms. Pure corn? 
Most assuredly, but it still had a fa- 
vorable effect on viewers. You could 
tell this simply by observing their re- 
actions. 

And it is this type of reaction, how- 


ever, small, at this kind of place, that 
ultimately can determine & fate of 
nations. 

The Russian pavilion was a sort of 
Byzantine affair, done in white and 
gold with massive bronze statues of 
male and female comrades flanking 
the entrance. It wasn’t architectur- 
ally outstanding, but it was impres- 
sive nevertheless. First thing that 
struck you inside, was a huge display 
of Russian accomplishments in space. 
This established a theme of progress 
and success. Rest of the exhibits, in- 
dustry, agriculture, construction, tied 
in with the theme of accomplishment. 


Must Involve Viewer 


Any exhibit which does not emo- 
tionally involve the viewer is by any 
standard of exhibiting poorly done, 
and we can not afford poorly done ex- 
hibits. 

Inside, the American pavilion was 
stylish. Charitably, exhibits were 
artistically appealing. But that was 
all. They seemed to be perfunctory, 
almost smug in feeling. There was 
no warmth to them, little feeling of 
friendliness or humanism. They were 
not so much a working, appealing ex- 
hibit as they were a glass-case display. 


« Fully air conditioned 
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Ingredients for 
Conference 
Success 
COMFORT, 
CONVENIENCE 
and CALM 


Halfway between 
New York and Philadelphia 


Three essential ingredients, and Nassau Inn has them all . . . the 
comfort of a fine, 120-room hotel, the convenience of a location 
midway between the two largest cities in the east, and the calm 
of an eighteenth century inn. Conference success? Assured! 

+ Easy to reach by car, train or plane + 7 conference rooms for 10 to 200 

« 3 fine dining rooms including the new Coach Room 

- Relaxed, undisturbed atmosphere 
* Attractive guest rooms + No traffic or parking problems 


New conference center and swimming pool ready early 1962 


For conference checklist and full details contact George Washko, 
Manager, Nassau Inn, Palmer Square, Princeton, N. J. WAlnut 1-7500. 
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This atmosphere of nonchalance, of 
complacency, was reflected by the 
crowds, or rather lack of them. While 
the Russian building was continually 
jammed with people, elbow to elbow, 
wall to wall, the American pavilion 
was by comparison practically empty. 
What the Russian exhibits lacked in 
technical execution, the masses of 
people going through them supplied 
by the dynamism of their presence. 
There was an emotional substance 
there that drew viewers seemingly in 
spite of themselves. There was a 
sense of purpose. 

If only this were an isolated in- 
stance. Unfortunately, it is not. Ex- 
ample after example can be brought 
forward, to show in disheartening de- 
gree that the United States, both gov- 
ernmentally and industrially, is doing 
a sub-standard job in its efforts to win 
over the minds of people, to penetrate 
new markets with established prod- 
ucts and move new products into 
established markets. 

What is demonstrated on the firing 
line of trade fairs, however, is the 
physical result of plans, whatever the 
quality, that takes place here in the 
United States. 


Anyone familiar with the develop- 
ment of a foreign exhibit knows that 
quite frequently the thinking and plan- 
ning almost border on the superfluous. 
More times than it is imaginable, do- 
mestic management, based on the fact 
that a competitor is known to be in- 
terested in a foreign fair, will instruct 
its international people to insure par- 
ticipation in the exposition. 

Chances are excellent that the in- 
ternational sales people will then look 
up a foreign exhibit house, give it the 
name of the show, the budget, allow- 
able, the products to be displayed, 
and think very little more about it. 

Resulting exhibit, as can logically 
be expected, dramatically demon- 
strates this type of planning. 


Layout Confused 


For example, at the Fourth Inter- 
national Motorcycle and _ Bicycle 
Show in Frankfort last fall, an Amer- 
ican manufacturer of an expensive but 
common, outdoor sporting product, 
had thrown together a great variety of 
camping props. The product was dis- 
played in the center. Yet, the profu- 
sion of props and confusion of layout 
made it difficult to tell just what item 
was being displayed. The booth was 


BERMUDA’S 


Perfect location, right in the 
heart of Hamilton. Convention 
groups to 400. Three spacious 
meeting rooms, plus commit- 
tee rooms. Complete sound and 
projection equipment. Swim- 


ming pool, private Beach Club. 


oi complete convention i 


TE BERMUDIANA 


§ 


t 


AIR CONDITIONED 


All sports close by. Finest Con- 
tinental and Bermudian cui- 
sine. Famous Moongate and 
Sunken Garden nightclubs. Un- 
limited hot and cold fresh water. 


CARROLL F. DOOLEY, Managing Director 


Under same Management: HARMONY HALL HOTEL in colorful Paget. 
For group meetings, conferences, small conventions. 


ROBERT REID ASSOCIATES INC. Representatives 


610 Fifth Avenue, New York 20, PL 7-2444 
CHICAGO - HOLLYWOOD + MIAMI + TORONTO 
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Or 


personalized 


exhibits 
Messmore & Damon 


That “something extra” in 
our finished product reflects 
a client attitude which, in 
almost four decades of ex- 
hibit design and construction 
has brought to and kept 
with our firm a long and 
distinguished list of satisfied 


customers. 


) 


4 
# 
* 


=—w) 
oo 
= 
Cas) 
V+ sy3ygis3® 


qo EXHIBIT - 


Ss 


MEMBER 


We build to help you sell. 
May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 
TRafalgar 6-3530 
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Mr. Meeting Executive.... 
We can help you 
project your real 


Personality 


... call, write or wire the 
BETTER 
BUSINESS 
MEETING 


= ALAN M. FISHBURN 
; Productions 


333 NORTH MICHIGAN AVENUE 
CHICAGO 1, ILLINOIS § DEarborn 2-0657 


specialists! 
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In Fabulous Les Vags.. AVUNES.... 


PHONE (Collect!) 
CONVENTION 

pUNES HOTEL ‘2s po 7 
Dudley 2-770° — 
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WIRE # WRITE 


MATCHLESS CONVENTION FACILITIES ! 


6,600 square ft. © 4 Separate Soundproof Meeting 
Rooms, plus luxurious Conference Room — or Meeting 
Room combinations to suit, including one big “Grand 450 
Ballroom” effect, if you prefer. — Adjoining World's 
Finest Restaurant THE SULTAN’S TABLE. 


Ample phones, free parking ® Individual air con- of the Most Luxurious Rooms in Las Vegas 
ditioning, audio system, projection equipment, micro- 3 
phone. jacks ® Stage and rostrum ® Rheostat lighting © 6 Breathtakingly-Beautiful Suites 


Dressing Rooms. 


Adjoins Dunes Hotel, yet insures complete privacy ® The Only Resort Hotel in the entire West 
Separate Banquet kitchen @ Flexibility permits efficient With 3 Large Swimming Pools! 
handling of from 10 to 1,000 persons (theatre style) © 
Complete bar facilities © 11 ft., six inch ceiling © Con- 


venient Exhibit delivery entrances ® Comfortable seat- RATES ? waco Sew 
ing ® Perfect acoustics © 650 to 1,000 for banquets. e POSITIVELY IRRESISTIBLE 
Du A t TO DUNES LOGByY & CASWO 
INES EXHIBIT & CONVENTION HALL |,Keenrem 
bd 4NTRY 
444444 G 
Coane i190 & Vounee 
Biro | 7 SULTAN'S 
GEN sronaed yee . @ on | TABLE 
gcc jiu 7 
One ty r RESTAURANT 
gstase MEETS Rmw.D MEETG Rw.C MEETERm.B MEETG Rm A] CONFERENCE] KITCHEN AREA ( 
s 38° 42° a4’= 42' 24'x 42’ 24'x42' ROOM 
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ARABIAN ROOM- Showplace of the Stars SINBAD LOUNGE 


Presenting These Great Arabian Room Stars—Frankie ROBERTA SHERWOOD © BILLY ECKSTINE I 
Laine * Jayne Mansfield © Frankie Vaughn ® Tony Ben- DAKOTA STATON © THE NOVELITES © AL HIRT 4 ¥ 
nett © Zsa Zsa Gabor © Johnnie Ray ® Spectacular Stage SENSATIONAL INK SPOTS @ VAUGHAN MONROE q 
Revues. 


EV & Radio in all rooms (no extra charge!) . thermostatic Room. Temperature Controls... acres of Free Parking 
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WHERE is Eisenhower's famous grin? asks author, about U.S. Pavilion at 
Vienna International Trade Fair. Russians used a smiling, happy Khrushchev. 


FOYER of Russian Pavilion at Vienna International Trade Fair sets theme of 


exhibit and notes space accomplishments. In foreground is nose of missile. 


devoid of personnel or literature. 
This booth was surrounded by those 
of European and Asian companies who 
were actively selling their goods. 
Their products were attractively dis- 
played. Their exhibits were manned 
with polite, aggressive, sales-minded 
people. 
Impressions made on the people in 
ttendance at this show could be ex- 
pected to match the quality of the 
ffort put into the exhibits. We sim- 
ly have to realize that in many cases, 
ooks do get judged by their covers. 
To many of these viewers, Ameri- 
in representation at these fairs is 
heir only contact with us. It is the 
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basis on which we, as a nation, are 
judged. 

Somewhere, we seem to have be- 
come sold on the worth of foreign 
trade fairs as a theoretically useful 
means of conveying our message, but 
not enough to make us plan efficiently 
or follow through effectively. 

As a classic example of govern- 
mental good intentions gone awry, 
this incident is worth noting. Several 
American exhibit firms were called in 
to submit bids on the construction of 
a display. At the meeting to outline 
the requirements, it was brought out 
that the building, a portable one of 
unusual design, had already come off 


Cypertonced 
Dis 
Sheciulists 
for 
TRADE SHOWS 
SALES MEETINGS 
MODELS 
DIORAMAS 
ANIMATION 
PORTABLE 
EXHIBITS 


the drawing boards and was almost 
completed. Exhibits themselves were 
just then being considered, and had 
to be completed, start to finish, in 60 
days. 

Exhibit people hurried home to 
prepare estimates of final cost, assum- 
ing, of course, that by great effort the 
job could be done in 60 days. After 
the proposals were submitted, several 
days went by, then telegrams arrived 
stating that all bids, most of which 
were in the $60,000 to $105,000 
range were too high, and what could 
be done for $36,000? 

It is difficult to comprehend how a 


major, and demonstrably effective 
sales tool could be treated in such an 
apparently off-hand manner by both 
American industry and government. 


Can’‘t Blame Budget 


Our total ability at exhibiting can 
not be indicted, as our exhibiting ef- 
forts domestically can well attest. Nor 
can the blame be placed strictly with- 
in the realm of budgetary considera- 
tions. 

Money can never be a substitute 
for ingenuity, or, more importantly, 
sound planning. There are many in- 


Over 4,000 People 
Can Attend Your 
Convention Sessions 
via this Closed- 
Circuit TV 


Parking 


-Atotel fo 7 


the hotel with the most 

convention space West 

of the Mississippi . . . 

now features a complete Closed 
Circuit TV system in all public and 
guest rooms. Fill all 35 conference 
and meeting rooms, and still everyone 
can view the same presentation 

at the same time. Makes planning 
more flexible than ever before 
for professional seminars, 
lectures, sales meetings. 


New 
Conference Wing 
for study groups, 


for 
1200 
cars 


training sessions, 
workshops 


22-acre Banquet ia 
garden setting service for then ool, 
overlooking write or wire 
San Francisco 4,000 ter « 
Bay complete 
presentation: 
RE 
MURRAY LEHR 
Managing Director ‘laremont TH 3-3720 


VICTOR ROBERTS, General Manager 


OAKLAND /BERKELEY, CALIFORNIA 


TELETYPE OA 520 
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stances of extremely effective exhibits 
being created without requiring large 
financial support. It is unfortunate 
for us, however, that most of these 
seem to come from foreign nations, 
not the United States. 

It is, to a great degree, a matter of 
attitude, of being casual and compla- 
cent about a situation which should 
be of dead-serious concern to us. We 
have to realize, first of all, the poten- 
tial great good which can accrue to 
the United States through effective 
use of foreign trade fairs. In what 
other manner of selling do your cus- 
tomers come flocking by the thousands 
to your place of business, their will- 
ingness to be sold being shown by the 
simple fact that they are there? 

Secondly, we have to recognize a 
basic truth that holds in any activity; 
great plans are just as good as the de- 
tails on which they are built, or with 
which they are executed. 

This job should not be that diffi- 
cult. By adherence to a few simple 
and fundamental guide posts, we can 
vastly increase our effectiveness: 


1. Government should devote more 
thought to the desirability of partici- 
pating in a particular exhibition in the 
first place. Once the decision is made, 
concentrated effort and attention to 
detail should be put against it. 


2. Purpose of the exhibition should 
be ascertained, especially in relation 
to the nature of the people who will 
see it. What is the most important 
idea we should try to communicate to 
them? How can we best do this? 
What can we do to make it easy for 
them to understand? 


3. Once this background informa- 
tion is thoroughly prepared and doc- 
umented, exhibit firms or industrial 
designers should be invited to submit 
complete designs. They should be 
paid for the effort involved. 


4. Best design should be selected 
and then submitted to two or three ex- 
hibit firms for construction bids. 


5. If a new building is being 
planned for the exhibit, it should be 
done in conjunction with the exhibit 
design. It should fit the exhibit con- 
cept both in shape and dimension, 
and most importantly, in spirit and 
atmosphere. 


6. Every factor pertinent to the 
total effort and the interrelationship 
between them, should be carefully 
considered, including central theme, 
traffic flow, linguistics, literature, and 
personnel. 

With minor exceptions, the same 
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FOR YOUR CONVENTION CONVENIENCE = 


THE EAST COAST 


Northeast 880 Jets—World’s Fastest Jetliners—now 
serve: Montreal e Boston e New York e Philadelphia 
e Baltimore/Washington e Tampa/St. Petersburg 
e Miami e Fort Lauderdale and Jacksonville. 

\ won” Use your Diners’ Club, Carte Blanche or Air Travel 
card. Call a travel agent or 


._ NORTHEAST 


AIRLINES 


For Successful Meetings 


TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New 
York’s newest, Hotel Manhattan, offer the most flexible meeting 
facilities in this capital city of conventionland. Each is fully 
equipped—and teamed up as a combined convention headquarters, 


HOTEL MANHATTAN 
44th to 45th Sts. at Eighth Ave. 
JUdson 2-0300 


New York's newest hotel. 10 
luxurious meeting rooms for 
10 to 500 people. 1400 air 
conditioned rooms, each 
with radio and TV. Excellent 
garage facilities. 


Home of the Playbill 
Restaurant 


Erwin Schel, Mgr. 
HOTEL 
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they offer facilities unmatched anywhere. Air conditioning, su- 
perb staffs, comfortable guest rooms, modern equipment, fine 
restaurants, and ideal location, combine to make the Astor and 
the Manhattan wonderful choices for your next meeting. 


HOTEL ASTOR 

44th to 45th Sts. on Broadway 
JUdson 6-3000 
21 meeting rooms, for 15 to 
3000 people. Includes the 
largest ballroom in New 
York. 750 air conditioned 
rooms, each with radio and 
television. 
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Anthony Rey, Gen. Mar. 


NEW YORK 
FRANK W. KRIDEL « EXECUTIVE VICE PRESIDENT 
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“THE RESORT - } CONVENTION HOTEL OF 


MANY HAPPY RETURNS!” 


All our claims are so much 
extra icing on the cake. For the 
proof of the pudding, 
> we proudly point to the many 
groups who keep coming 
back happily time after 
ba? ¢ time—for fun and <g> 
accomplishment. 


Eases) 


For tull particulars about 
our matchless meeting and 
exhibit facilities, write: 


Convention Manager 


CENTER OF THE BOARDWALK 
ATLANTIC CITY, N. J. 


CHARLES T. CRADDOCK / Vice Pres. & Managing Dir. ff 
OCEANFRONT AT 98th pg BAL wren IAM! BEACH / Ph. UN 5-7511 /A TISCH HOTEL 


“book” your next 1 
meeting i 
at the 


‘ 
where you'll find atmosphere, | 
weather, service, food | 
we <" and facilities that are fH 
* un-MATCHED IN ALL 
THE WORLD! : 


THE HOTEL OF , THE AMERICAS 

Americana 
~ UNSURPASSED IN THE AMERICAS 
/ UNSURPASSED IN THE CONVENTION WORLD | 
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Executives 


Consider the advantages of 
the Edison's newly decorated 
and magnificent Banquet 
Halls. No finer facilities any- 
where, sensible prices. ..con- 
veniently located in midtown 
Manhattan. 


Accommodations: 20 to 1000 
For Reservations call 
Charles W. Tierney 


Circle 6-5000 


ideal facilities for 1000 Air Cond. 
Rooms, all with 

Tub, Shower 
i? Ratio 
and Free 


Television 


Conventions 
Incentives 


A Personolized Hotel in the Heort of the 
Theatre District ond Radio City 
46th to 47th Sts Milton J. Kramer, Pres. 
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Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford Sprimas 
HOTEL 
Bedford, Pennsylvania 


E. Harris Knight, Sales Manager 


What's 
apPeNiNgG? ying 


unusual, really. Just good ole American 
convention delegates having a good ole 
time at a good ole convention at the 
Baker in Dallas. Write or call us about 
your next meeting. We promise it’ll be a 
good one. That’s the only kind we know 
how to serve. 
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rules apply to those industrial firms 
that exhibit abroad: 


1. Exhibiting should not be done 
simply because of competitor actions. 
Two criteria should be used; first, is 
the market known to be a sufficient 
size to justify the expense; and, sec- 
ond, if the market is unknown, can 
the company learn something about it 
through the exhibit? (Enough to 
justify the cost?) 


2. Once the decision to participate 
has been reached, all pertinent mar- 
ket information and data should be 
turned over to regular domestic ex- 
hibit design channels, both within the 
company and without. 


3. Completed and approved de- 
signs and blueprints should then be 
turned over to foreign exhibit con- 
struction firms for building and logis- 
tics, set-up and tear-down, unless the 
domestic firm has been charged with 
complete follow-through. 


4. All exhibits should be manned 
with competent personnel. It does no 
good to attract people if the questions 
in their minds can not be answered. 
People who man booths should be 
technicians, if the product is complex, 
or good knowledgeable sales people 
if it is not. 


5. People who work in _ booths 
should be aggressive and friendly. 
Nothing is more discouraging to a 
booth visitor, than to come up against 
a group of company people gathered 
in a corner discussing company mat- 
ters, or a pretty blonde passer-by. 


6. Exhibiting companies should 
keep in mind at all times, that they 
are there to sell; that exhibitions offer 
them the most concentrated market 
they are likely to run across. 

These rules of successful exhibiting 
we simple. In order to make foreign 
exhibiting one of the most profitable 
sales investments management can 
make, all it has to do is follow them. 

It is apparent that with the excep- 
tion of point three, they apply equally 
well to domestic exhibiting. Why 
they are followed at home, but not 
abroad, is a perplexing and discourag- 
ing question. Perhaps it’s the old 
adage, out of sight, out of mind. 

Maybe we are forgetting how to 
sell, or, more appropriately, aren’t as 
hungry as we used to be. If so, we 
should remember that fat cats don’t 
catch many mice. In these days of 
extreme cost-consciousness, we should 
either make these foreign exhibits 
work for us, or keep our exhibits 
home. @ 
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BES Tin THe WEST 


for your convention! 


Irtrwduces THE LARGEST AND FINEST, NEW, PRIVATE 
CONVENTION HALL AND AUDITORIUM IN THE WEST! 


—-~ 


ee 


MOST MODERN AND COMPLETELY EQUIPPED IN AMERICA. 
A MILLION-DOLLAR MIRACLE! 


19,000 square feet ‘“Projectioneered” to SEAT 3300 PEOPLE theater-style, 
and 2200 PEOPLE banquet-style, with stage and speakers unobstructed in 
sight and sound from any part of the auditorium. 

For smaller groups, the auditorium can be partitioned into 3 or 4 more areas, 
EACH WITH ITS OWN STAGE, by means of soundproof movable walls. 
These stages and speakers’ platforms are the most modern and superbly- 
equipped in the West. 

11 magnificent mocting rooms, seating from 200 to 3300 people, Plus 20 
committee and hospitality rooms for 30 or more people. 

FOR EXHIBITION PURPOSES, THE AUDITORIUM WILL ACCOMMODATE 
200 BOOTHS, INCLUDING AMPLE AISLE SPACE. 

Specially-designed over-head sliding doors have been engineered WIDE 
ENOUGH TO ACCOMMODATE ANY SIZE TRUCK OR TRAILER DIRECTLY 
ON CONVENTION FLOOR FOR LOADING AND UNLOADING PURPOSES. 
The perfect setting for your convention, LARGE OR SMALL! 


y AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 


wigs res —s 


FOR COMPLETE INFORMATION, Write, Wire or Phone 
DON WILKINS The FABULOUS FLAMINGO 
LAS VEGAS, NEVADA Phone: DUdley 2-4000 


Fibeloes Plaminge- 


CONVENTION SHOWPLACE OF THE NATION 


puiH ERTZ 


in your convention plans 


Hertz rents new Chevrolets and other 
fine cars, trucks and special equipment—¢g 
anywhere in the world. 

For further information write: 


Mr. W. J. Jann, The Hertz Corporation, 
660 Madison Avenue, N. Y. 21, N. Y. RENT A CAR 
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“THE RESORT-} CONVENTION HOTEL OF 
MANY HAPPY RETURNS!” 


} t 


All our claims are so much 
extra icing on the cake. For the 
proof of the pudding, 

>» we proudly point to the many 
groups who keep coming 

back happily time after 
time—for fun and 
accomplishment. 
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For tull particulars about 
our matchless meeting and 
exhibit facilities, write: 


Convention Manager 


CENTER OF THE BOARDWALK 
ATLANTIC CITY, N. J. 


; Pha and facilities that are 
un-MATCHED IN ALL 
THE WORLD! 


“book” your next 
meeting 4 

at the 
Selmericana | 
—— where you'll find atmosphere, i 

Ae on weather, service, food 

. : 
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THE HOTEL OF , THE AMERICAS 
mericana 


My — UNSURPASSED IN THE AMERICAS [fT 
/ / UNSURPASSED IN THE CONVENTION WORLD | 

/ 
CHARLES T. CRADDOCK / Vice Pres. & Managing Dir. 
IAMI BEACH / Ph. UN 5-7511 
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OCEANFRONT AT 98th ST. , BAL HARBOUR 


A TISCH HOTEL 
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1000 Air Cond. 
Rooms, all with 


ideal facilities for 
Sales Meetings 
Conventions 


Executives 


Consider the advantages of 
the Edison's newly decorated 
and magnificent Banquet 
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Manhattan Tel Poe 
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Accommodations: 20 to 1000 
For Reservations call 
Charles W. Tierney 


Circle 6-5000 
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vewest 


A Personalized Hotel in the Heort of the 
Theatre District ond Radio 


Milton J. Kramer, Pres. 


80 


SALES MEETINGS/Part II 


Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford Springs 


Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 


* 


What's 
happening? Nothing 


unusual, really. Just good ole American 
convention delegates having a good ole 
time at a good ole convention at the 
Baker in Dallas. Write or call us about 
your next meeting. We promise it'll be a 
good one. That's the only kind we know 
how to serve. 


See 
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ules apply to those industrial firms 
that exhibit abroad: 


1. Exhibiting should not be done 
simply because of competitor actions. 
Two criteria should be used; first, is 
the market known to be a sufficient 
size to justify the expense; and, sec- 
ond, if the market is unknown, can 
the company learn something about it 
through the exhibit? (Enough to 
justify the cost?) 


2. Once the decision to participate 
has been reached, all pertinent mar- 
ket information and data should be 
turned over to regular domestic ex- 
hibit design channels, both within the 
company and without. 


3. Completed and approved de- 
signs and blueprints should then be 
turned over to foreign exhibit con- 
struction firms for building and logis- 
tics, set-up and tear-down, unless the 
domestic firm has been charged with 
complete follow-through. 


4. All exhibits should be manned 
with competent personnel. It does no 
good to attract people if the questions 
in their minds can not be answered. 
People who man booths should be 
technicians, if the product is complex, 
or good knowledgeable sales people 
if it is not. 


5. People who work in _ booths 
should be aggressive and friendly. 
Nothing is more discouraging to a 
booth visitor, than to come up against 
a group of company people gathered 
in a corner discussing company mat- 
ters, or a pretty blonde passer-by. 


6. Exhibiting companies should 
keep in mind at all times, that they 
are there to sell; that exhibitions offer 
them the most concentrated market 
they are likely to run across. 

These rules of successful exhibiting 
are simple. In order to make foreign 
exhibiting one of the most profitable 
sales investments management can 
make, all it has to do is follow them. 

It is apparent that with the excep- 
tion of point three, they apply equally 
well to domestic exhibiting. Why 
they are followed at home, but not 
abroad, is a perplexing and discourag- 
ing question. Perhaps it’s the old 
adage, out of sight, out of mind. 

Maybe we are forgetting how to 
sell, or, more appropriately, aren't as 
hungry as we used to be. If so, we 
should remember that fat cats don’t 
catch many mice. In these days of 
extreme cost-consciousness, we should 
either make these foreign exhibits 
work for us, or keep our exhibits 


home. @ 
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for your convention! 


Introduces. THE LARGEST AND FINEST, NEW, PRIVATE 
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DON WILKINS | 


A MILLION-DOLLAR MIRACLE! 


CONVENTION HALL AND AUDITORIUM IN THE WEST! 


19,000 square feet “Projectioneered” to SEAT 3300 PEOPLE theater-style, 
and 2200 PEOPLE banquet-style, with stage and speakers unobstructed in 
sight and sound from any part of the auditorium. 


For erator aroucs, the auditorium can be partitioned into 3 or 4 more areas, 
EACH WITH ITS OWN STAGE, by means of soundproof movable walls. 
These stages and speakers’ platforms are the most modern and superbly- 
equipped in the West. 


11 magnificent mosting rooms, seating from 200 to 3300 people, Plus 20 
committee and hospitality rooms for 30 or more people. 


FOR EXHIBITION PURPOSES, THE AUDITORIUM WILL ACCOMMODATE 
200 BOOTHS, INCLUDING AMPLE AISLE SPACE. 

Specially-designed over-head sliding doors have been engineered WIDE 
ENOUGH TO ACCOMMODATE ANY SIZE TRUCK OR TRAILER DIRECTLY 
ON CONVENTION FLOOR FOR LOADING AND UNLOADING PURPOSES. 
The perfect setting for your convention, LARGE OR SMALL! 


AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 


FOR COMPLETE INFORMATION, Write, Wire or Phone 
The FABULOUS FLAMINGO 
LAS VEGAS, NEVADA Phone: DUdley 2-4000 


Febelers Flaming 


CONVENTION SHOWPLACE OF THE NATION 


pui HERTZ 


in your convention plans 


Hertz rents new Chevrolets and other 
fine cars, trucks and special equipment — ge 
anywhere in the world. 

For further information write: 


Mr. W. J. Jann, The Hertz Corporation, 
660 Madison Avenue, N. Y. 21, N. Y. 


RENT A CAR 
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IUCE IDEAS 


& EXHIBITS! 


Displays cost less . . . accomplish more when 
you place design responsibility with your EP&DA 
member. The reason is apparent. Your exhibit 
is planned by a designer familiar with materials 
and methods. Hence, the finished piece is 
bound to satisfy both pocketbook and service 


requirements. 


m@ Designed to fit budget and functional need! 


m Engineered for structural soundness and 
easy handling! 


= Complete facilities for storage, setup, 
refurbishing! 


@ One-source responsibility with nationwide 
service facilities. 


Let your Exhibit Producer give you the 
advantage of his design-ability. . . 
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Typical 
and 
Current 


Exhibits 


Here is a sample of exhibits of re- 
cent vintage to show trends in dis- 
play design. They give evidence of 
marketing objectives translated in- 


CLEAN lines of Ford Motor Co.’s “styling center” accents futuristic theme. 
to three dimensional presentation. Exhibit was designed and built by Ivel Construction Co., in Brooklyn, N. Y. 


CUBIC content exhibit shows Argus products in oval cut-outs. built into basic exhibit design. Exhibit was designed and 
Another characteristic of exhibit is use of conference areas, built by Design Built Studios, Ins., on Long Island, New York. 
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ENCLOSED model display of 
Ford Motor Co.’s assembly line 
employs movement. When ex- 
hibit is in motion, visitors watch 
a variety of operations. Exhibit 
was designed and built by The 
Displayers, Inc., New York City. 


PRODUCTS of four departments in American Optical Co. show many products without clutter. Exhibit was designed, 
receive even treatment in panel of four, 10-ft. units. Aim is built by Garner, Robinson, Stierheim & Weis, Inc., Pittsburgh. 
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CARBORUNDUM ELECTRONIC IDEA CENTER v 


— 


CYLINDER type show- 
cases are used to set 
off a variety of small 
products that differ in 
size, shape and color. 
“Device gives unity to 
products,” says Hadley 
Exhibits Inc., Buffalo, 
N. Y., designers and 
builders of the exhibit. 
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SAME display is used 
for more than one air- 
line that fly Convair 
880 jets. Only part 
changed is copy. 
Here’s TWA’s. Dual- 
purpose display was de- 
signed, built by Floats 
Inc., El Monte, Cal. ¥ 
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SERIES of galleries dis- ful 
cuss various applica- “o) 
tions of steel in this 
modernistic setting, al- 
so of steel. Steel is 
actually in the picture 
with this exhibit, de- ( 
signed and built by 
George P. Johnson 
Co., Detroit, Michigan. 
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A MOBILE EXHIBIT: -- THE HARD WAY / 


be 


There’s a limit to what a salesman can do personally 
in carrying an extensive merchandising program to the 
trade. That’s why more and more companies are putting 
their “sell” on whecls—in the form of mobile exhibits 
which give their salesmen much better control of a sales 
presentation. GRS&W has constructed many mobile 
units for clients with vastly dissimilar products and ob- 
jectives. For example: 

¢ A fleet of exhibit trailers is being used by Armstrong Cork 


Co.’s wholesale distributors to promote dealer sales of com- 
pany’s flooring products. 


Armstrong Cork also used two specially designed trailers to 

promote sale of its mobile home products and services to 

mobile home manufacturers. 

© To improve farmers yield and crop quality, the Plant Food 
Division of International Minerals & Chemicals Corp. uses 

fully equipped Traveling Laboratories to test farmer’s soil 

“on site,” or at County Fairs, for nutrient deficiencies. 


se 
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¢ Royal McBee has furnished each of four district sales offices 
in major marketing areas with a fully equipped trailer to aid 

them in introducing the company’s data processing equipment. 

A 35 foot trailer is being used by S. C. Johnson & Son, Inc., 

to explain to customers and distributors the advantages of 

Johnson’s Wax maintenance products. 

© Acompletely fitted Mobile Sales Unit permits distributor sales- 
men for Scott Paper Company to bring their message directly 
to retail dealers. 


Alloy Rods Company conducts Welding Clinics at customers’ 
doorsteps with a large trailer outfitted in schoolroom style. 


GRS&W will be glad to discuss how 
this important medium can fit into your 
sales promotion program. 


Send for interesting case history stories 
on “Mobile Exhibits.” 


SFR SS &W Sion 


53875 CENTRE AVENUE, PITTSBURGH 6, PENNSYLVANIA 
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What He Knows 
ls Enough 
To Fill a Book 


. .. So James Gardner wrote one—about exhibit design and expo- 


sition technique. This British designer is frank and incisive. 


His observations should ring bells for any exhibit planner. 


EXHIBIT PLANNERS who have 
been looking for do’s and don’ts in 
booth design can now sigh in relief. 
F. W. Dodge Corp., New York City, 
recently published the U.S. edition 
of British designer James Gard- 
ner’s book, “Exhibition and Display” 
($13.75). Book was co-authored by 
Caroline Heller, writer and lecturer 
for United Nations, British govern- 
ment and British private corporations. 
She specializes in science and tech- 
nology writing. 

Seldom does a book come along 
that calls a spade a spade, with plenty 
of illustrations in evidence as to what 
is good design and what isn't. It is 
not the book to read if you want 
someone to concur with past exhi- 
bition standards. Nor is it a_hair- 
splitting digest of the trivial. It is 
a grass-roots book that gets at funda- 
mentals—the difference between me- 
diocrity and excellence. This book 
tends to disturb you, makes you rest- 
less with fixed design habits. 

James Gardner is a top designer in 
Britain. He has engineered such proj- 
ects as the British Pavilion in the 
Brussel’s World Fair, 1958. More re- 
cently, he came to the U.S. as chief 
designer of the British Exhibition in 
New York City, last June. Most who 
have seen either show have applauded 
his work. 

“Exhibition and Display” begins 
with this basic premise, “Main func- 
tion of exhibition is showing things, 
and preferably things in the round 

Directly observing things in 
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their three dimensions gives us the 
excitement of translating abstract 
images into immediate experience.” 
An exhibit is a marketing medium 
where 3-D is all important. Gardner 
goes on to explain that magazines, 
newspapers, books, movies and tele- 
vision, unlike exhibits, are media 
where abstract images remain ab- 
stract no matter how well done. 


Reading Is a Problem 


Author attacks popular trend of 
institutional exhibits with, “Exhibi- 
tions are increasingly used for put- 
ting across argument and ideas. It is 
extremely difficult to convey ideas and 
almost impossible to work coherent 
arguments in terms of three-dimen- 
sional exhibition. . . . So we fall back 
on screens, charts and caption photo- 
graphs of advertising. This may be 
done elegantly, but it is not exhibi- 
tion.” Gardner admits captions can 
express an argument in neat and 
logical form. Problem is, in his opin- 
ion, is to make people read in the 
right order to make any sense out of 
an argument. His view is that to make 
people read orderly in an exhibit is 
hard to do. 

Gardner also warns against the 
common practice of loading an ex- 
hibit with odds and ends that come 
as after-thoughts. He observes, “Ex- 
hibitors do not seem aware that para- 
phernalia casually added to their 
stands (show cards, slogans, baskets 
of flowers) is an effective camouflage 
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JAMES GARDNER 


for goods on show.” Elsewhere in 
the book, the author offers this rule 
of thumb for what should go into a 
booth. He says, “Like packing a valise 
for a long air trip, designing a stand 
should be guided by what you can 
leave out rather than what you can 
fit in.” 

Equally certain is Gardner that the 
designer’s hand in the design should 
not be especially noticeable. On this 
subject, he proposes, “Exhibition tech- 
nique, whether architecture or dis- 
play arrangement, should be in the 
background and focusing attention on 
the exhibits. It should never be al- 
lowed to monopolize interest in its 
own right.” 

Exhibit planners are always con- 
scious of the attention drawing power 
of their exhibits. Flashing lights, pretty 
girls and other jazzy or shock tactics 
may be popular but only produce 
“monotony at a higher pitch,” accord- 
ing to the author. Gardner’s advice 
is, “Simplicity and neatness allied with 
a bright idea is the best way to attract 
attention.” 

On this subject of eye catchers, 
Gardner also warns against the use of 
shapes not immediately recognizable. 
“Abstract shapes and designs used in- 
discriminately are more often a dis- 
traction and annoyance,” reports the 
author. “They can very easily camou- 
flage familiar forms and may even 
worry the viewer so that he looks else- 
where. Of shapes, the simplest and 
most familiar are disc, ring, square 
and rectangle.” Military tests con- 
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3 ¢ Competition for new business today is most intense. : se 3 


tract e In the display field the company that offers the finest 
design, at the best price, with the most dependable 


oe service reaches the top. 

aah. he : ce Exhibit Craft's plant is located only 

able. e Exhibit Craft Inc. is the fastest growing display concern minutes away from the New York 1964 

d _ in the country. World’s Fair grounds. We invite your ) 
dis- inquiries regarding our design and ] 

s the construction facilities for World’s Fair j 

mou- exhibits and pavilions. 

even | 

else- 

ioe EXHIBIT CRAFT, INC. 18-35 38th STREET, LONG ISLAND CITY 5, N.Y. © RAveNswoop 1-4400 
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When Meetings Are Over 
They’Il Never Want to Leave the 


The famous and luxurious Boca Raton Hotel and Club is the convention 
manager’s dream ... for it combines excellent accommodations for groups 
up to 700 and is so complete in every detail that nobody wants to leave 
the premises. 


MEETING ROOMS of every size, exhibit facilities, theatre with huge stage 
and screen, public-address equipment, projectors, air conditioning, expert 
convention staff ... all you need to assure top efficiency and comfort 
while conducting your staff or business meetings. 


CHAMPIONSHIP GOLF. Slammin’ Sam Snead is your winter Rost pro at our 
beautiful 18 hole golf course. A 9 hole pitch ’n putt course is a big favorite 
too, along with our four new tennis courts, two olympic swimming pools, 
Cabana Club and a mile-long private beach. Gulf Stream fishing is but 
minutes away. 


SUPREME CUISINE in our beautifully appointed dining rooms, with dancing 
and entertainment nightly pampers your members . . . makes off-premises 
attractions unattractive by comparison. Limousine pick-up service from 
Palm Beach, Ft. Lauderdale and Miami airports is easily arranged. 


For available dates: I, N. Parrish, Convention Manager, Dept. 21 
BOCA RATON HOTEL and CLUB @ Boca Raton, Florida 


Dial 436-4664 


The MAGIC to Please You....... 
Whether A Sales Group- 


Convention or Vacation! 


roadwater 


Motor Hotel and Cottages 
TWX:BLX1-164 


BiLOX1, MISSISSIPPI 


firmed these forms as easily seen and 
held in vision during World War II. 


In planning exhibits, author cites 
another common pitfall for designers. 
Many begin with word images of an 
intended exhibit. Gardner says this 
approach is less successful. He rec- 
ommends, “It is very much better to 
start with visualization and deal with 
words and text at a later stage.” 


Problem of words and text is diag- 
nosed quite thoroughly in this book. 
Gardner recognizes them as an im- 
portant part of the exhibit. On the 
subject he writes, “Words in an exhi- 
bition deserve respectful treatment as 
an integral and essential part of the 
display. This means two things: first, 
that captions need to be considered 
along with exhibits and arranged so 
that the visual excitement of display 
leads straight to the words.” 

In this section, he goes on to divide 
captions into three main groups: 
“Those that must be seen for the 
exhibition to make sense, those that 
explain the exhibits for those inter- 
ested, and those that give facts, fig- 
ures and explanations for the special- 
ists who would miss them if they 
were not included.” Space and posi- 
tion of words should be given priority 
in the order of their importance ex- 
plains the author. 


Rules for Words 


Gardner gives these rules to re- 
member when dealing with words and 
text in an exhibit: 


1. Don't split up words to become 
a mere pattern and therefore unread- 
able. 


2. Distortion may be legitimate 
where name is virtually recognized 
without reading. 


3. Distortion is not to be used 
where words are needed for informa- 
tion. 

Languages are a problem in ex- 
hibits ear-marked for international 
shows abroad. Where to draw the 
line in the number of languages to 
use, and how to avoid that cluttered 
look are of utmost importance, ac- 
cording to the author. Gardner sums 
up the situation with, “Nowadays 
titles and information are often re- 
quired in more than one language (a 
designer's nightmare). Keep number 
of languages as low as politics and 
good manners allow.” He also re- 
minds his readers, “A point to re- 
member is that languages vary con- 
siderably in the space they need to 
say the same thing.” Book also cites 
the importance of an accurate trans- 
lation. Gardner comments, “Few 
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Product Demonstrators or any e 
other temporary convention « 
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help you need to relieve or 
assist your sales people. 


LOW HOURLY RATES. 
OFFICES IN 200 CITIES 


9990ooceeseOSOPCooooeseoeooocsoooss 
eeoeee? . 


x) . 

7 * e 
+ - 
: manpower, inc. ; 
- Write for free booklet on our : 
+ unique Convention Services e 
e 826 N. Plankinton Ave. . 
: Milwaukee, Wisconsin * 
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meeting 


on your mind? 


Successful meetings, management con- 
ferences, sales training programs... 
all call for the luxurious and custom 
pianned facilities of this famous private 
resort-estate. Groups from 20 to 500. 


Phone or write MAURICE PFURSICH, 
Sales Manager, for free Lido 
Convention Pianning Kit. 

pnone REgent 4-9000 
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HOTEL/BEACH CLUB/GOLF ris 
Lido Beach, L. 1., N.Y. 


On the Atlantic Ocean 
. Only 30 miles from mid-Manhattan 
Open all year tor meeetings and conventions 
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things look sillier than a clumsy trans- 
lation.” 

Another “watchout” for designers, 
that Gardner lists, is “Though a cer- 
tain exhibit may bring definite asso- 
ciations to the designer's mind, it 
is likely to bring very different asso- 
ciations to the minds of the public.” 
This portion of the book suggests the 
need for designer to keep the pulse 
of public reaction foremost in mind if 
his designs are to be successful. 


Controlled Circulation 

British have used controlled circu- 
lation successfully in exhibition. Some 
people think of these islanders as a 
principal exponent of the technique 
Therefore, Gardner is especially quali- 
fied to write on the subject. In his 
book, Gardner delves into the subject 
quite thoroughly. He begins with, 
“People never move as planned ex- 
cept in statistics.” Based on his ex- 
perience, he comes up with some 
“truths” on the subject: 


1. People generally follow people. 


2. Crowds are made up of pur- 
poseful and lazy individuals. 


» fl People are curious. Group 
around a display will draw a larger 
crowd. 


4. People avoid open spaces where 
they will be conspicuous. Individuals 
do not gravitate towards wide con- 
courses provided for them, but tend 
to drift nervously towards the sides. 
Only thing deader than a dead cor- 
ner is a main promenade not arranged 
so that side routes circulate people 
back into it. 


5. People like to get their bear- 
ings. A visitor first wants to feel he 
is comfortably inside before turning 
his attention to exhibits. 


6. People enjoy surprise. 
7. People find walking tiring. 


With this visitor analvsis, Gardner 
turns to controlled circulation in de- 
tail. Gardner reasons, “If an exhibit 
has a story to tell the only way to 
make sure everybody sees everything 
and in the right order is by con- 
trolled circulation.” He defines con- 
trolled circulation as simply people 
not given their choice of routes around 
a display. Gardner also reminds, “Re- 
lated sequence should be arranged 
together down the same side of the 
gallery.” Another warning is that de- 
signers should allow enough space for 
people to pass by. Popular parts of 
an exhibit can become bottlenecks. 

Book also explains that everything 
in an exhibit’s design must be con- 
sidered in relation to the eve and 


“FATIGUE-PROOF” 
YOUR DISPLAY BOOTH 


WITH DECORTILE INTERLOCKING RUBBER 
FLOOR TILES... 


AT A = LOW COST! 


DECORTILE requires no 
mastic, cement nor spe- 
» cial skills to install! In- 
.  terlocking rubber blocks 
just drop into place and 
can be re-positioned 
and re-used show after 
show. DECORTILE was 
developed after intensive research to provide 
a resilient, sound absorbing flooring to relieve 
foot and leg fatigue of those who must stand 
for hours at the booth. It will not creep or 
crawl as carpeting does when heavy equip- 
ment is being displayed. Attractive patterns 
can be arranged from the wide choice of 
decorator colors available. When used as wall 
treatment, only a small amount of spot cement- 
ing is necessary. Minimum maintenance con- 
sists of damp mopping with mild detergent. 
DECORTILE is convenient to handle and store 
with the metal carrier box that is available. 
SIZES: 24" x 24" x VW" thick; 9" x 9" x 4, 
Yo, or 3/6th" thick. Bevel edging for ap- 
proaches available. For complete information 


regarding DECORTILE, write: 


M. M. LEVITT, FLoorine: pivision 


MITCHELL RUBBER PRODUCTS, INC., Dept. 58 
2114 San Fernando Road 
Los Angeles 65, California 


WHZAR OFFERS 


_ INCREDIBLE 
D _VERSATILITY 


Pre-fabricated 
displays with 
custom styling at 
mass-produced 
prices. Easy 
assembly, rigid 
construction, 
unusually long 
lasting. 


SEND FOR OUR 
NEW ILLUSTRATED 
*“WIZARD™ H-FRAME 
CATALOGS & SPEC. 
SHEETS. 


DISPLAY, INC. 
DEPT. SM 3011 Third Ave. So. 
Minneapolis, Minnesota 
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YOUR MOST REMEMBERED CONVENTION-THE NEXT ONE IN 


NEW ORLEANS The bus below has replaced the streetcar but kept the streetcar’s 
name. That’s the only change you’ll notice in the saucy, spicy hundred squares of New 
Orleans’ fabulous, frivolous Vieux Carre. The most remembered, the most happy con- 
ventions held are held in New Orleans 
— with headquarters at The Jung, the 
South’s largest convention hotel. 
1100 guest rooms, 10 superb : z 
meeting rooms, Charcoal Room, E ake 
Cocktail Lounge, every facility | 
and everything a convention 
could possibly need are at 

The Jung. For a convention 
you'll never forget, schedule 
your next one in New Orleans, 
with headquarters at 


THe JONG 


Hf 


For a meeting with everyone’s approval, the S 


10 MILLION DOLLAR CONVENTION PLAN | 


The incomparable facilities of the SEVILLE 
—one of Miami Beach’s most magnificent hotels 


*K Yes, the SEVILLE offers your group a 
truly wonderful plan, combining unsurpassed ~ 
facilities with fun, luxury and comfort SS 
for a “meeting with everyone's approval!” = 


@ Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 

@ Seven meeting rooms for groups of 10 to 500 & 

@ 50,000 square feet of choice exhibit area S 

@ Sunlit pools, cabana and play areas for = 
outdoor fun and meetings 

@ Complete inventory of equipment 


FREE 21" TV AND RADIO IN EVERY ROOM 
500-FT. OF PRIVATE WHITE SANDY BEACH = 
2 POOLS + 100% AIR CONDITIONED <= 


eh he te, ee 


DE LL 


For complete information and newly published 
HOTEL free copy of our FULL-COLOR GUIDE TO THE 
SEVILLE write Joseph Carbone 


A Complete Oceanfront Block, 29th to 30th Sts., Miami Beach Director of Sales SS 
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position of the viewer. Gardner says, 
“It is essential to decide at what dis- 
tance the object will be seen in de- 
termining proportion.” He further 
amplifies that fortunately exhibit plan- 
ners have learned that the recom- 
mended elevation for sighting on ele- 
ments in an exhibit is 5 ft. 3 ins. 
above ground level. 

In the book, Gardner does a royal 
job on exhibition lighting. He tells 
why artificial lighting is the best 
lighting for exhibits. He says, “It is 
impossible to exaggerate the impor- 
tance of lighting in exhibition. Arti- 
ficial ‘lighting, which can be focused, 
moved and colored, and which is in- 
dependent of the weather, is therefore 
the best exhibition lighting.” As op- 
posed to indoor lighting, he writes, 
“Daylight is rarely satisfactory as 
exhibit lighting; it is too tempera- 
mental in cold climates and too bril- 
liant in tropical climates; in any cli- 
mate it changes direction and quality 
through the day.” 

Illustrations accompany this pas- 
sage on lighting that shows the effect 
of lighting on objects. He presents 
the same object in different lighting 
situations so the reader can analyze 
for himself effects of lighting. 

On the subject of color light, Gard- 
ner notes, “For some reason or other 
color is considered rather vulgar and 
is generally confined to the theater. 
Colors that are crude in flat paint 
acquire a new character when trans- 
lated into light.” Author goes on to 
say that a soft range of lights are 
available to the exhibit designer. Soft 
colors can be used most successfully 
in exhibition. 

In his book, Gardner cites some of 
the things that can be done with 
lighting. He includes such tips as 
making the light beam the same shape 
as the object to be lighted. Shapes 
can be controlled by masking. Anima- 
tion through lighting has unlimited 
possibilities. (He suggests that the 
reader look at outdoor advertising for 
the range of possibilities.) He lists the 
type of lights that give true color 
renditions and which do not. Other 
subjects concerned with lighting are: 
lighting public paths, illuminated 
buildings and night decorations. He 
says that illuminated buildings “must 
be designed for illumination.” On the 
subject of night decorations, he writes, 
“When arranging decorative lighting, 
the designer's problem is to find 
things that will not look too ugly by 
day.” Se 

All in all, Gardner’s “Exhibition 
and Display” is a frank discourse on 
major facets of exhibit design as seen 
by a man whose own exhibit work 
stamps him as an authority. @ 

MAY 


ee, 1861 


erfectl 
pins Y 

for your 
convention 


be ” 
ed A 
a 


MEETING ROOMS 


Mox. Capacity 


Planning a spring or fall convention? 
One of the many reasons you will want to 


eta on consider Sun Valley is that here you can't 
DUCHIN ROOM 100 lose any delegates. No big-city problems such 


Numerous smaller rooms 


BANQUET ROOMS 


Max. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 


RATES 
AMERICAN PLAN 
LODGE INN 


418 
$91 $] per person, 


single room 
(Evropean Plan rates on request) 


CAPACITY 


Sleeping accommodations 
for 500 persons 


@room 


Owned and operated by 
UNION PACIFIC RAILROAD 


20 to 50 


$16 Per person, two in 


as having members housed at other faraway 
hotels... delays of waiting for taxicabs, or 
traffic jams. 


Along with excellent meeting facilities and 
room accommodations at Sun Valley Lodge 
and Challenger Inn there's a wide and won- 
derful variety of fun for all—including out- 
door ice skating, golf, riding, swimming, fish- 
ing and skeet-trap shooting. 


for reservations 


... or additional information on rates, 
seasons and activities, let us send you 
our color convention booklet. Address 
Mr. Winston McCrea, Mgr., Sun Valley, 
Idaho or Union Pacific Railroad, Dept. 
SV-4, Omaha 2, Nebraska. 
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Games and 
Contests 


Click for 
Kwikset 


Everybody wins a prize at Kwikset’s 
booth; and every prize has company 
identification on it. Audience par- 


ticipation is credited with trade 


SPECIAL roulette wheel, with products instead of numbers, is audience 


show success and increased business. participation game. Contestant won prize if he bet on right product. 


ROULETTE wheels are spinning and 
dice are clicking—and not necessarily 
at Las Vegas. 

These instruments of chance are 
luring hardware building wholesalers, 
lealers 1 homebuilders to exhibit 
dealers and homebuilders to exhibits 


~ 
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LOCK contest shows speed and ease of installation. 


of Kwikset Division, American Hard- 
ware Corp., at trade shows the coun- 
try over—with the result that Kwikset'’s 
sales are increasing. 

Says Kwikset’s marketing director, 
William Tell Thomas, “Winning 


friends among dealers and distributors 
is a vital step toward increasing sales 
and to sell them you must first attract 
them. Trade show promotions based 
on audience-participation devices 
both create goodwill and sell.” 


FEW visitors could resist “Shoot the Lock” contest. 
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here’s how: 


We'll plan your display 

.. we'll study your 
products, your prob- 
lems. Our experi- 


enced 


planners w 


ill 


come up with ideas, 
economies and sug- 
gestions you never 
would have thought 
of yourself. 


call does it all 


... When that call is to DEE 


In need of a convention exhibit . . . displays for a sales conference 

. .a complete staging for a dealer or distributor gathering? Then 
reach for your phone (or wire or write). Call D&E... and we'll 
carry the ball from there. 


We'll design and build it 
...and it will be done 
right . . . by our design- 
ers and builders who 
are experienced from 
A to Z...who know 
all the secrets and 
short cuts to do the 
jobina hurry... with 
maximum efficiency 
and effectiveness. 
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re 
We'll ship it r} We'll erect it 
. and we'll promise it will be ’) '... the way it should be erected 
at its destination in ample time é for greater display value . . . for 
for erection before your show the easy flow of visitors . . . for 
or convention starts. / maximum sales impact. 
4 
a 
When it is completed, all details will have been 
handled .. . literature in place . . . tables and chairs 
properly placed . . . ready for you and your force to 
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start selling. Just step up and go to work. 


And that isn’t all! When the convention or meeting 
is over, we'll dismantle, pack and ship your display 

| to the site for its next showing—or to storage. 
Next time you are in need of display or exhibit 
service, make that ONE CALL to... 


ISPLAY 
& HIBIT coveany 


1501 E. FERRY DETROIT 11, MICH. TR 5-4700 
- BUILDERS -: INSTALLERS 
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Thomas ascribes much of the Ana- 
heim-based company’s success in the 
hardware field to the attention given 
trade show promotions. The com- 
pany was established just 15 years ago 
in a converted garage in Los Angeles. 
Even though it had to buck heavy 
competition of lockset manufacturers, 
some well-established for 100 years, 
the company grew rapidly as lockset 
sales steadily increased. Today, 
Kwikset is manufacturer of America’s 
largest selling residential lockset. 

Most of the convention promotions 
have been conceived by Thomas, who 


started his Kwikset career as advertis- 
ing manager eight years ago. He ex- 
plains that Kwikset always tries to 
come up with unusual and different 
ideas for its exhibits. 

“In addition to attractive lockset 
displays and exhibits, we always find 
some attention-getting, audience-par- 
ticipation feature to attract and im- 
press visitors,” says Thomas. 

Besides roulette wheels and dice 
games, promotions have included a 
“Shoot the Lock” contest, “Treasure 
Chest” contest, “Kwikset Key Clubs,” 
and a lock installation contest. Pri- 


mary requisite tor all contests is that 
everyone who participates wins some 
prize. These gifts usually consist of 
a standard Kwikset advertising spe- 
cialties, such as tie clasps and ball 
point pens that feature the Kwikset 
emblem. 

Here are some examples of promo- 
tions: 


Installation Contest 
To call attention to the speed and 


ease of installation of a Kwikset lock- 
set to builders who attended a Na- 


LOS ANGELES CHECK LIST 
for Convention, Trade Show 
and Sales Meeting Planners 


() HOTEL SIZE: The largest hotel West of Chicago, The 
Biltmore has 1,500 king size modern rooms and suites. 


) CONVENTION FACILITIES: Only the Biltmore offers 
99,500 sq. ft. of all new facilities — all under one roof. 


(] YEAR ROUND COMFORT: Brand new, ultramodern AIR 
CONDITIONING throughout the hotel. Individual tempera- 
ture control in every guest room. 


(] CONFERENCE ROOMS: The Biltmore offers one entire 
floor of ten conference rooms, with capacities up to 175 — 
a total of 7,260 sq. ft. 


(_] MEETING AND BANQUET ROOMS: Five rooms off the 
Galeria lobby (on same level) total 25,000 sq. ft. In addi- 
tion, the beautiful and all new Biltmore Bowl and Rex Room 
each are 16,500 sq. ft. 


(-] DISPLAY ROOMS: A complete floor of 111 display rooms 
totals 40,000 sq. ft 


(] MODERN CONVENIENCE: A multi-million dollar modern- 
ization program is nearly complete. By the end of 1961 
every room will be new. Newly installed high speed ele- 
vators cut maximum waiting time to 39 seconds under peak 
loads, with 30 second average. 


"] AUTOMOBILE PARKING: Inside parking for 4,000 cars 
surrounds the Biltmore block. 


[-] TRANSPORTATION FACILITIES: The Biltmore Hotel is 
the downtown terminal for all airlines, a few minutes from 
rail and bus terminals. 


(-] CONVENIENT LOCATION: The Biltmore is located right 
in the heart of downtown Los Angeles’ activity. 


(] DINING AND ENTERTAINMENT: Three dining rooms and 
three cocktail lounges in the hotel. Dancing from noon 
‘til midnight in the famous Rendezvous Room. . . and scores 
of theaters, clubs and restaurants within walking distance 
of the hotel. 


CALL OR WIRE COLLECT: MAdison 4-1011.~ Los Angeles 13, Calif. 
Edward S. Bernard, V.P. & Managing Director 
Ben P. Gould, Director, Sales and Advertising 
REPRESENTATIVES 
Glen Fawcett Incorporated serving: 

San Francisco ....» YUkon 2-6905 


Seattle ..... MUtual 2-1981 
Portland ......COmmerce 9899 
Vancouver, B.C, . ZEnith 6420 
Leonard Hicks, Jr. and Associates serving: 
Chicago .... MOhawk 4-5100 
Detroit ....» WOodward 2-2700 
Miami weil Plaza 4-1667 


New York . .. Murray Hill 8-0123 


Washington, D.C. ...... FEderal 8-6481 


LOS ANGELES 


Affiliated with Hotel Adolphus, Dallas, Texas; Emerald Beach Hotel, Nassau, B.!. 
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tional Association of Home Builders 
convention, visitors to the Kwikset 
booth were invited to complete in a 
lock installation contest. For the 
fastest installation time, a $1,000 De- 
fense Bond was given, with other 
leading times rewarded by prizes that 
totaled $7,000. 

Interest in the contest was stimu- 
lated prior to the convention by a 
full-page, two-color ad in major trade 
publications such as American Build- 
er, Building Supply News, and Hard- 
ware Age. Follow-up ad to an- 
nounce winners ran in the same media 
following the convention. 

Contest proved so popular—and ef- 
fective in familiarizing builders with 


Plan Your Next ‘Convention 
at the : 
s 


: Complete convention 
services—at the world-famed Wisconsin Dells— 
facilities to house, serve and entertain all types 
of business meetings, from 50 to 500 persons. 


Swimming, golf, fishing, boat trips, charter tours, 
bridge tournaments and many other recrea- 
tional activities combine vacation pleasure with 
business. Special group convention rates. 

The Dell View is easily reached by auto, bus, 
train or plane—located on Highways 12 and 13, 
north of Madison. Write for further 
information, rates and brochure SM-60. 
In Chicago, phone MOhawk 4-5100. 


Pope... 


Lake Delton, Wisconsin 
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product-features—that it was repeated 
at other conventions during the year. 


Shooting Contest 


At another NAHB convention, a 
“Shoot the Lock” contest was used to 
attract visitors. Basic equipment was 
an old electrical amusement device, 
formerly used in a penny arcade, 
called “Shoot the Bear.” Thomas had 
the mechanical bear replaced with a 
Kwikset lockset model placed on top 
of an actual Kwikset lock box and the 
electrical eye of the bear was trans- 
ferred to the knob opening. So in- 
stead of shooting at a bear with the 
electric eye rifle, contestants were ex- 
posed to the newest Kwikset product 
as it revolved during their allotted 12 
shots. 

With a bell ringing each time a hit 
was made, and a loud gong sounding 
when some “deadeye” achieved an 
“expert” score, the booth attracted 
much attention. Depending on the 
score, contestants received a Kwikset 
imprinted ball point pen, a tie tack in 
the shape of a Kwikset key, a pocket 
lighter with Kwikset decal, or a key 
chain packaged in a miniature replica 
of a lockset box. No one went away 
empty handed. 


ae 


ANOTHER NEW NAME 
IN WASHINGTON! 


FLOATS, INC. ; 
OF WASHINGTON J 
Write: 5121 Lawrence Place 


Hyattsville, Maryland 
Hyatt 324 
Appleton 7-6292 


TWX: 
Call: 


Los Angeles 
2107 Chico Ave. 

El Monte, California 
CU 3-9221—TWX 9742 
San Francisco 
1620 Armstrong Avenue 
VAlencia 6-7878—TWX 1091 
San Diego 
452 Olive Street 
CY press 7-4471 
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Exhibits ¢ Models © Training Aids 
Mock-Ups © Point of Purchase 


Another contest that made the 
rounds of conventions was a dice 
game. Kwikset replaced the dots on 
nine dice with letters K-W-I-K-S-E-T. 
Contestants had three throws each to 
attempt to spell the company name, 
with appropriate prizes awarded for 
the number of throws needed. 


Newest Game 


Latest audience participation game 
is a roulette wheel. A regulation, Las 
Vegas-type wheel is used, with Kwik- 
set product names to replace num- 


bers. Contestants are given three 
chips which they can play at one time, 
or on three different spins of the 
wheel, to compete for various prizes. 

A feature at most all trade shows 
and conventions in which the com- 
pany participates is the “Kwikset Key 
Club.” Special room is rented in the 
convention hotel and decorated with 
drapes, tablecloths, ash-trays and nap- 
kins patterned with the Kwikset key 
design. Kwikset salesmen serve as 
hosts and wear specially-designed 
“key” vests. 

Door of the rented room is replaced 


pedis. 
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PERFECT FOR SALES MEETINGS, 
CONVENTIONS, CONFEREN 


in 


Only New York Hotel 


with its own theater 
the 


THE MODERN 550-SEAT BARBIZON-PLAZA THEATER 
IS FOR YOUR EXCLUSIVE USE RIGHT IN THE HOTEL! 


Overlooking beautiful Central Park—just 2 blocks from the Coliseum 
—the elegant Barbizon-Plaza is the only New York hotel offering a 
professionally equipped theater with 550 spring-cushioned seats plus 
adjoining exhibit space of 7000 square feet. 

Choose from 20 spacious meeting rooms with a capacity of 25 to 550 
people. Soundproof sliding doors permit expansion according to your 
needs. Closed circuit telecasts arranged. 


Catering facilities serving superb cuisine are available for business 
luncheons, banquets, cocktail parties. 

PLUS PERSONAL ACCOMMODATIONS. As our guest you will 
enjoy staying in one of 1200 rooms, each magnificently decorated for 
your pleasure . . . each noiselessly air-conditioned with individual 
thermostatic control. All with radio, TV, private bath. 

The owner-management of the BARBIZON-PLAZA guarantees 
exclusive personalized service. Our trained staff will serve you and 
your party promptly and efficiently. You'll find the best of everything 
at the BARBIZON-PLAZA. Thousands of testimonials from the 
Blue Book of American Business will tell you so. Make your reserva- 


tions for 1961 now! Write to Director of Sales for New Illustrated 
Color Brochure. 


Teletype NY 1-8949 or phone CIrcle 7-7000 


BARBIZON-PLAZA 


106 Central Park South at 6th Avenue overlooking Central Park 
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EVERYTHING WONDERFUL ABOUT 
A CONVENTION IN JAMAICA 
IS MORE SO AT THE ARAWAK 


Beautiful, charming, designed for complete 
relaxation, yes—but The Arawak knows how 
to get down to business, too. Its superb 
guest accommodations and perfect location in 
mid-Northshore Jamaica at Ocho Rios are 
matched only by its remarkably complete 
convention facilities and its staff of expe- 
rienced, competent convention experts. 7 dif- 
ferent meeting rooms for groups of 10 to 600. 
Complete equipment and special facilities, in- 
cluding: audio, display shop, lecterns, lighting 
equipment, projectors, screens, sign shop, etc. 


PLUS THE FAMOUS ARAWAK GUEST FACILITIES: 


ee ee ae ee 
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7 * Air-conditioned “~~ 


4 * Gourmet Meals * Limbo Supper Club 
{ * Cocktail Lounge * Pitch'n Putt Golf 


‘ * Olympic Swimming Pool Y 
‘ : 
es * Tennis Courts 
~ 
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immediate 
comprehensive 
response to your 
inquiry 


ARAWAK P.O., JAMAICA, W.1. 
Write to General Manager or 
Leonard Hicks, Jr., Inc. 

New York * Chicago * Miami * Detroit 
Washington, D.C. * Atlanta * Toronto 


The Most Succeestul Meetings 
are Held at Magnificent 


MONTAUK 
MANOR 


MONTAUK POINT ¢ NEW YORK 


.and here are but a few of 
the reasons that will demon- 
strate why you will want to hold 
your next meeting here: 


BUSINESS-WISE: In addition 
to modern exhibit and meeting 
facilities in the hotel itself, the 
Montauk Manor Theatre pro- 
vides a functional convention 
Auditorium seating up to 1,000 
people ....an adjacent display 
area of equal size... plus 
private executive meeting and 
sales rooms. 


PLEASURE-WISE: A vast ar- 
ray of happy diversions, all self- 
contained in Montauk Manor’s 
5,000 acres: 18-hole champion- 
ship golf course, Surf and Ca- 
bana Club with 150 foot pool, 
clay tennis courts, world’s finest 
fishing, skeets and many others. 


ALL UNDER NEW MANAGEMENT 
Larry Borsten, Manager 


For complete details and special 
American Plan rates contact R. D. 
Waterman, Convention Manager at 
MUrray Hill.2-5197. 


135 of the top 500° 


corporations in the nation 


meet at THE MORAINE! 


Ik | 
CHICAGOLAND'S ONLY LAKEFRONT RESORT 


...a friendly, informal resort hotel on Lake 
Michigan, only 25 minutes to Chicago—20 min- 
utes via expressway to O'Hare jet airport .. . 
hosting 275 group meetings a year... completely 
keyed for group functions up to 350... fully 
equipped stage in Ballroom . . . excellent facili- 
ties for sales training schools . . . where peak 
workloads can be combined with pleasure for 
greatest efficiency . . . no big-city noise or dis- 
tractions to compete with your program. 

*As listed by Fortune 


COMPLETELY REDECORATED and NEWLY 
FURNISHED FROM TOP to BOTTOM 


Hotel Moraine 


ON-THE-LAKE 
HIGHLAND PARK, ILL. + IDiewood 2-4444 
200 Guest Rooms . 20 Meeting Rooms 
8 Private Dining Rooms 
BETTY GREEN, Sales Manager 


in 
bundtows. Letroit 


@ 800 luxurious rooms and suites 


@ 14 meeting rooms for 25 to 500 
@ Adequate display space. 
@ Three great banquet halls. 


@ impeccable service. 
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SITUATED ON 11 ACRES OF PLEASURE WITH 
CONVENTION FACILITIES FOR 700 PEOPLE 
200 DELUXE ACCOMMODATIONS 
. 9 MEETING ROOMS 
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@ Convenient to Detroit’s new civic 
development. 


@ Gateway to the city’s expresswoy 
system. 


Let us place these superb con- 

vention facilities at your disposal 

Phone Detroit, WOodward 2-2300 
Teletype Number DE-1062 


A Mansion Hotel 


U 


LANSON M. BOYER 


Dero BLAND 


CASS AT BAGLEY DETROIT 26, MICH 
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with a specially-painted door and a 
sign which states, “Kwikset Key 
Club—Members Only.” A Kwikset 
lockset, to which there are hundreds 
of keys, is installed. Keys to the hos- 
pitality suite, which always sports a 
bar and musical entertainment, are portunity to see products on display. 

assed out at the Kwikset exhibit by a As Thomas says: “It’s not enough 
Rcdees. to set up a booth and wait for people 

Besides stimulating attendance and __to flock in. No matter how attractive 
creating goodwill, Kwikset convention your exhibit, you need an attention- 
promotions provide an invaluable op- getter to lure them in. But even more 
portunity to deliver company sales important, you must have a way to 
messages. While visitors wait their keep them there long enough to de- 
turn to participate in contests, models liver your sales message. So far, we've 
distribute company literature and been successful.” 


salesmen have an opportunity to talk 
and demonstrate features of Kwikset 
products. Because contestants stay at 
the booth longer than they might at 
exhibits where there is no audience 
participation, they have ample op- 


PLAN shows left half of layout for special section at Chicago International Fair. 


New Lay-Out at Chicago Intl. Show 


EUROPEAN clime will be evident at this year's Chicago International 
Trade Fair, July 10-26, where 150 pre-built, modular design booths will 
permit foreign exhibitors to display products with no investment in an 
exhibit. Three basic designs and sizes will be available: 50, 125 
sq. ft. Units are called “Triads” by Firks Exhibition, Inc., Chicago, 
American developers of the plan. “Booths will be laid out in such a w ay 
as to overcome ‘choice’ spaces created by the traditional exhibit format,” 

says Robert Firks. To every exhibitor there are two rey within the 
scheme: (1) He may provide his own salesman to man booth. (2) Personnel 
will be provided by show management for booths. In a: case of the 
latter, Firks says, “Appointee will describe products, pass out literature, 
record inquiries, open and close exhibit before and after show. Plan calls 
for a flat rate to exhibitor. Show will provide all unusual services including 
removal, storage and return of crates. Each unit will be made of multi- 
colored pegboard, eight ft. high. Three shelves, 12 ins. wide, seven and 
a half ft. long; one 36 in. high counter with storage space; one 24 in. 
counter to act-as a crowd barrier; identification sign of cut-out letters; 
floor covering; 16 in. black and white globe overhead; and area identifica- 
tion will be provided with each unit. Plan is adopted from a similar 
European practice. 
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can yourhold 
your MOST — 
successful 
CONVENTION 
in 
LAS VEGAS 


ask the people 


who have.... 


C, F. Watson, Merchandising Superv.sor 


STUDEBAKER-PACKARD 
CORPORATION 


Frank J. McCaffrey, Sales Promotion Director 


ROYAL MC BEE CORPORATION 


. A, Christie 


FIELD ENTERPRISES 
EDUCATIONAL CORPORATION 


T. J. Harvey, Executive Vice President 
and Secretary 


WESTERN COTTON SHIPPERS 
ASSOCIATION 


S. W. Leaver, General Sales Manager 


B. T. BABBITT, INC. 


J. J. Madigan, Director, 
Membership and Field Service 


NATIONAL ASSOCIATION 
OF HOME BUILDERS 


our best sales people 
are those who have proven 
there is nothing like.... 


the magnificent 


IVIERA 


hotel 


COMPLETE FACILITIES FOR 
SHOWS, SALES MEETINGS, CONVENTIONS 
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KEEP AN ACCURATE 
TYPEWRITTEN RECORD 
OF VISITORS 
TO YOUR BOOTH! 
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or sales meeting is held 
there's a Manpower office 
to supply temporary typists 
—or any other convention 
help you need to relieve 
or assist your sales people. 


LOW HOURLY RATES. 
OFFICES IN 200 CITIES 


scceceeeeeeeeeerreesesecevccovese 
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manpower, inc. 


Write for free booklet on our 
unique Convention Services 
826 N. Plankinton Ave. 
Milwaukee, Wisconsin 


hotel 


WEBSTER HALL 


“Big” facilities for the 
smaller meeting or 
a4 convention 


For groups up to 1000 persons, Hotel Webster 
Hall provides unexcelled facilities for sales 
meetings, conventions and trade shows. A 
choice of 12 meeting rooms, flexible enough 
to meet virtually any need—a skilled staff to 
assist in all arrangements—and, of course, 
food and beverage service par excellence. 
Webster Hall offers all the advantages of a 
downtown hotel, without the distractions. 
500 air conditioned rooms, with TV and 
radio. 10 minutes from downtown Pittsburgh, 
easy access to all major highways and ex- 
pressways, limousine service to Greater Pitts- 
burgh Airport. Parking for 150 cars next to 
motor entrance. 


hotel, Webster Holl 


4415 Fitth Avenue Pittsburgh 13, Pa. 
MAyflower 1-7700 — Teletype PG 253 
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Some leading trade/industrial shows scheduled during next two 
months. For more facts on these shows (and all other exhibit 
events throughout the world) refer to EXHIBITS SCHEDULE*. 


JUNE 


4-7 Saskatoon, Bessborough Hotel 
Canadian Dental Assn. 


4-7 Cincinnati, Netherland-Hilton 
Inst. of Appliance Mfrs. Exhibit 


4-7 Chicago, Conrad Hilton 
Natl. Assn. of Purchasing Agents 
Inform-A-Show 


4-9 Detroit 
Amer. Water Works Assn. 


4-11 Cleveland, Pick-Carter Hotel 
American Medical Technologists 


5-6 Regina, Saskatchewan Hotel 
Canadian Public Health Assn. 


5-7 Washington D C, Sheraton-Park & 
Shoreham 

Armed Forces Communications & Elec- 
tronics Assn. 


5-8 Toronto, Royal York & Queen Eliza- 
beth 

ISA Summer Instrument Automation 
Conference & Exhibit 


5-8 Denver, Hilton 
Prestressed Concrete Institute 


5-9 New York City, Coliseum 
Natl. Plastics Exposition 


11 Chicago, Conv. Hall 
Railway Supply Mfrs. Assn. 


11-14 Boston, Statler-Hilton 
Assn. Indstl. Advertisers Show 


11-14 Chicago, Sherman Hotel 
Intl. Specialty Food & Confection Show 


11-14 Chicago 
Natl. Assn. of Direct Selling Co.'s 


11-14 Chicago, Sherman Hotel 
Natl. Indstal. Recreation Assn. Conven- 
tion & Exhibit 


11-14 Chicago, Drake Hotel 
Natl. Retail Candy Allied Trades Exh. 


11-15 Chicago, Conrad-Hilton 
Confectionery Industries Exp. 


11-15 Chicago 
Natl. Assn. of Retail Grocers 


11-15 San Francisco, Jack Tar Hotel 
National Industrial Serv. Assn. Mainte- 
nance Exhibit 


11-16 Las Vegas, Stardust Hotel 
National Chiropractic Assn. 


11-16 Seattle, Olympic Hotel 
Amer. Soc. of Medical Technologists 


12-15 Detroit 
Catholic Hospital Assn. 
Canada 


of US. & 


17-20 Denver, Hilton 
Amer. Optometric Assn. 


18-22 Minneapolis 
Natl. Assn. of Bldg. Owners & Mgrs. 


18-22 Detroit, Cobo Hall 
Natl. Plumbing, Heating & Cooling Ex- 
position 


18-23 Boston, Statler-Hilton 
Amer. Electroplaters Soc. 


* Exhibits Schedule available at $25 a year by subscription only. 
Write: Exhibits Schedule, 1212 Chestnut St., Philadelphia 7, Pa. 
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18-25 St. Andrews N. B., Algonquin 
Hotel 
Canadian Library Assn. 


19-23 Montreal 
Canadian Medical Assn. 


19-25 New York City, Commodore 
Hotel 
Amer. College of Chest Physicians 


19-29 Chicago, Furniture Mart 
Intl. Home Furnishings Market 


20-22 San Francisco 
Western Plant Maintenance & Engineer- 
ing Show 


24-29 Chicago, Conrad Hilton 
Natl. Assn. of Display Industries 


25-28 Washington D C, Sheraton Park 
Natl. Conv. of Military Electronics 


25-28 Chicago, Drake Hotel 
Natl. Retail Tea & Coffee Merchants 
Assn. 


25-30 Montreal, Queen Elizabeth 
Amer, Soc. of X-ray Technicians 


25-30 Atlantic City, Conv. Hall 
Natl. Education Assn. of the U.S. 


26-30 New York City 
American Medical Assn. 


27-30 Cleveland, Public Aud. 
American Home Economics Assn. 


JULY 


5-8 Seattle, Olympic Hotel 
Natl. Soc. of Professional Engrs. 


9-14 Chicago, Morrison Hotel 
Indpt. Housewares Exhibit 


9-16 Cieveland, Auditorium 
American Library Assn. 


10-14 Chicago 
National Housewares Exhibit 


10-14 New York City 
Natl. Food Distributors Assn. 


24-9 Chicago, McCormick Place 
Chicago Intl. Trade Fair & Exp. 


16-20 Chicago, Palmer House 
Music Industry Trade Show 


18-20 Minneapolis, Auditorium 
Amer. Poultry Congress & Exp. 


23-28 Denver 
Natl. Congress of Petroleum Retailers 


21-25 Chicago, Morrison Hotel 
Natl. Audio-Visual Assn. 


MAY 19, 1961 


WH 


what's new 
in exhibits? 


FINE EXAMPLE of the display builder’s art was 

the biggest International Auto Show ever staged 
in this country. Eager crowds at the New York Coliseum 
were buying like mad. One British maker sold 40 cars 
the very first day — in the $6,000. class! Seems to 
indicate that the much advertised recession really has 
run its course. 


VEL’s EXCLUSIVE SCISSORPAK presentation 

unit, originally designed for use in meetings and 
classrooms, has been adapted by users as an inexpensive 
modular exhibit background, Set up in multiples (each 
3 feet wide) it’s a good bet for the low budget or 
“quickie” show. Booklet on request. 


EW YORK WORLD’s FAIR 1964-1965 will erect 

no exhibit buildings — offers only ground space 
for exhibitors to build their own, This has prompted 
several promotionally minded groups to invest large 
sums in the development of projects for community 
exhibit buildings, so that now every firm, large or 
small, can rent interior space if they wish to avoid 
the cost of individual structures. 


EAVY TRAFFIC AREAS in train terminals con- 

tinue to draw major advertisers. Newest are Good 
Housekeeping in Grand Central, with a large Testing 
Center model, integrated with sound and lighting, and 
across town in Pennsylvania Station a Merrill-Lynch 
Stock Information Center, complete with illuminated 
ticker tape. Both are drawing enormous crowds. 


ECENT ADDITION to New York’s skyline is the 

Chas. Pfizer Building, whose reception lobby ex- 
hibits the corporate image of this leading pharmaceuti- 
cal producer by means of a comprehensive high-style 
display ranging from simple graphics to complex 
molecular structures. 


These are a few of the undertakings which have made a 
busy spring season for our staff. We've time now to 
devote to your project. We’re as near as your-telephone! 


IVEL CONSTRUCTION CORPORATION 


Designers and Builders of Quality Displays 
53rd St, & First Ave., Brooklyn 32, New York HYacinth 2-3730 
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Trade Show 


Investment 


To get top value for your trade show dollar, you have to have 


some regard for the basics, and you have to consider related 


activities. It takes hard work and meticulous planning to 


make investment pay off in sales. It's a complicated business. 


LET’S face it- Trade show partici- 
pation is a complicated business, and 
it isn’t going to get easier in the fore- 
seeable future. Quick glance at just 
a few important indicators lends 
ample credence to this statement. 
Total yearly show attendance has 
increased markedly. Likewise, the 
list of new shows is multiplying rapid- 
ly. And, most importantly, the num- 


* Advertising Account Representative, 


Receiving Tube Department, 
Electric Company. 


General 
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By A. C. GUBITZ* 


be: of companies wishing to display 
their wares is increasing more quick- 
ly than new exhibit space can be 
made available. Almost every major 
trade show in the country has a long 
waiting list of impatient potential 
show participants. 

Increased company participation 
and heightened interest in the value of 
trade shows are causing these inevi- 
table results. First, trade show par- 
ticipation is becoming more costly. 
Secondly, because of increased com- 
petition for the potential customer's 
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attention, you must make dollars ex- 
pended work harder to achieve the 
impact necessary to justify the in- 
creased expense. 

Following is a list of suggestions 
you may wish to evaluate when you 
examine ways to maximize the im- 
pact of your future trade show sales 
efforts. 

First, let’s examine the obvious— 
the exhibit itself. All successful trade 
show participation revolves around, 
but as we shall see later is not con- 
fined to, a dynamic, interesting ex- 
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NTIL THEY ARRIVE HOME! 


Yow you can make available to your 
onventioners a remarkable new acci- 
tent insurance policy that protects 
hem every step of the way, 24 hours 
day. 

From the moment each person leaves 
home, every mile enroute by plane, 
rain, bus or car, every step at the con- 
ention...every single second until he 
trives back home, he is insured for up 
0 $50,000 against death or injury due 


jo MG. 711 14th St., N.W., Washington 5, D.C. 


bvention Travelers Protection, Inc. is underwritten by the Stuyvesant Insurance Company, Allentown, Pennsylvania, 


to any accidental cause. Thanks to 
group insurance economy, CTP gives 
this comprehensive coverage at a re- 
markably low cost. 


Complete accident insurance coverage 
promotes the peace of mind so vital toa 
productive convention. You can help 
insure your meeting’s success by mail- 


ing the coupon today. No obligation, of 
course. 


125 Maiden Lane, New York 38, N. Y. 


7, 7 
8, 
Socie® 


ANNOUNCING VITAL NEW ACCIDENT INSURANCE THAT PROTECTS YOUR CONVENTIONERS 


Convention Travelers Protection, Inc. 
125 Maiden Lane Dept. SA-1 
New York 38, New York 


Send me complete information on Convention 
Travelers Protection at no obligation. 


Organization__ 


Address 


City 


Keep your group together 

on the mountain. 

No distractions. 

Complete air-conditioned 
meeting facilities 

for 2 to 200 persons. 

New idea? No. 

Over 300 companies 

have held nearly 1000 meetings 
here already. 


The Motel on the Mountain 
Suffern, N. Y. 
One Hour From Times Square 


Thruway Exit 15 
Elmwood 7-2500 


FOR YOUR NEXT MEETING °2008e tropical island paradise! 
? 
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>» NASSAU + BAHAMAS 


Si Wide range of accommodations and meet- 
ing facilities — including convention halls 
with ample seating capacity, display facili- 
ties, etc. 


Ideal climate, numerous sports, shopping 
and sightseeing for the whole family. No 
passports needed for American or Canadian 
citizens. 


Over 150 flights weekly to Nassau, non- 
stop from both Miami and New York, plus 
ship cruises direct from these cities. 


For complete information: 
BAHAMAS DEVELOPMENT BOARD 


Miami, 608 First National Bank Bldg. 
Chicago, 1230 Palmolive Bldg. 

New York, 307 British Empire Bldg. 
Dallas, Adolphus Hotel Arcade (1406) 
Los Angeles, 515 S. Olive Street 
Toronto, 707 Victory Bldg. 


~~ oma? 


DAYTONA BEAGH’S 
OCEANFRONT. 
CONVENTION HOTEL! 

ee 


iy 
a ssn ce 


Conduct your next meeting at "the world's 
most famous beach." Guarantee record- 
breaking attendance and productive busi- 
ness conferences! Accommodations for up 
to 500 delegates .. . air — yt 
banquet rooms for 1000. Complete facili- 
ties, superb service, professional conven- 
tion staff. Large or small, your meeting 
will be more successful at the Daytona 
Plaza. Write for details: DAYTONA PLAZA 
HOTEL, DAYTONA BEACH, FLORIDA. 


—~N hoe 
“a . a 
Detayl 0? 2 Side 


Motor House 


..come to The Dearborn Inn. 

f Here in a suburban setting, 
or 20 minutes from downtown 
Y N — 15 from 
etropolitan 

our ext Airport, are - 
services of a 

Conference gracious Inn 
with every 

convenience 

or Gr oup for group meetings 
. and banquets for 
Meeting up to 350... 
185 beautifully- 


. appointed guest 
in the rooms with TV; 
two restaurants, 


Detroit cocktail lounge, all 


air conditioned. 

May we send brochure? 

Area Richard D. McLain, 
General Manager 


Dearborn, Mich. LO 5-3000 Twx DE 380 
j Neighbor 


of 
Henry Ford Museum and Greenfield Village 
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hibit. The $64 question seems to be 
how to achieve this at lowest possible 
cost commensurate with a quality dis- 
play. Although it’s easier said than 
done, getting an early start can pay 
big dividends both to reduce costly 
overtime expense and to assure clarity 
of your sales message. 


Start with Objective 


Start by determining a theme or 
objective for your booth. What do 
you want it to do? This is the time 
to factor in the views of your sales, 
marketing, engineering, product plan- 
ning and application engineering per- 
sonnel. Once agreement has been 
reached on the over-all exhibit theme 
and main copy points to be made, sit 
down with a competent exhibit design- 
er and draw up some rough visual 
approaches to the problem. Follow 
this with a comprehensive visual lay- 
out and floor plan. This will be vau- 
able to you in two ways: First, to 
gain necessary management approv- 
als, and secondly, to enable you to 
obtain competitive bids from three or 
four reputable exhibit vendors (if you 
do not have your entire annual ex- 
hibit program handled by a single ex- 
hibit house). 

Once mechanical details are 
straightened out, concentrate on ex- 
hibit content. Prime admonition in 
this respect is keep it simple. Per- 
haps the most serious fault with dis- 
plays today is that they are cluttered 
—they try to tell too much of the story 
about too many different products or 
product lines. An exhibit is very 
much like a space advertisement. In 
both you try to emphasize real prod- 
uct news of value to your customers. 
To attempt to present all the details 
regarding your product or products in 
a display is like buying magazine 
space to run an involved technical pa- 
per. Both methods are expensive and 
both are ineffective. 


Don’t Talk to Yourself 


Remember, don’t talk to yourself 
with your exhibit, talk to your poten- 
tial customers. The day of brag and 
boast is unmistakably past. Go heavy 
on customer benefits and possible ap- 
plications for your products and then 
actually demonstrate these with work- 
ing models and other dynamic dis- 
plays. To gain actual customer par- 
ticipation, arrange your exhibit so 
that booth spectators actually perform 
certain phases of the demonstration 
themselves. Include customer con- 
tests with suitable rewards for win- 
ners as still another means to stimu- 
late interest in your booth. Lastly, 
don’t forget the one or two visual 
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PLAN YOUR NEXT BUSINESS MEETING AFLOAT 


A $20,000,000, 30,029 ton, completely air conditioned, trans-atlantic 
luxury liner, one of the 10 largest cruise ships afloat. Cruise capacity: 
800 persons. 


ON A LUXURIOUS TRANS-ATLANTIC LINER 


A $8,750,000, 20,000 ton, completely air conditioned, newest luxury 
liner afloat. Cruise capacity: 450 persons. 


SAILING FROM YOUR NEAREST EAST COAST PORT 


A $10,000,000, 18,750 ton, completely air conditioned, round-the- 
world cruise ship. Cruise capacity: 550 persons. 


3 10 7 DAYS ALL EXPENSE FARES FROM $85 UP 


Permitting calls at exotic Nassau, Bermuda, Jamaica, Haiti, St. Thomas, Virgin 
Islands, or San Juan, P. R. Fabulous convention facilities aboard these specially 
selected cruise ships. For example: 11 convention halls for simultaneous meet- 
ings, huge auditorium, theatre, well equipped stages, several orchestras without 
charge, six meals a day, convention staff to aid you, ship as hotel throughout. 
Our ships cater to groups from 50 to 1,000 persons. Guaranteed better 
accommodations and more room because we limit cabin capacity to almost 
half of normal occupancy. Your convention gets more attendance and gets 
more done because no one wanders away. Still some bookings open for 
1961, it’s not too early to book for ‘62, ‘63, ‘64. 


World’s Largest Planners of Business Meetings Afloat 


Luxury Living Aboard Luxurious Liners 


Southern Bldg., Washington 5, D. C. 


John E. Smith, Jr., President 


STerling 3-8181 


In every sence.... ERIE’S FINEST! 


Air Conditioning - Television - Radio 


If your convention attendance is diminishing—Con- 
sider Erie’s PLUS factors for creating NEW interest. 
Seven miles of sand b h A t Park, Out- 
door Theater Plays, Fishing, Lake Cruises, golfing, 
bowling—Mixed with 4000 rooms, banquet facilities 
to 2500 and our sincere desire to serve you—will 
lend the new look, guaranteeing a successful and 
pleasant convention. 


Complete Convention Facilities Phone GLendale 6-8871 


THE “NEW” LAWRENCE 
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KLOEPPEL 


HOTELS 


CONVENTION 


HEADQUARTERS 
IN FABULOUS 


FLORIDA 


Jy Jacksonville Florida's First City 
Hotel George Washington 


Hotel Mayflower 
Hotel Jefferson 


vy West Palm Beach 


Florida's First Resort City 
Hotel George Washington 
Hotel Penansy!vanio 
EVERY ROOM WITH 
FREE RADIO AND TV 
Swimming Pool — Garage 
FREE AUTO STORAGE 


All This and Heaven, Tool 


* Complete Conventior - Convention Planning 
Facilities “Know-How” 

+ Assistance of trained «+ Special ‘Package 
Hotel and Convention Pianned’' Conven- 
Bureaw Personnel. tions made to order 

« Only Minutes to World's 
Finest Beoches, Golf 
Courses and Historical 
Points of interest. 


OWNER 
MANAGED 


Write or Phone: 
J. Maxwell Myers, Sales Dir. 


Phone Elgin 5-881! 
George Washington 
Jacksonville, Florida 


WE LET THE 


BIG ones 
GET AWAY 


Because we Can give our 

personalized attention— 

standard BALMORAL | 
service—to no more than : 
400 guests at one time, ' 
we accept only sales meet- | 
ings from 40 to 400. 


You're invited to join 
the select 400. Complete 
know-how and facilities 
for meetings, banquets 
and between-meetings 
relaxation. Experienced 
staff at your disposal. 


For details write 
HARVEY WEINBERG 
Director of Sales 


worm © roo 


Caname Clue 


SIX ACRES « OCEAN AT 98th 
BAL HARBOUR, MIAMI BEACH 
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“stoppers” necessary to coax the cas- 
ual passer-by into your booth. 

But attention to such matters as 
booth planning, layout, and construc- 
tion is only a beginning. Unfor- 
tunately, all too often an impressive 
list of “extras” is overlooked. Today, 
these “extras” usually spell the differ- 
ence between a solid hit or a morbid 
trade show miss. 


Booth Manning 


Consider booth manning, for ex- 
ample. Effect of a brilliant, eye- 
catching display can be totally ex- 
tinguished by improper manning. 
Lack of enthusiasm, product knowl- 
edge, ability and desire “to get the 
answer fast,” or just common every- 
day courtesy and respect can cripple 
weeks of painful exhibit planning. 
Obstacles such as this usually can be 
overcome if you take the time to edu- 
cate your booth personnel about its 
responsibilities. Don’t expect these 
individuals to operate effectively 
without prior knowledge of the prod- 
ucts you are plugging, mechanical de- 
tails regarding booth operation, and 
necessary back-up “buy” and “sell” in- 
formation. One or more _ briefing 
meetings prior to the beginning of the 
show will bring benefits you and your 
customers will notice. At these meet- 
ings review photographs of the dis- 
play and the salient sales points that 
should be a part of every pitch. In 
this way you will forearm and fore- 
warn your booth personnel of the job 
ahead. 

Integration of information does not 
end here. During the course of the 
show, frequent gatherings of your 
manning staff should be held to re- 
view hot prospects, competitive in- 
formation, customer problems and fu- 
ture booth manning schedules. These 
meetings should not be mere rump 
sessions. Each should have a care- 
fully planned agenda that serves a 
constructive purpose and satisfies pre- 
viously agreed upon goals. 

Booth personnel should be _ in- 
structed to pay careful atttention to 
recording the names of hot prospects 
for follow-up later on. All too often 
essential show follow-up activity is 
completely neglected because names 
are not recorded or because there is 
no machinery in operation to trans- 
mit a good potential sales lead to the 
responsible individual within the or- 
ganization. 

One other item needs to be em- 
phasized in connection with booth 
manning procedures. Be sure that you 
have an adequate number of person- 
nel available for duty. When per- 
formed properly, booth manning is no 
picnic. Its Pard. tiring work. 
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hold 
your next 
MEETING 
at the 


Teletype CG28 


* Complete facilities adaptable to any 
type of function 


* Personalized attention to every detail 
* Convenient to railroad terminals 
* Located in the center of 
downtown Chicago 
* Gracious, modern atmosphere, 
plus traditional LaSalle hospitality 


write for new brochure showing room 
charts, floor plans and full details 


at the incomparable toCondha 


WORLD CHARM 
JOINS HANDS WITH 
NEW WORLD LUXURY 


Located at ocean’s edge, la Concha offers 
lavish accommodations, luxurious cuisine 
and service. Completely air conditioned. 
Pool, private beach, cabana club. Three 


handsome cocktail lounges. The Club 
la Concha offers star-studded attractions. 
250 rooms and suites. Complete conven- 
tion facilities. Meeting rooms of various 
sizes accommodate 25 to 700. Trained 
staff. Write for Convention Brochure. 


Only 3% hours from New York, 22 hours 
from Miami by jet. No visas, passports, or 
vaccinations necessary for U.S. citizens. 
William P. Wolfe Organization, national 
reps. Offices in principal cities. 


GE So Concho 


HOTEL, BEACH & CABANA CLUB SAN JUAN, PUERTO RICO 


AN ASSOCIATED FEDERAL HOTEL Cecil Mills, President 


SALES MANAGEMENT 


Don’t expect one or two men to 
work eight or 10 hours at a stretch 
and do an effective job. Experience 
indicates that a maximum of four 
hours at a stretch brings good results. 
Also, remember that one man usually 
isn’t enough at the average busy 
booth. Two and sometimes three in- 
dividuals are required to provide the 
snappy kind of service that draws 
favorable attention. 

Now ask yourself, “What else can 
I do to achieve my ultimate trade 
show objective—that of getting my 
company’s message across to the 
largest possible number of _pros- 
pects?” True, a good exhibit, properly 
manned, will be of immeasurable as- 
sistance to achieve this objective, but 
other vehicles are also available to 
help pinpoint your efforts. 

Among these are hospitality suites, 
informative customer seminars, and 
participation by your engineers with 
useful technical papers. 

Hospitality suites provide an oppor- 
tunity for you to transact business as 
well as generate genuine customer 
goodwill. Often times they offer an 
environment far more conducive to 
the transaction of business than the 
trade show floor with its noise and 
crowds. But hospitality suites, like 
good exhibits, require planning. 

It is wise to mail out formal invita- 
tions to these affairs to the best pros- 
pects on your mailing lists. Then keep 
an extra supply of invitations on hand 
at your booth to present to other 
genuinely interested parties. Be fairly 
selective with these invitations. Weed 
out and exclude the party followers 
and their fellow travelers so that your 
personnel at the hospitality suite have 
an opportunity to meet and spend 
their time with the better show pros- 
pects for your product. Hospitality 
suites also afford an excellent oppor- 
tunity to distribute a memorable gim- 
mick or other giveaway item to the 
best prospects that will call attention 
to your product long after the trade 
show is history. 

Informative product seminars pro- 
vide another chance for you to be of 
real service to your customers and 
prospects. At these meetings, prefer- 
ably held in a suite or hotel room 
away from the show itself, your best 
qualified technical and sales people 
can present the kind of product and 
application details that your display 
simply cannot convey. Again, plan- 
ning and effective presentation are 
key factors. 

Speakers should know their sub- 
jects and should be aided by an ample 
array of visual aids—flipcharts, slides, 
working models. Printed summaries 
of presentations will also allow cus- 
tomers to digest the more technical 
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OF DISTINCTION 


For Philadelphia... 
A NEW ADDRESS 


3SOOC-room Marriott Motor Hotel 
OPENING SPRING ‘Cl 
—will be ideal setting for Business Meetings of all sizes 


SPECIAL CONVENTION FACILITIES Five private meeting and 
banquet rooms offer maximum flexibility of seating and catering for groups 
up to 700 persons. Public address systems and exhibit facilities, of course. 
And three luxury restaurants—including the Kona Kai, an exotic Polynesian 
room—will offer outstanding food and drinks for all tastes. 

RELAXING RESORT ATMOSPHERE New $5-million MARRIOTT 
Motor Hotel will combine informal convenience with luxurious surroundings 
and services. 300 Guest Rooms and Suites, year-round air conditioned for your 
comfort. Free swimming pools in summer, outdoor ice skating in winter. Drive-in 
registration, parking for 500 cars. Free TV and hi-fi. Direct distance dialing 
from phones in all rooms; special message service in guest’s absence. Full hotel 
services. 

LOCATION PAR EXCELLENCE 10-Acre Resort Setting, just off 
Schuylkill Expressway on City Line Avenue, places a Marriott guest within 
5 minutes of Philadelphia’s Convention Hall and 30th Street Station. Only 
12 minutes from Airport; 15 minutes from Pennsylvania Turnpike. 

FOR COMPLETE INFORMATION Prior to Opening, please contact 


J. Lloyd Larkins, Resident Representative, 125 City Line Ave., Bala Cynwyd, 
Pa., or call TRinity 8-6600. : 


Marriott "sz" 


ou Galveitou Liland ! Two fabulous beach resort hotels 


flanking the enormous Moody Convention Center. 31,000 sq. ft. exhibit space with escalators to second 


floor hall that seats 3,500 for meetings, 2,000 for banquets. Completely air-conditioned. 650 guest 


rooms, swimming pools, exceptionally fine food. For brochure, 


write Box 59, Galveston, Texas. 


Street, New York City. 


VITAL DIORAMAS 


SPECIALISTS IN PERSPECTIVE ILLUSION 


%See 6 Dioramas in 1 at the 
U.S. Rubber Exhibit at the New 
York Stock Exchange, 20 Wall 


Me. Aelhar NAT BLE Dili. 


Creators of the famous 3-dimensional Displays in 
Grand Central and major R.R. Terminals, Airports, 


Parking Lots and Race Tracks. 
36-06 43rd AVE., LONG ISLAND CITY, N.Y. Stillwell 6-3960 


%See the Tea Council Exhibit at 
16 East 56th Street, N. Y.C. 


EXHIBITS » DIORAMAS - MODELS - INTERIORS - JUMBO PLASTIC REPLICAS 
SHOWROOMS - FLOATS + POINT-OF-SALE »- SCULPTURE - WINDOW DISPLAYS 
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information at their leisure. Customer 
clinics provide another excellent op- 
portunity for possible customer fol- 
low-up at a later date. Don’t neglect 
to get names and addresses of all 
attendees. 


Too much emphasis cannct be 
placed on the value of participation 
by your company in the technical 
paper program featured by most 
trade shows. Here is an opportunity 
to establish yourselves as experts in 
your field as well as perform a valu- 
able service for your industry. Don’t 
forget to merchandise this participa- 
tion by mailing out reprints of these 
papers to those not fortunate enough 
to attend the technical sessions. 

If you have laid plans to execute 
all or even a part of the preceding 
suggestions, you've worked hard and 
spent a lot of time. Get maximum 
mileage from your efforts by pre- 


plugging the many valuable activities 
you have arranged for the show. All 
of your efforts will be wasted if no- 
bedy knows about the valuable serv- 
ices you plan to offer, so use space 
advertising, press releases, and even 
direct mail to inform the industry of 
your business-like approach. Use these 
media to call attention to the mvst 
interesting aspects of your booth, the 
subjects of your seminars, and to the 
names of those individuals who will 
represent you in technical sessions. 
Lastly, don’t forget to measure your 
over-all trade show effectiveness. 
There is no reason why trade show 
participation cannot be measured as 
effectively as a space ad. Use cus- 
tomer information cards to record 
how many hot prospects you reached 
at your booth, hospitality suite, and 
customer seminars. Conduct personal 
interviews to determine your effec- 


tiveness and the over-all impression 
of respondents concerning the value 
of the trade show itself. 

Note the number of requests you 
receive for literature and add any 
new names so obtained to your mail- 
ing lists. Then compare these results 
against your total expenditure includ- 
‘ng exhibit construction, shipping, 
erection, tearing - down costs, and 
travel and living expenses. Go one 
step further. Compare these total ex- 
penses and the value you received 
from them against the cost of achiev- 
ing the same impact through other 
methods of communication. Be objec- 
tive. Ask yourself if you really got 
your money's worth and if not, why. 

As in so many other phases of 
American business today, the trade 
show honeymoon is over. It takes hard 
work and meticulous planning to ob- 


tain top value for your trade show 
dollar. # 
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IN CHICAGO 
SMALL GROUP MEETINGS 


SMALL CONFERENCES are 
our BIG MEETINGS 


BISMARCK, HOTEL 


550 Air-Conditioned 
Guest Rooms 
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PAULINE BROWN, Sales Mar 
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Mr. Meeting Executive ... 


We can help you 
stimulate genuine 


JExxereemagine 


. call, write or wire the 
BETTER 
BUSINESS 
MEETING 


specialists! 
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Productions 


333 NORTH MICHIGAN AVENUE 
CHICAGO 1, ILLINOIS § DEarborn 2-0657 
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Need help in planning your company meeting? 


Quick as you can say American, you'll find 
help in many different ways—whether you’re plan- 
ning a large group meeting or a small one, in a 
major city or resort area. 

We'll help you select the site. We’ll plan pas- 
senger itineraries, make reservations and arrange 
and handle ticketing. We’ll give special attention 
to group travel. And if you have other problems, 
please ask. 


American serves all these major cities with 707 Jet 
Flagships or Turbine-Powered Electras—Boston, 
Chicago, Dallas, Detroit, Los Angeles, New York, 
Philadelphia, Washington, St. Louis, San Francisco. 
We serve many popular resort areas, too. 

For further details, just write to: Mr. Frank 
Svoboda, Manager of Corvention Sales, American 
Airlines, Inc., 100 Park Ave., New York 17, N. Y. 
Or contact your local American Airlines office. 


AMERICAN AIRLINES +> 


*Service mark of American Airlines, Inc. 
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FOR years, Kodak booth men have worn distinctive apparel. 


American Viscose began red blazer idea about a year ago. 


Booth ‘Uniform’ Makes Sense 


Distinctive apparel for your personnel has solid advantages 


at a trade show. Show visitor can find a salesman to talk to 


easily, even in a crowded booth. Bright coats or vests add 


to your exhibit. They are good morale factor with your men. 


“HOW do vou power it? And have 

you distribution in the Dallas area?” 
“I don’t know. Better ask someone 

connected with the company.” 

“Oh, I thought you were with the 
company.” 

Conversations like this, known in 
the trade as “prospects talking to one 
another,” are commonplace at high- 
traffic trade shows. Even more dis- 
tressing are those in which visitors 
continue to talk at cross-purposes, in 
the mistaken belief that they are ad- 
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By ETNA M. KELLEY 


dressing booth personnel, never dis- 
covering the error. 

One solution to this problem, 
adopted increasingly during the last 
two years, is the wearing of identify- 
ing insignia or apparel. Most popular 
version is the jacket or vest of an- 
other color than the conventional 
black, navy or dark gray. An informal 
survey of about 16 exhibitors who 
follow this custom discloses that more 
than half wear red garments. Other 
colors worn are green, white (or 
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cream), gold, yellow, and medium 
blue. One company has its booth 
personnel wear full dress suits, com- 
plete to tails. 

Newness of the trend is indicated 
by the fact that approximately two- 
thirds of those queried were using 
distinctively colored jackets this year 
for the first time, and the others, with 
one exception, had been following 
the custom only two years. One says, 
“We're trving it this year with one 
division, and if it clicks we'll extend 
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Mayflower delivers watch 
exhibit with precision timing 


WORLD-WiDg MOVERS 


America’s Most Recommended Mover 


@ A 20-foot Hamilton watch exhibit, containing 806 fine timepieces, plus another 
mounted exhibit of the firm’s available promotional material were slated to be 
shown at an important convention. Hamilton wanted these picked up at its head- 
quarters and delivered intact and on-time to the convention site—some 750 miles 
away. The job was entrusted to Mayflower. As a result, the complete display was 
picked up, delivered and returned . . . on-time and in perfect condition. 

Only veteran Mayflower drivers, experienced in safely meeting over-the-road 
schedules, are assigned to handle exhibit moves. For expert exhibit moving service 
without “will it get there on time?” or “will it get there in one piece?” worry ... 
call your Mayflower agent! 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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it to all our divisions next year.” 

Reason given most often for wear- 
ing such garments was, “So our sales- 
men can be quickly spotted by visi- 
tors,” but some add that such cos- 
tumes are helpful in aiding booth 
personnel to recognize one another. 
As Frank S. Hill, advertising man- 
ager, Wayne Mfg. Co., puts it, “The 
red blazers also help us to identify 
each other—this can be a real problem 
in a crowded booth!” 

A third reason cited for wearing 
distinctive apparel is that it gives 
prestige and builds morale. This is 
psychologically sound. Men, who 


(rather than women) predominate at 
trade shows, have relatively few op- 
portunities to express their preference 
tor color in their dress. This is a 
phenomenon of our times, and it is 
changing, as evinced by the growing 
popularity of bright-colored sports- 
wear and neckties. Further proof that 
men like an excuse to “dress up” is 
seen in the avidity with which they 
don gay uniforms for parades and 
fancy costumes at lodge affairs. This, 
then, accounts for the fact that all 
exhibitors queried say that the men 
like, and in most cases are enthusi- 
astic about, bright-colored apparel 


Two Sound Solutions to Convention Requirements 


tn PARK-SHERATON HOTEL 


in the Coliseum zone 


furnished them for trade show wear. 

This article deals with jackets and 
vests of more or less conventional cut. 
(Though one company studied fur- 
nishes its men red vests with Indian- 
type braid trim.) There are also oc- 
cations when exhibit personnel wear 
amusing, fancy, and even circus-iike 
outfits. An example: Eastman Kodak’s 
booth personnel ordinarily wear yel- 
low jackets and red ties (colors used 
in the company’s packaging and dis- 
plays). But in 1958, the national ad- 
vertising theme was “Kodak Camera 
Carnival.” At Master Photo Dealers 
and Finishers Assn. show that year 
exhibit attendants were dressed as 
carnival barkers, with straw. hats, 
canes and fancy vests. 


What's Worn 


Here are brief descriptions of ap- 
parel now being worn by trade show 
exhibitors: 


Lyons Band Instrument Co., Chi- 
cago, which participates in 20-25 
shows a year, has its men wear 
blazers in the shade of bright green 
used in the company’s advertising 
and on its letterheads. Company's 
name emblem is shown prominently 


tap the pro 
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Heart of the city location at 7th Ave. and 56th St.—one block 
from Coliseum, short walk to Radio City, Times Square, 
Fifth Ave. shops, and theatres. 

Grand Ballroom accommodates 800 for meetings and 
banquets. 

10 other function rooms to choose from—capacities up to 400. 
Over 1600 guest rooms and suites. Hotel completely air- 
conditioned. 

Superb exhibition facilities and services. 

Famous banquet cuisine plus Coffee Shop, Dining Rooms 
and Cocktail Lounges. 


For complete information, contact Jim Flanagan, Director of Sales, 
Park-Sheraton Hotel, 7th Avenue and 56th Street, New York City 
Reservations: Ci 7-8000 - Teletype: NY 1-2715 


tre SSHERATON-ATLANTIC HOTEL 


in the Penn zone 


Convenient location at Broadway and 34th St. 

Close to business sections, theatres, stores. 

Convenient to Penn Station, Grand Central, Airline Terminals. 
$4,000,000 renovation program completed. 1500 newly 
decorated rooms, with air-conditioning. All with bath, 
radio, and TV. 

15 well-appointed air-conditioned function rooms accom- 
modating 15 to 500. Exhibit space available. 

Tour Department organizes outside activities at no charge. 


For complete information, contact Steve Sandstrom, Director of Sales, 
Sheraton-Atiantic Hotel, Broadway at 34th Street, New York City 
Reservations: PE 6-5700 - Teletype: NY 1-2715 


to plan your group travel! 


Whatever your needs—before or after your 
meeting, incentive awards, employee va- 
cation plans—let this pro handle all the 
details. Write or phone any of our offices 


for fast answers to group travel problems. 


ASK 
Mr. FOSTER 


Travel Service 
GROUP DEPARTMENT 


30 Rockefeller Plaza, Suite 1724, New York 20, N.Y. 
1627 K Street, N.W., Washington 6, D. C. 

200 South Michigan Avenue, Chicago 3, Illinois 
Buhl Building—Lobby, Detroit 26, Michigan 
510 West Sixth Street, Los Angeles 14, California 
350 Post Street, San Francisco 8, California 
22 Providence Street, Boston 16, Massachusetts 
Dayton’s, 5th floor, Minneapolis, Minn. 
Maison Blanche, 3rd floor, New Orleans 2, La. 
A. Harris & Co., Mezzanine floor, Dallas 1, Texas 
Foley’s, 8th floor, Houston 1, Texas 
Morgan’s, 3rd floor, Montreal, Canada 
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on the left chest pocket. Adopted 
two years ago, the practice has been 
“very effective in identifying our 
salesmen,” according to Vice-Presi- 
dent Howard R. Lyons. 


Clarke Floor Machine Co., Muske- 
gon, Mich., has its booth personnel 
wear blue blazers with large patch 
badges to show the company name in 
red on a light blue background. 
Clarke exhibits at 10 national shows 
and approximately 20 to 30 regional 
ones a year, and has used blue blazers 
for the past two years. “Sometimes 
it is difficult to read a man’s name 
card, and when many people are mill- 
ing about aisles and booths, the 
Clarke blazer makes it easy for the 
prospective buyer to spot our per- 
sonnel,” comments H. L. Croskey. 
sales manager of the company, which 
is a division of Studebaker-Packard 
Corp. 


Union Switch & Signal Co., Divi- 
sion of Westinghouse Air Brake Co., 
began last year to have its show per- 
sonnel wear gold-colored vests, with 
white shirts and navy blue string ties 
(company’s colors). The attractive 
vests were bought at Gimbel’s, and 
the men like wearing them. Union ex- 


AN 
UNMANNED 
BOOTH 


CAN COST YOU MONEY 
IN LOST SALES LEADS! 


Wherever your convention or 
sa'es meeting is held there's 
@ Manpower office to supply 
temporary booth attendants or 
any other convention help you 
need to relieve or assist your 
sales people. 


LOW HOURLY RATES. 
OFFICES IN 200 CITIES 


ee 

3 e © 
bd . 
: manpower, inc. : 
. Write for free booklet on our S 
o unique Convention Services e 
° 826 N. Plankinton Ave. * 
4 Milwaukee, Wisconsin : 
SHHHHHHSSHOSSSSSOSESEOESEEEES 
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hibits at the IRE, WESCON and 


Eastern Joint Computer shows. 


American Viscose Corp. participates 
in eight shows a year for AVISTRAP, 
industrial strapping. About a year 
ago the company bought 30 red, 
tailored coats from Jacob Reed’s in 
Philadelphia, and sent them to men 
in the various sales branches who 
would man the booths in the shows 
in which the company participates. 
According to Louis Young, who han- 
dles exhibits at shows and conven- 
tions for Avisco, the firm had pre- 
viously experimented with distinctive 


costuming once before, having rented 
white linen jackets which were worn 
at a supermarket show in the booth 
of the division that sells film—to sug- 
gest a retail atmosphere. But the men 
felt that they looked like doctors 
rather than grocers, and the idea was 
abandoned after the initial effort. The 
red jackets have proved popular and 
effective, identifying the men as 
AVISTRAP salesmen both while in 
the booth and out on the floor. 


Wayne Mfg. Co. has its booth per- 
sonnel wear red blazers with the com- 
pany trademark sewn on the pocket. 


American history. 


They convened here 200 years ago 


In Colonial Williamsburg, two centuries and more ago, the 
gavel brought to order many an historic meeting. And today, 
conferences of many kinds continue this time-hallowed tradition. 

Now, air-conditioned meeting facilities and modern hotel 
rooms add a 20th Century flavor to the pleasures of doing busi- 
ness. There’s plenty for the ladies to see and do in historic 
Williamsburg, too. And after business—tennis, golf, and swim- 
ming for everyone, and sightseeing in the famous buildings 
and shops of the restored colonial city 


a living pageant of 


Set your next convention here. At the Williamsburg Inn, 
Lodge and The Motor House, 535 rooms, superb facilities, 
and the atmosphere of leisurely charm, form an ideal setting 
for meetings of 10 to 400 persons. 


VIRGINIA 
INN* LODGE+ THE MOTOR HOUSE 


For booklet and information write: William E. Bippus, Manager 
of Hotel Sales, Williamsburg, Virginia, or call New York—PLaza 
5-9747, Washington—FEderal 8-6481; Chicago—MOhawk 4-5100 
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The company participates in from 10 
to 20 shows a year. Since the blazers 
were furnished to the men last De- 
cember, it is not uncommon to hear 
such comments as, “If you are inter- 
ested in power sweepers, look for red 
blazers.” According to Frank S. Hill, 
advertising manager, the blazers are 
useful in identifying personnel, and 
also “add color and prestige to our 
display.” 

Saxony Clothes, Inc., manufacturer 
of formal wear and industrial uni- 
forms, exhibits at shows in the insti- 
tutiona: field, at Music Education 
Conference and other shows. Those 


in attendance at the booth wear gold 
blazers which serve a dual purpose: 
that of identification and sampling, 
since the jackets and blazers the men 
wear are made by the company, and 
are suitable for wear by other ex- 
hibitors. (Company also makes the 
blazers worn by Clarke Floor Ma- 
chine Co. and Lyons Band Instru- 
ment Co., both mentioned above.) 
Power Equipment Co. exhibit per- 
sonnel wear red flannel jackets with 
brass buttons, bought at Macy’s. 
John Oster Mfg. Co. salesmen wear 
red worsted jackets with pockets 
piped in blue, custom-made by a 


You MEERT 
with SUCCESS 


... when you choose a MASTER HOST 
Motor Hotel for your conventions or sales 
conferences. Check the Master Host 
in your area. Youll discover a new concept 
in convention catering . . . fine, modern 
facilities plus extra resort pleasures. 


Choose Udiwly.... 
Choote a Vast fp: 


For complete information about Master Hosts in your area, 
write International Business Office, Rowan Bldg., 
6000 Camp Bowie Blvd., Fort Worth 16, Texas 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


& Privete club atmosphere, distinguished 


% Outstanding culsine—private dining rooms 
service 


> Superb facilities for relaxation and 
recreation, Including 18 hole champion- 
ship golf course 


% Beautifully appointed accommodations 


t& Excelient meeting rooms, equipped with 
all professional requirements 


%& Saslly accessible (only 100 mi. from N. Y. 
and Phila.)—Serviced nationally by lead- Write for Conference Booklet 
Ing railroads and 5 airlines and complete details 


SKYTOP CLUB Secluded in the Poconos 


BOX 30, SKYTOP, PENNA. « Wm. W. Malleson, Jr., Gen. Mer. 
Phone: LYndhurst 5-7401 
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tailor. Buttons are silver-plated. The 
practice is new for the firm. 


Victoreen Instrument Co. has its 
salesmen outfitted in red vests with 
brass buttons, and the company name 
embroidered in gold letters. Accord- 
ing to William McCarthy, sales man- 
ager, “Reaction is good and we like 
them fine, although they do button 
backwards. And because we wear 
them the show visitors ask us the 
questions—they don’t ask each other.” 


Eastman Kodak Co. booth person- 
nel, unlike others mentioned in this 
article have been wearing distinctive 
clothing for a number of years: yellow 
jackets with red ties, in the same 
shades as those of the firm’s familiar 
packaging and displays. In addition 
to making it easy to spot a Kodak 
man, the “uniform” encourages esprit 
de corps and has a morale-building 
value, according to B. F. West, a 
company spokesman. 

Kodak exhibits at upwards of 100 
conventions and business shows each 
year, but many are small and re- 
gional. The yellow jackets and red 
ties are worn chiefly at the larger 
ones where space is large and traffic 
is high-volume. An interesting side- 
light reported by West is that many 
dealers have been asked where they 
could obtain the jackets, for wear in 
their own stores. (Answer: Kellogg 
Corset Co., Jackson, Mich.) 

Promotion-conscious Kodak once 
arranged with Life magazine to have 
a simulated Life cover to show a 
large number of the firm’s salesmen 
in a mass (color) photograph, all 
wearing the yellow jackets and red 
ties. A two-page Kodak advertise- 
ment had appeared in that issue of 
Life. Salesmen took pleasure in show- 
ing this to their customers. A repro- 
duction appeared later as an illustra- 
tion in the company’s publication, 
Kodak Dealer News. 

Kodak, as mentioned earlier, may 
switch from the yellow jacket-red tie 
combination (which is standard) to 
other costumes, on occasion. 

Practice of having models attired 
in fancy, amusing — or cheesecake — 
costumes at trade shows is not un- 
common. Less common is the wear- 
ing of tailored, but colorful, outfits 
(usually vests or coats), by booth per- 
sonnel. The custom is still in its in- 
fancy, but there are indications that 
we will see much more of it in the 
future. It is worthy of note that of 
the 20-odd salesmen and sales man- 
agers questioned during the research 
for this article, the only criticism 
against “uniforms” was the mild one, 
“buttons are on backwards.” Most 
comments ranged from approving to 
enthusiastic. @ 
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an American Express vacation trop / 


All over the nation, successful executives are award- 
ing travel prizes in their sales contests. And what a 
powerful stimulant travel is! It’s everyone’s dream 
to see Europe, Hawaii, South America, the Carib- 
bean . . . everyone’s longing to pack a bag and head 
for a faraway shore. Reward hard work with the 
pleasure and relaxation of an expenses-paid tour! 


If your company has not used travel as incentive 
prizes, now is the time todo something about it. What- 
ever your time limit, itinerary or budget, we'll be 
sure to create a trip to suit your needs as well as your 


pocketbook. For the address ofyour nearest American 
Express office, call Western Union by number, and 
ask for Operator 25, or fill out the coupon below. 


Fs leeesieeeieeetieseetiatetaaaiesteasteetientestentetatentetententetentetentatenhentetienteteententatenteeeteientateted — 


American Express, 65 Broadway SM- 
New York, N. Y., Att: Group Travel Unit 


Dear Sir: Please send me literature on Sales Incentive Travel. 


Name 


Address 


Amerwan Express Travel Service 


Group Travel Unit, 65 Broadway, New York, 
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New York 
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How Much Promotion| 
Backs Exhibits? 


“It depends,” say exhibiting companies when asked how much 
advance promotion is used to bring visitors to their booths. A 
sample of large exhibitors indicates publicity is most popular 


promotion tool; direct mail, second; and advertising is third. 


MOST exhibit planners agree that 
advance promotion of their exhibits 
at a trade show is a good thing. But 


how many merely give lip-service ap- 
proval, and how many actually pro- 
mote? To help answer this question, 


some companies that exhibit fre- 
quently, were asked, “How much 
advance promotion do you give your 


Exhibitors Covered by This Article 


Companies that have supplied in- Manufacturing Co., Towson, Md.; land, Pa.; Permacel, New Brunswick, 
formation on their advance promotion The Borden Co., New York City; N.J.; The Procter & Gamble Co., 
activities to form basis for article are: General Foods Kitchens, White Cincinnati, Ohio; Reichold Chemicals, 

Aeroquip Corp., Jackson, Mich.; Plains, N.Y.; General Motors, Corp., Inc., White Plains, N.Y.; Republic 

Allied Chemical Corp., New York Truck & Coach Div., Pontiac, Mich.; 


City; American Can Co., New York 
City; American-Standard, Plumbing 
and Heating Div., New York City; 
Armstrong Cork Co., Lancaster, Pa.; 
Behr-Manning Co., Div. of Norton 
Co., Troy, N.Y.; Bethlehem Steel Co., 
Bethlehem, Pa.; The Black & Decker 


The Hoover Co., North Canton, Ohio; 
Markem Machine Co., Keene, N.H.; 
The Masland Duraleather Co., Phila- 
delphia; Mobil Oil Co., New York 
City; National Cylinder Gas, Div. of 
Chemetron Corp., Bloomfield, N.J.; 
New Holland Machine Co., New Hol- 


Steel Corp., Cleveland; E. R. Squibb 
& Sons, Div. of Olin Mathieson 
Chemical Corp., New York City; 
United States Steel Corp., Pittsburgh; 
The Upjohn Co., Kalamazoo, Mich.; 
Westinghouse Electric Corp., Pitts- 
burgh; The White Motor Co., Cleve- 
land. 
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UNITED AIR LINES... 


AT YOUR SERVICE WITH THE WORLD’S LARGEST JET FLEET 


For convention travel, or for moving display 
materials fast and efficiently...depend on 
United Air Lines. With the world’s largest 
jet fleet, United flies jets to more U.S. cities 
than any other airline. And every United jet 
carries both passengers and freight. 

By sending your people via United jets, 
you can save both time and trouble. United 
is the nation’s most experienced airline for 
group transportation. Just tell us who goes 


where; our group travel experts will make all 
the arrangements for you. 

And by sending your display materials via 
United jets, you can be sure of fast delivery 
and careful handling. United also treats your 
freight shipments with Extra Care. 

For travel reservations, or to reserve space 
for your display materials, call your local 
United Air Lines office. 


WORLD'S LARGEST JET FLEET UNI TED KNOWN FOR EXTRA CARE 
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that the best-conceived conventions are 


$ 


individually planned, specifically tailored for the demanding 


discerning group... where a unique attention to detail and 
finesse will be most appreciated by each and every delegate... 


p % / 
‘co N Vv EN T ION \ 
Guest accommodations for 1000 persors. 


> 
Flexible exhibition space...18 meeting i A C 
rooms accommodating i to a: > an 

separate dining areas each equ ppe wi 
banquet kitchens... P.A, system... print We Emie Pike 
shop... public relations oe = a 
=> plete convention staff to se 

= tone program . . . completely ale ‘Condi. 
—— on 


JACK PARKER, 
Managing Director 


ON THE OCEAN 43rd TO 44th STREETS, MIAMI 


BEACH, FLORIDA 


pe MEET IN NASSAU at the 
luxurious EMERALD BEACH HOTEL! 


CONVENIENT A brilliant resort in the tropical Old World paradise of Nassau—yet just 55 
minutes by air or overnight by boat from Miami, 244 hours non-stop jet from New York. No passports 
or visas required, U. S. money is used. SPACIOUS 300 rooms, 4-mile private beach (the longest 
in Nassau), 25 lavishly landscaped acres. CONVENTION HALL is air-conditioned like the 
Hotel itself, offers you 8,000 sq. ft. and seats 600... unique in the Caribbean area. Experienced 
staff handles large groups quickly and quietly. WIVES love our shops—imported cashmeres, 
perfume, silver and china at bargain prices. Entertainment nightly. PRIVATE PIER for all water 
sports. Exclusive Pitch’n’Putt course, tennis, pool. 


(O 
EMERALD BEACH HOTEL 
Call your Travel Agent or: Atianta, JA 4-3486; Chicago, 
MO 4-5100: Detroit, WO 2-2700; Miami, PL 4-1667; New 
York, MU 8-0123; Washington, FE 8-6481; Los Angeles, 


DU 8-1151; San Francisco, EX 7-2717; Toronto, EM 3-1648. 
Call any office above for free color foider, complete information. 


The Modern Hotel of Con- 
venience, Comfort and 
Charm. Famed for Fine 
Food and Courtesy. 

It will be our pleasure 
to provide Service and 
Accommodations to 
Please Your Most Important 
Guests. 


The Warwick 


LOCUST AT SEVENTEENTH 
Teletype PH376 
Phone PEnnypacker 5-3800 


© easy accessibility * 4 golf courses 

¢ 12 conference rooms—!2-350 persons * tennis—riding 

* superb food from our own farms * private swimming pool 

*® modern facilities—old world service * pro hockey—ice shows—theatre parties 


HERSHEY, (Haile, 


set man amphitheatre of 
Telephone KEystone 3-2171 


Pd Terapke convemence es me om Wosingon, tytn my neh san gu (200 miles from Pittsburgh ; 


Open the year ’round © 


Robert P. Cournoyer miles from Weahington, 86 miles from Baltimore 
Managing Director um Atigur ant Rairecd Sesion 


own |mous nes 
$0 tags een Oe ce eno 4008 square fort of Exhibit Area 


CHATTANOOGA'S 
LEADING 
CONVENTION HOTEL 


IN THE “SCENIC CITY 
OF THE SOUTH” 


400 Air Conditioned Rooms 
5 Distinctive Restaurants 
10 Meeting and Banquet Rooms 
1200 for Banquets, 1800 for Meetings 
(all on same floor) 


Closed Circuit TV, PA Systems, 


Meeting Aids 
Free Parking 


In and Out Privileges 


Joel Pry TEN 


CHATTANOOGA, TENNESSEE 


Write John K. Williams 
Sales Manager 


Associated with 
Hotel SEMINOLE, Jacksonville, Fla. 
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exhibit efforts?” Most common re- 
action to this question was, “It de- 
pends.” 

It depends on: (1) at what trade 
show company is to exhibit; (2) to 
what extent show management will 
promote; (3) whether a new product 
is to be introduced; (4) how strong 
company story is; (5) to whom exhibit 
is directed; (6) exhibit location or its 
innate pulling power; (7) how im- 
portant participation is to the com- 
pany? 

Evaluation of an exhibit in a par- 
ticular show (based on these questions) 
results in an all-out campaign, an 
easy-does-it policy, or somewhere in 
between. The Borden Co., New York 
City, gives this interpretation as to 
“when” and “when not” to go all-out 
Ted Burgert, Borden pr man, explains, 
“Although Borden participates in quite 
a number of national and regional 
shows, advance promotion to exhibit- 
ing of products (and in some instances 
sampling these products) is trans- 
mitted to the field sales force. In the 
case of a national convention, quite 
often a release is made from public 
relations to the appropriate trade pub- 
lication to inform the trade of Bor- 
den’s plans for its exhibit. The ad- 
vance promotion that precedes any 
appearance of Elsie (the Borden cow) 
is quite a different story.” Company 
goes all-out when its trade symbol 
is to be used. 


Looks Before Leaping 


Aeroquip Corp., Jackson, Mich., is 
another company that looks before it 
leaps in an all-out promotion. “Ad- 
vance promotion for each trade show 
largely depends on type of show, pro- 
gram connected with it, and market 
we are to approach. Aeroquip is not 
for the public, but strictly for design- 
ing, product or maintenance engineer- 
ing personnel. All our personnel, sales 
engineers and distributors are com- 
pletely informed before the show of 
an actual display, products displayed 
and type of attendant who will seek 
to see the show. If we do promote 
a special group, for instance, heating 
and refrigeration industry, marine or 
railroad industries, we send out per- 
sonal invitations especially printed 
for each particular program. In other 
shows like the Design Engineering 
Show, we use the already printed 
invitations by the show management. 
We send them to our sales engineers 
and distributors who in turn will make 
personal contact with our prospective 
visitors. If we promote a new or 
improved product, we send out news 
releases with all necessary technical 
data and photographs,” says Carl 
Hahn, advertising assistant. 
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— mviles you 
TO THE 


Pick- CARTER 


CLEVELAND 


Located in the heart of 
Cleveland, the Pick-Carter has 
unrivaled facilities for 
conventions, trade meetings, 
shows. The Grand Ballroom, on 
the mezzanine floor, seats 800. 
The Rainbow Room, just below, 
seats 1500. Both facilities feature 
closed-circuit TV, drive-in ramps 
for cars and heavy equipment. 
Completely air-conditioned. 

Free overnight parking for guests. 
Write for illustrated booklet. 


KEN HAWTHORNE, 
Managing Director 


FOR FURTHER INFORMATION 
Phone: PRospect 1-7200 
Teletype: CV-112 


Albert Pick Hotels and Motels...31 locations including: 

New York, Belmont Plaza « Chicago, Pick-Congress « Detroit, Pick-Fort Shelby 

Cleveland, Pick-Carter « Minneapolis, Pick-Nicollet « Pittsburgh, Pick-Roosevelt 
GENERAL SALES OFFICE 
20 North Wacker Drive, Chicago 


Telephone: STate 2-4975 
Teletype: CG-1746 


NEW YORK CITY 
541 Lexington Avenue 
Telephone: PLaza 5-1200 
Teletype: NY 1-3877 


WASHINGTON, D.C. 
1100 15th Street, N. W. 
Telephone: District 7-4800 
Teletype: WA-223 


Operated in the tradition of over a century of hospitality by the Albert Pick family 


We'd Ba i. 
like 
to tell 
you 
why 


Metropolitan MIAMT is the 


Magic City for Conventions 


Write to CONVENTION BUREAU 
320 N.E. 5th St. 
Miami, Florida Dept. SM-A 
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One company decides whether it primarily to supplement this activity.” numbers upwards of three or go a en 
will go all-out on the basis of two in these instances, effort includes pre- month. Also remember that hn “The 
types of exhibit participation. Chrysler pared publicity releases, probes for companies do not have new ex — miele 
Corp., Detroit, participates in shows radio and TV interviews, dealer meet- built for each show they enter. ~ . to th 
divided in this manner: “Those we ings to acquaint them with exhibit these companies, not every trade show nil 
sponsor directly. Those which are contents, and mentions in local ad- exposure is all important, — aun 
sponsored by other crganizations.” vertising. each show does contribute to their ings 
V. T. Hepp, manager, promotional over-all ee. Pa usua 
services, adds, “In the first category, Frequent Exhibitors a Cort “oO, peter rh in th 
our promotional effort is much more puts it this way: it parucipation assoc 
extensive. Those which are sponsored Important to keep in mind is that in major trade shows alone — ports 
by other organizations such as dealer — these companies do not exhibit in out to three or four exhibits a — M. 
associations, department stores, shop- just one or two shows a year. Most We feel this volume is large fal not | 
ping centers, our efforts are directed have a continuing schedule which to merit an extremely thought ul ap- sooth 

proach to advance promotion. We sons 
believe a steady barrage of advance in p 

publicity and advertising in several at 

related groups of trade publications, 1 

month in and month out, would be Sou 

rather meaningless,” says Frank J “se 

Vargish, Jr., supervisor of display de- ond 

sign. are ¢ 

beca 

= Some Do Little O 

. cate 

li Outside this group of middle of the The 

ava ler roaders who evaluate each promotion delp! 
effort, falls a few who voice a “we Kors 

convention favorite new choice > bps don't.” Some companies says, 
—— : do little advance promotion prior to to pi 

at Virginia Beach in Fort Lauderdale an exhibit on ho tees that tm ex- ba 
Virginia Florida hibit, if well done, will pull people. anv 

Where the pines meet the sea—a Where the palms meet the sea—this The Upjohn Ca., Kalamazoo, Mich., ment 


convention spot beyond compare for 


exclusive secluded hotel will be avail- 
complete recreational and convention 


able to groups up to 300 for the 
facilities. A complete domain of first time—complete convention facil. 
pleasure tailored to every type meet ities—600 feet of private beach, 2 
ing of groups from 50 to 400—18 pools, 9 hole 3 par golf course, 
hole golf course, beach club, 3 pools, ‘ entertainment. 


tennis, top bands, entertainment 
100% AIR CONDITIONED 100% AIR CONDITIONED 
& FIREP 


ROOF ; i OPEN ALL YEAR 


*; 


env MEETINGS 
Filioni 


AT ARIZONA’S 
COUNTRY CLUB RESORT 


Accommodations for 185 guests in a secluded 
club-like atmosphere only 15 miles to Phoenix. 
An oasis in the Valley of the Sun. Magnificent 
18 hole golf course and other sports. 3740’ 
Paved Airstrip. Superb food and well-trained 

_ ee service. Variety of meeting, conference rooms. 
—/ a 


ee. ic Season: November 1 to May 15 


Osha > = oe 


SWIMMING POOL 


NATIONAL REPRESENTATIVES: 


— 

x, GLEN W. FAWCETT, Inc. 
te) ni Los Angeles............ MAdison 6-7581 
as pag San Francisco ........... YUkon 2-6905 


(Toll free from East ek EN 1-0450) 


SUIMe 


The eae ee Utual 2-1981 
WD owdder esd avonvad Riverside 1-6814 
ROBERT F. WARNER, Inc. A del 
5 ITY New York ..............JUdson 6-4500 WW time ¢ 
BOARDWALK AT MICHIGAN avenute ATLANTIC C a. RAndolph 6.0624 includ 
Washi Dc REpublic 7-26 pa 
New unique coffee shop. Spacious guest rooms (air- B ~ ington, D.C. ..... - aie red Lig ye gram 
conditioned) fresh and salt water baths. Ship's Deck Tor at coneescceocones EMoi ad 3-2693 needex 
overlooking Boardwalk. Boardwalk Lounge. Famous patonigs ct Madeley ssptaiaeloi , 
Shelburne Dining Room, Golf on two courses. Ice skating TELEPHONE WEstport 5-3811 (Wast 


rink (winter season). Free TV in all rooms. 

Ten magnificent meeting rooms featuring GRAND 

BALLROOM and KERRY HALL. Seating capacity 1000. 

Banquet capacity 600. 

Write MARCUS FORD, Vice President in Charge of Sales 
Telephone ATLANTIC CITY 4-8131 


vn a GWAM 


NGALC 
TCHFIELD PARK. f f ARIZON/ 
Reade Whitwe Mar er 
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makes one exception to this policy. 
“There is but one meeting which we 
make any effort to publicize previous 
to the meeting itself. That is the an- 
nual meeting of the American Medical 
Association. For the other 80 meet- 
ings or so, we do not go beyond the 
usual announcement that is carried 
in the convention publication of the 
association having the meeting,” re- 
ports W. O. Miller, exhibit manager. 

Miller continues, “To date, I have 
not been convinced that advance pro- 
motion of exhibits at medical conven- 
tions has anything to do whatsoever 
in persuading a doctor to go to the 
convention. For the past four years, 
we have made a radical departure 
from the usual exhibit for the A.M.A. 
If a doctor comes to the convention 
and visits the exhibit area at all, we 
are convinced that he sees our exhibit 
because it is outstanding.” 

Out of those companies that indi- 
cate “we do” on general principles, 
The Masland Duraleather Co., Phila- 
delphia, describes its efforts. Felix 
Korsyn, assistant advertising manager, 
says, “It has always been our practice 
to publicize in advance our participa- 
tion in any markets or trade shows by 
anv or all of the following methods: 
mention in our trade advertising, 


direct mailings to the appropriate 
trade, use of trade show management 
promotion material, and news re- 
leases to trade publications.” 


Forms of Promotion 


When companies do engage in pro- 
motion, what form does it take? In 
general, companies reported four tech- 
niques: publicity, printed invitations, 
advertising and internal material—and 
in that order of popularity. These 
techniques are used independently or 
together to make a concerted promo- 
tion. 


Publicity was the heaviest used tool 
for advance promotional efforts by 
those companies queried. Majority of 
publicity material is directed to trade 
publications, but local coverage of a 
show is sometimes included. Com- 
paratively seldom is a full national 
publicity program undertaken. 

One company that prepares releases 
in depth is Allied Chemical Corp., 
New York City. Typical of a pre- 
trade show publicity release program 
is a press kit from its Barrett Divi- 
sion. Kit gives some background in- 
formation on product, how it is used, 
and its role in an industry. Pictures 


training sessions 


sales meetings 


ferences 


When you want to get things done 


the Thayer’s the place! 


Many of the nation’s leading organizations find The Thayer's 
the place for meetings with a purpose. The scenic West Point 
setting on the Hudson and freedom from big-city distractions 
(though only 45 miles from NYC) provide a background for 
accomplishment in a relaxed atmosphere. 240 rooms, meeting 
and banquet rooms for 10 to 300 with excellent facilities for 
divided-group training sessions. Audio-visual aids. Wonderful 
food, cocktail lounge. Free Parking. Sports nearby. Join the 
Thayer “regulars” — satisfied groups who return time after 
time — and see why The Thayer’s the place for meetings with 
a purpose. Phone Manager Jack Schafer, HI-6-4731 (area 
code 914), 


Thayer “regulars” include Esso Standard, General Foods, 
General Electric, U. S. Rubber, Allstate Insurance, New 
York Telephone, New York State Bankers Assn., A. T. & T., 
Gulf Oil, Lederle Laboratories, |.8.M., and Nationwide 
insurance among many other prominent organizations. 


A delightful place for any meeting any 


time of the year . . . with superb facilities 
including a complete winter sports pro- 
gram using artificial snow and ice when 


needed. Write for complete details. 
(Washington, D. C. office: EX. 3-6481). 


HOMESTEAD 


HOT SPRINGS Virginia 
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WEST POINT 2, NEW YORK 
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Jamaica is the place to hold your next sales meeting. Facili- 
ties are superb for meetings large or small. The business part 
of your meeting runs like clockwork. And the pleasure part 
is an end in itself. Jamaica is an excitingly “foreign” island, 
bubbling over with wonderful things to see and do. Colorful 
shops bulge with free-port bargains. Weather is 24k. gold — 
and dependable as Fort Knox! Best of all, Jamaica is not 


JAMAICA IN THE WEST INDIES - Jamaica Tourist Board, Kingston, Jamaica, W.!. * New York + Chicago « Miami « Toronto « Los Angeles « San Francisco 
SEE ANY TRAVEL AGENT - Jet service from major cities: 10 international airlines serve Jamaica. Also, regular sailings from New York, Miami and New Orleans. 


to Jamaica- | 


expensive! You can have unlimited fun on limited funds. 
So why settle for a ho-hum meeting anyplace, when you can 
meet in Jamaica and really meet someplace! The Jamaica 
tourist office nearest you (or your own travel agent) will 
happily assist you in planning your sales meeting. Do plan 
to come soon — Jamaica is now just 
a jet-whoosh away from everywhere! 


come to Jamaica— 
it’s no place like home! 


* Lamp Post Co 
Close to Everythi 


NEW YORK... and the HOTEL WEW YORKER 
They just naturally go together. 


In every way, this is Our Town's greatest hotel value: 


NEW AIR CONDITIONED ROOMS. 
Beautiful NEW Decor. 


3 Famous Restaurants: 


* Air & Rail Terminals 


j * World’s Largest Shopping Area * Theatres 
i | Meeting, Exhibit, and Sample Rooms 
| * for every purpose * all air-conditioned 
i CONVENIENT PARKING AVAILABLE 
Singles Doubles Suites 
from $8 from $11.50 from $26 


RRR 


ie 


TV & Radio. 


rner * Golden Thread Cafe * Coffee House 


ng! 
* Transatlantic Piers 


NEW YORKER 
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How to Man Booth 


Among pre-show promotion 
materials sent to its salesmen 
by National Cylinder Gas is 
a booklet on how to man a 
booth. Here are the tips to 
booth attendants: 


1. Arrive when scheduled. 

2. Be acquainted with ex- 
hibit. 

3. Be courteous. 

4. Register all important 
guests. 

5. Exhibit booth and func- 
tion room to be manned at 
all times. 

6. Use follow-up card meth- 
od in offering literature. (Visi- 
tors had to fill out card to 


order copies of sample litera- 
ture in booth.) 


7. Circulate. 

8. Look sharp. 

9. Attend convention meet- 
ings. 

10. Be aggressive. 

11. Don’t be predatory (or 


don’t look like you're going to 
pounce on visitors). 

12. Reminder that the rest 
of sales force is depending on 
booth attendants to get good 
prospects. 


tell part of the story. In the case of 
the National Assn. of Home Builders 
Convention, kit included such re- 
leases as: “Newest Use for Oldest 
Building Material; That’s a Barrett 
Built-up Roof Over Home Builder’s 
Heads; Washable Acoustical Ceiling 
Tiles for New Idea in Kitchen Re- 
decoration; Plastic Panels Enhance 
Home’s Right Lighting,” and more. 

Press kit creates information in depth 
for publications in order to help edi- 
tors better develop story angles on 
company’s participation at a trade 
show. Detailed releases in a press kit 
is evidence that company has a com- 
plete marketing program tied to its 
exhibit. 

Reichhold Chemicals, Inc., White 
Plains, N. Y., describes its promotion 
for the coming National Plastics Ex- 
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position in June. J. S. Brown, adver- 
tising manager, says, “We are follow- 
ing three lines of publicity. Copy de- 
scribing RCI’s booth has been sent 
to all major plastics publications. Very 
shortly, our publicity agents, Charles 
Mathiew & Co., will begin to send 
our publicity releases to the press as 
well as the trade publications to call 
attention to individual items which 
will be on display. We also called 
attention to the exposition in the 
March issue of our company publica- 
tion, which enjoys a circulation of 
some 14,000. During the first week 
in May, we intend to send a letter 
signed by our sales vice-president to 
some 1,000 customers and prospects, 
in which we will enclose publicity 
about the show. Also enclosed will 
be pre-registration forms which will 
speed entrance to the exhibit hall.” 


Doesn't Always Work 


Experience has shown one com- 
pany that publicity is harder to come 
by than merely to mail releases. It is 
a hit or miss proposition at best. 
William A. Cornelius, advertising and 
public relations, reports, “If we are 
introducing a new machine or prod- 
uct at a fair, our releases may not 
always work out. For instance, at 
this year’s Pennsylvania Farm Show, 
New Holland Machine Co. gave an 
award to Carroll Streeter, editor of 
the Farm Journal, and also made the 
first public showing of a new hay 
baler. We sent out releases to all 
Pennsylvania dailies on the Streeter 
award and received some coverage 
especially in rural areas and in Phila- 
delphia. The advance release on the 
new hay baler at the farm show re- 
ceived little coverage.” 

An invitation is the next most popu- 
lar means to promote an exhibit at a 
trade show. Invites range from formal 
invitations (similar to those used for 
weddings) to a letter or memorandum. 
Many times these invitations are 
mailed from the local field office, 
rather than company headquarters. 
Lists of people to receive invitations 
come from company files, pre-registra- 
tion, or last year’s registration list. 
Some companies wait until the show 
opens and uses the current registra- 
tion. Contrary to what you might 
believe, many companies do not send 
invitations to just anyone. Their pur- 
pose is to attract quality, not quan- 
tity. 

One company automatically limits 
its invitations. Black & Decker Manu- 
facturing Co., Towson, Md., reports 
this promotion for the National Pre- 
mium Show. “Mailing was intention- 
ally limited to 200 names screened 


Nearest 

Hotel 

To 

Atlantic City’s 
Convention Hall! 


” Ritz- 
{arlton 


On The Beardwalk at lowa Avenue 
ATLANTIC CITY, WN. J. 


The superior facilities of The Ritz 
Cariton gives it a preferred position 
when the question of where-to-meet 
Is being considered. 


Only the Ritz offers so wide a range 
of facilities and accommodations 
for every size group from ten to 
1500 persons! Here you will find 
more than 22,000 feet of meeting 
and exhibit space, almost custom 
made for your needs .. . plus 


Boardwalk entrance to hotel’s very 
own convention hall. 


Decorator Furnished Accommoda- 
tions: Every Room with Ocean 
View! Superior Cuisine and Ban- 
quet Facilities. Modern Lighting 
and Sound Equipment. PLUS... 
Famed Carousel Room with the 
“Merry-Go-Round” Bar . .. SWIM 
> - Heated, Glass-Enclosed 
‘ool. 


Write: Mr. John P. Schlicher, Gen. Mgr.,-or 
phone Atlantic City (area code 609) 344-3051. 
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meerincs CL|CK 


IN PUERTO RICO! 


A gracious setting for your 


a 


~_ — 


Condado Beach 


Hotel 


SAN JUAN, P. R 


..or an hour’s drive 
into the cool 
green hills 


At either of these fine hotels... 
@ Time to think and talk 

®@ Time to relax—swimming and sports 
@ Excellent facilities . .. sensible rates 


For all details: 


UTELL INTERNATIONAL 
160 Central Park South, New York 19 


CONDADO-CARIBBEAN HOTELS, INC. 


Why Nota 
Country-Club 
Meeting e 


This modern 100-room Colonial Inn, 
just @ few hours’ drive from N. Y. of 
Boston, offers every facility—in an 
atmosphere conducive to getting 


things done. 
UNIQUE 
12 FEATURES 


% Excellent meeting facilities # Cor- 
veniently located * Private fuaction 
reoms to suit your needs & Sporty 18- 
hole golf course * New swimming poo! 
® Feod fit for executives % Lorge, ov? 
side bedrooms with private beth & On 
Hilitep, amid 200 rolling ocres & Friesd- 
ly stef? % Outdoor sports i Sun room. 
sun deck, private retrects © Your 
lespection is cordialiy invited. 
coe 


Have Some uf Get More 


Fun H) Done 
v 


Horwich Jun and 
Golf Club 


Norwich, Connecticut 
Ext. 80 Conn. Turnpike 


from the registration at last year’s 
show. In our industrial division, we 
notify distributors in advance-of the 
year's plans for national show partici- 
pation so that they might refer pros- 
pects to our booth demonstration, 
just as we refer prospects to them 
resulting from inquiries made at the 
booth,” reports M. L. Palmer, sales 
promotion manager. 


Promote With Ads 


Advertising is the next most popu- 
lar method to promote an exhibit at 
a trade show. Probably one reason 
is that there is a little matter of 
budget to consider when using paid 
space. If there is money, there are 
ads. Companies showed evidence that 
special ad budgets were set up to 
promote exhibits. However, several 
companies indicate that thev did use 
existing schedules in trade publica- 
tions to include mention of exhibit 
participation. Some companies make 
it a point to advertise in the host 
journal of a show. 

E. R. Squibb & Sons, New York 
City, explains just such a policy. “The 
only individual effort in advance pro- 
motion that we make as exhibitors 
(and this is only occasionally) is to 
place an advertisement in the conven- 
tion issue of the journal of the host 
society. There, of course, is also the 
‘word of mouth’ publicity accom- 
plished by our local representatives 
as they make calls on physicians and 
pharmacists who will be attending the 
meeting or convention,” says James 
F. Murphy, manager exhibits depart- 
ment. 

Similar company, Schering Corp., 
Bloomfield, N.J., sees advance pro- 
motion the same wav as Squibb. 
Bernard I. Sherman, audio-visual 
manager, notes, “We attend over 200 
medical exhibits a year, and it isn’t 
in the custom of the industry to pro- 
mote an exhibit in advance of the 
show. We do, however, on occasion 
tie-in journal advertising with our 
exhibit; that is, when the association 
has a special issue of its journal for 
the exhibition. At this time we take 
a full-page ad inviting the physicians 
to visit our exhibit.” 

One company that uses advertising 
for its advance promotion, sometimes 
coupled to direct mail and sales rep- 
resentatives’ contacts, is Behr-Man- 
ning Co., Troy, N. Y. “In our indus- 
trial and trade magazine space adver- 
tising in the months preceding an 
exhibit, we take pains to include the 
slogan or logotvpe of the show. We 
often add an invitation to visit our 
booth. For some national and many 
distributor shows, we supplv distribu- 


Hosts to businessmen 


Experienced managers of business meetings, 
Roger Smith Hotels are preferred for their 
dignity and attentive personalized service. 


Meetings are efficiently arranged. Modern 
guest rooms, restaurants and complete facili- 
ties provide the highest standard of value in 
comfort and hospitality at moderate rates— 
throughout the year. 


ROGER SMITH HOTELS IN: 


WASHINGTON, D. C. 
NEW BRUNSWICK, NEW JERSEY 


NEW YORK CITY 
ROGER SMITH HOTEL 
HOTEL PARK CRESCENT 


WHITE PLAINS, NEW YORK 
STAMFORD, CONNECTICUT 

WATERBURY, CONNECTICUT 
HOLYOKE, MASSACHUSETTS 


tors with die-cut invitation folders.” 
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Washington’s most convenient 
meeting place... 


with every modern facility for a confer- 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C. 
The Residence of Presidents” 
14th Street & Pennsylvania Avenue, N.W. 


Telephone: NAtional 8-4420 + Teletype WA732 
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Publicity Manager Car] Porter adds, 
“For many national shows, our sales- 
men also distribute registration blanks 
or tickets for the convenience of their 
customers. Naturally, we notify all 
our regional and divisional sales exec- 
utives and representatives who might 
be involved in any exposition. With 
these bulletins, we urge them all to 
promote attendance at the shows as 
they make their sales calls.” 


Internal Promotion 


Internal communications, and a 
second-phase direct mail campaign, 
was the least mentioned technique 
used by exhibiting companies. Prob- 
ably many more companies send in- 
ternal information to their sales forces 
than mentioned it, because some may 
not consider this technique as ad- 
vance promotion. Mobil Oil Co., New 
York City, is a good example of what 
companies do with internal communi- 
cations and direct mail. Lawrence H. 
Smith, commercial advertising man- 
ager, believes advance promotion is 
a two-part responsibility. He lists re- 
sponsibilities as, “(1) what the ex- 
hibitors themselves are doing to pro- 
mote their activities at trade shows; 
and (2) what the exposition manage- 
ment is doing to attract people from 
technical meetings into the display 
area.” Comment squarely puts some 
of the promotion burden on the show 
exhibitors. 

Mobil’s activities are directed largely 
to the sales force to inform it of the 
details of an exhibit in a specific show. 
Internal information includes a man- 
power schedule, hotel reservation in- 
formation, duties, and description of 
the exhibit. Some pertinent informa- 
tion is bound to creep outside through 
salesmen daily contacts. Memos also 
go out to engineers to announce com- 
pany’s participation in a show. At- 
tached to this is a schedule of the 
various technical sessions to be held 
during the conclave. C lompany is by 
no means alone in its handling of 
this type of advance promotion. 

National Cylinder Gas, Division of 
Chemetron Corp., Chicago, is a com- 
pany that uses a series of direct-mail 
pieces to promote an exhibit. Some 
of it is directed internally, but the 
bulk goes outside to other than com- 
pany personnel. Company staged this 
multi-part campaign for its participa- 
tion in the American Welding Society 
Show. A Welding Show sticker was 
attached to every piece of correspond- 
ence to leave the company in the 
weeks prior to the show’s opening in 
the New York Coliseum. Second 
phase was to send out a typical show 
registration ticket, imprinted with the 
National Cylinder Gas legotvpe, photo 
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BEAUTIFUL NEW 10,000 TON 
CRUISE SHIP 
Available for 1967-1962 


CONVENTION 
CRUISES 
THE CARIBBEAN 


* Fully Air-Conditioned * Stabilizer-equipped for 
smooth sailing * Accommodations for 300 to 350 


¢ Spacious exhibition areas 

¢ Attractive conference rooms 
¢ Wide-screen movie theater 
¢ Duty-free shopping 


¢ Superb international cuisine 

¢ Full program of sports, games 
and nightly entertainment 

e Fascinating shore programs 


LENGTH OF CRUISE, PORTS OF CALL, SAILING DATES ARRANGED TO YOUR SPECIFICATIONS 
} For detailed information, mail your requirements to: 


| BOX 89, SALES MEETINGS @ 1212 CHESTNUT STREET, PHILADELPHIA 7, PA, 
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THE HOTEL DEL has everything — everything 
it takes to make your convention fun, fast- 
moving, flawless. This year-round, all- around 
resort combines facilities for both business 
and pleasure. Meeting rooms, banquet 
rooms, ballrooms, all rooms you want and 
need. Fifteen dazzling acres of beach and 
surf . . . heated, salt-water pool . . . cham- 
pionship tennis courts . . . pitch-and-putt 
golf course within the hotel grounds, 18-hole 
course nearby . . . fishing, sailing . . . danc- 
ing, dining in the incomparable elegance of 
‘the Del's turn-of-the-century decor. Now on 
European Plan! American Plan optional for 
conventions and groups. Old Mexico is mere 
minutes away, and San Diego is just across 
the bay. Why resort to less? Schedule your 
next convention in Southern California’s 
most fabulous seaside resort: Hotel del 
Coronado. For information write: 


HOTEL DEL CORONADO 


CORONADO, CALIF. | Across the bay from San Diego 


Informal Atmosphere Makes 
Meetings Successful in the 


CONNECTICUT BERKSHIRES 


Only 2!/2 hr. drive (99 miles) from N.Y.C. 


© Facilities for 
groups up to 
100 

© Full range of 
poi CONNECTICUT 
activities S$ 

© Excellent N 
Food and 
Service 

© Season— 
Year Round 


of the company’s exhibit and one of 
the. New York Coliseum. Company’s 
booth number appeared on registra- 
tion form in large type. 

To company booth attendants, Na- 
tional Cylinder Gas distributed an 
instruction manual on how to conduct 
the booth. Booklet lists all kinds of 
information they may need to know, 
as well as a directory of all attend- 
ants and their home towns. Two ad- 
ditional columns provided space to 
write in convention hotel and room 
number of each. 

Invitations were mailed out, in ad- 
dition to this manual, to likely pros- 


pects to attend a breakfast any morn- 
ing of the Welding Show. Breakfast 
gave company time to chat informally 
with prospective customers in a less 
commerical atmosphere. 

Company also mailed out two 
pamphlets to describe events at the 
show. One contained a request form 
for tickets to American Welding So- 
ciety annual banquet. Other offered 
a rapid registration for the show and 
hotel reservations. Literature was not 
company material, but printed by the 
society. 

Most pieces were done in yellow 
and blue. Uniformity in color gave 


New Convention Hall—Seating 800 


OPEN THE ENTIRE YEAR—700 acre 
estate of beautifully landscaped gar- 
dens with age-old oaks, draped in moss 
—colorful azaleas—wide lawns. GOLF 
—OLYMPIC SIZE SWIMMING POOL 
— SHUFFLEBOARDS — BADMINTON 
—Playground for children, cabanas for 
swimming—3000 feet of wide sandy 
beach on the Gulf of Mexico. 


meetings and conventions. 


EDGEWATER GULF HOTEL 


(100% Air Conditioned) 


EDGEWATER PARK, MISSISSIPPI 


On the Gulf of Mexico, Midway between Gulfport and Biloxi 


NEW . . . THE HAWAHNAN LOUNGE 
The Coast’s Newest and Most Unusual Cocktail Lounge 


A complete city under one roof... spacious... all 
needed equipment . . . plus . . . friendly service found only 
in the "Deep South"... all this and more . . . for your sales 


PLEASE WRITE DEPT. C for Colorful Brochure and Full Details 


REGINALD G. NEFZGER, General Manager 


CONVENTION facilities include new 
Convention Hall, the GARDEN ROOM, 
seating 800 persons, Ballroom seating 
400, 12 smaller meeting rooms, and a 
staff skilled in making you WELCOME 
in the hospitable and friendly "Deep 
South" manner. 


NAN MEISNER 

—Convention Manager 

Phone—GULFPORT, MISSISSIPPI 
—UN-4-1312 


Championship 18 Hole Golf Course 
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a tie-in between pieces, so it was 
immediately recognizable as _pertain- 
ing to the Welding Show. 

Just as there are differences in tech- 
niques companies use, there are de- 
partures in administration and detail. 
While the bulk of companies usuall 
handle advance promotion from wee d 
quarters, The Hoover Co., North 
Canton, Ohio, is one company that 
has its local offices handle all promo- 
tion. Then, too, some companies ap- 
ply novelty pieces to their advance 
promotion. Advertising Assistant T. A. 
Zdzienicki, Permacel, New Bruns- 
wick, N.J., reports that company 
used a die-cut, telephone invitation 
with its standard news release on its 
exhibit at the A.M.A. National Pack- 
aging Exposition. Message on the die- 
cut read, “Don’t dial! Just pick up the 
phone at Booth 611 . . . and hear 
some exciting packaging news.” News 
release described the exhibit. 

The White Motor Co., Cleveland, 
has one of two things to promote, an 
exhibit or hospitality suite. “Because 
we participate in quite a large number 
of shows where exhibits are involved, 
as well as conventions where attend- 
ance at the hospitality suite is in- 
volved, we use the following to alert 
our organization and our prospects: 
Each month we publish what is called 
‘Sales Builder News,’ which goes to 
our field organization and lists the 
various conventions and exhibits in 
which we are participating during the 
next 60 days. 

“We usually tie-in with the publi- 
cations issued during the given con- 
vention or show. We are particularly 
interested in special issues of the lead- 
ing publication in each field. 

“We frequently use invitations to 
customers and prospects telling them 
of our exhibit or hospitality suite. 
Many times, invitations are extended 
to individuals attending a convention 
after the registration list has been 
made.” 

Another company uses its distribu- 
tors to promote an exhibit. General 
Foods Kitchen, White Plains, N. Y., 
promotes exhibits to its distributors 
from its local offices. Mrs. Rochelle 
Walton, convention coordinator, says, 
“Company sends letters to certain 
product distributors inviting them to 
visit the booth and these accounts, in 
turn, go to their customers.” 

Special editions of business publi- 
cations devoted to a particular show 
are helpful in pre-exhibit promotion. 
United States Steel Corp., Pittsburgh, 
uses direct mail, product publicity, 
invitations and special editions on 
trade shows whenever possible, ac- 
cording to William R. Fawcett, super- 
visor of exhibits and displays. 
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THIS Is THE PLACE FOR GROUP MEETINGS! 
Be ee 3 | ad 


fe 5 ; © ‘ 
THE COMPLETE HOTEL AND COUNTRY CLUB! 


Perfect for CONVENTIONS—the wonderful world of the DIPLOMAT! 


You'll accomplish more, enjoy more in this complete-in-itself convention 


PSR Ae Pn ere 


world! More flexible space — 31,000 square feet in our new Convention Hall 
alone, seating over 2,000...plus a variety of other meeting rooms that can easily 
seat from 150 to 1,414! All have the latest sound and lighting innovations; all are 


climate-controlied; all are supremely comfortable — and there’s a special exhibition hall, 


with convenient ramps, totaling 13,000 square feet! Luxury accommodations —700 deluxe 

ie guest rooms in three delightful places: Diplomat East; Diplomat West; the new Diplomat 

ae | , Inn, adjoining our two private golf courses. Complete fun and sports facilities —a Country 
ae Club all your own, with Free Golf on an 18-hole PGA course or a new 9-hole course...Free 

(1) Tennis on 6 clay courts...deep-sea fishing from our own dockage...swimming in 5 pools 


or from our 1200-foot ocean beach. World-famed food and service— dining in 6 celebrated 


PP ae tate es 
ee ee ee 


restaurants on award-winning cuisine; service as it should be; expert assistance and planning 
from the top Diplomat convention staff! ideal location —in the heart of the exciting 
“ag Florida Gold Coast...minutes from Miami Beach, Hollywood, horse and dog racing, jai alai. 


a No other place can offer you so much for business and pleasure! 


| DIPLOMAT 


Garett: onc 


Sanaa EB nd 


ee HOLLYWOOD BY-THE-SEA, FLORIDA 
IRVING TILLIS JOHN MONAHAN { 
Director of Sales Sales Manager : i 
SAMUEL FRIEDLAND JEAN S. SUITS IRVING COWAN i 
Ownership Managing Director 92" © ad Vice President 


Teletype: HOLLYWOOD 351 Phone: WAbash 3-8111 
New York « FL 7-5466 « Teletype NY 1-425 / Chicago +» 467-6082 « Teletype CG 1264 / Detroit » WO 1-7765 + Teletype DE 1480 
Philadelphia « LO 3-8820 / Atlanta + JA 4-3486 «+ Teletype AT 752 / Washington, D.C. « FE 8-8782 + Teletype WA 279 
Boston « AS 7-8948 / Toronto « RU 2-2752 / Montreal « HU 6-7777 / Los Angeles « DU 8-1151 / San Francisco » EX 7-2717 
Represented nationally by LEONARD HICKS, JR. & ASSOCIATES 
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NEW WAY 


aiLL 
ONE CHARGE 
for Space 
with all 
Services 


included 


Show offers “package” to exhibitors that includes space, dray- 
age, installation, electrical outlets, crate handling, disman- 
tling, and hotel sleeping room. If idea catches on, it could 


mean exact cost estimates, tight budget controls for exhibit. 


NEW FRONTIERS are not limited to 
Washington. There’s another—of in- 
terest to the exposition world. It’s 
“space-service” concept developed by 
Jerome H. Brown, president, National 
Expositions Company, exposition man- 
agement firm of New York City, on 
behalf of a client, Electronic Mainte- 
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EXECS work out details on EMEA space-service, package 
plan. Firms that show exhibits at the EMEA symposium are 
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nance - Engineering 
(EMEA). 

Firms that participate in the EMEA 
exhibit, to be held in conjunction with 
a national symposium on Federal Avi- 
ation Agency Air Traffic Control Fa- 
cilities, are offered this comprehen- 
sive space-service package: exhibit 


Association 


space, exhibit installation and dis- 
mantling, total drayage services (pre- 
show storage, delivery to booth, re- 
moval and storage of empties, return 
of empties, re-shipment of cased ex- 
hibit and equipment) uncrating and 
placement of all equipment to be dis- 
plaved, exhibit clean-up, electrical 


offered flat rate for: exhibit space, installation, dismantling, 
drayage services, plus storage and return of exhibit crates. 
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THE 
NEXT 
SPEAKER 
WILL 
BE 


President or prelate, if he uses a microphone, a picture, or background 
music, he’ll make a stronger point. The finest sound systems, motion 
picture and lighting equipment almost guarantee it—and they’re another 
- part of VS$8P Service. Your meeting or convention deserves these 23 


. better ways to make every guest feel like a Very SSpecial Person. 


With it all: Rooms to sprawl in, rooms to sit tall in, the finest foods and 
beverages, the greatest array of meeting facilities, the swiftest Hotele- 
type reservation service and the best hotels in the West. Send for our 
Western Hotel facilities and location folder. Write us at the Olympic 
western Hotel, Seattle. 


y ; Very Special Person Service—only at Western wa Hotels 


INCORPORATED 


S. W. THURSTON, Chairman of the Board * EXECUTIVE OFFICES: OLYMPIC WESTERN HOTEL, Seattle 


PACIFIC DIVISION INLAND DIVISION INTERNATIONAL DIVISION 
VANCOUVER, CANADA: Georgia, DENVER: Cosmopolitan - 
MEXICO: Mexico City: Hotel Alameda (open 1961 
The Bayshore Inn SPOKANE: Davenport ” 
SEATTLE: Olympic, Benjamin Franklin, BILLINGS: Northern GUATEMALA: Guatemala City: Guatemala-Biltmore 
Roosevelt BUTTE: Finlen Hotel and Motor Inn 
TACOMA: Winthrop GREAT FALLS: Rainbow JAPAN: Tokyo: Kokusai Kanko Hotel, 
wow Chinzan-so Garden Restaurant 
PORTLAND: Multnomah, Benson BOISE: Boise, Owyhee Motor Hotel nat seed tees 
SAN FRANCISCO: St. Francis, POCATELLO: Bannock penn rane See 
Sir Francis Drake, Maurice WALLA WALLA: Marcus Whitman Kyoto: Kyoto International Hotel 
: PALM SPRINGS: Oasis WENATCHEE: Cascadian (Open 1961) 
4 ALASKA: Anchorage-Westward BELLINGHAM: Leopold Hotel and Motor Inn Osaka: Taiko-en Garden Restaurant 
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outlets up to 4,000 watts, and hotel 
sleeping room. Complete cost: 
$522.75 per 8’ x 10’ booth ——. 

Traditional procedure of buying 
space only and then dealing directly 
with service contractors is available as 
an option. Thus far, each exhibitor 
(among them such firms as RCA, 
Raytheon, Avco) has selected, with 
huzzahs, the package. 


No Post-Show Bills 


Reasons for enthusiasm from com- 
pany exhibit managers’ is plain. The 
space-service concept reduces to an 
absolute minimum correspondence 
and post-show processing of bills. For 
firms with particularly heavy exhibit 
schedules, this is no inconsiderable 
matter. Sting is removed from post- 
show bills which usually exceed an- 
ticipated expenditures. Under the new 
system there are no post-show bills 
and all services are contracted for at a 
set price. This, importantly, permits 
harried exhibit managers to project 
show budgets with accuracy. Finally, 
it dramatically shifts responsibiity for 
efficient exhibitor service from the in- 
dividual exhibitor to show manage- 
ment, where it belongs. 

According to Brown, “The exhibitor 
is the bread and butter of the entire 
exposition business. Yet, he all too 
frequently is confronted with a variety 
of on-site problems exasperating in the 
extreme and is subject to a lot of un- 
necessary abuse. On top of this, he 
spends a whale of a lot. of dough for 
his troubles. We decided to create a 
form which would make exhibiting a 
less onerous task, more efficient, more 
economical. In other words, we 
wanted a tight operation. Our space- 
service package does it.” 


> Actually, the idea is not a recent 
one with Brown. Getting a show 
sponsor to accept it is. 

From the exposition contractors’ 
point of view, the multitude of pit- 
falls involved in establishing an eco- 
nomical flat price for specified serv- 
ices such as exhibit installation and 
dismantling, with no provision for 
risky factors—overtime, delays of all 
sorts, complicated exhibits — caused 
them to shy away from the entire no- 
tion. Similarly, drayage firms, which 
compute charges either on a weight 
or hourly basis (sometimes both) 
could not be convinced of the merit 
of a flat fee for the entire job. 

This reluctance is not difficult to 
understand. For one thing, the ac- 
cepted and established way of doing 
things breeds a natural resistance to 
change. Additionally, variables of the 
exhibit business, some of which are 
mentioned above, tend to hold the 
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contractor to the traditional form 
wherein the exhibitor is made to take 
all the risks. It’s a form of insurance 
for the contractor. 

Strangely, acceptance of this inno- 
vation did not obtain a particularly 
welcome reception from association 
groups and others who are show spon- 
sors. 

“In essence,” Brown asserts, “many 
sponsors recognized the validity in- 
herent in the idea. But we couldn't 
sell it. Basic objection was that it 
created a burden of responsibility for 
the sponsor which he wasn’t prepared 
to accept.” 

Outlook for Brown’s idea was bleak. 
That is, until this year. Approached 
for a proposal for management of the 
EMEA Pan National submitted the 
package as an alternative proposition. 
It was promptly accepted. 

“Chris Lample, acting executive 
director of EMEA, thought it was 
great,” Brown reveals. “Subject mat- 
ter of the symposium and the elec- 
tronic environment in which EMEA 
functions, where they are perpetually 
racing the future, undoubtedly cre- 
ated an atmosphere propitious for new 
ideas. EMEA encourages them.” 

Lample, whose’ full-time job is asst. 
director, bureau of Facilities and Ma- 
teriel, Federal Aviation Agency, 
Washington, D. C., and Jim Lenox, 
EMEA president and also in the FAA, 
both were aware of the immense show 
demands on electronics firms. They 
wanted to make their show outlook 
as attractive as possible. In addition 
to providing an influential audience 
for exhibitors, “We were anxious to do 
every thing within our province to as- 
sist exhibitors,” says Lample. “Na- 
tional’s package conformed to our no- 
tions of how a show should be run.” 

EMEA had selected Washington, 
D.C., where key FAA officials are em- 
ployed, as the site for the symposium 
and exhibit. National started to 
check Washington hotel facilities and 
date availabilities and quickly nar- 
rowed down its selection to The May- 
flower. Dates were open and the 
Mayflower’s facilities fit EMEA’s semi- 
nar and show needs. 


Had to Get Contractors 


Crucial job of lining up willing con- 
tractors was next. National immedi- 
ately got in touch with Claude Viar, 
of Moving Inc., Washington, D. C., 
drayage firm. 

“I knew if I could sell Viar,” 
Brown reveals, “he and I together 
could sell Quentin Pase, of Enterpris- 
ing Services, Inc. I wanted ESI to 
handle labor for installation and dis- 
mantling. The combination of both 
firms, which work exceedingly well 


When you think 
of conventions, 


think first of 


HILTON HOTELS 


NEW YORK 
The Waldorf-Astoria The Statler Hilton 
The Savoy Hilton 
CHICAGO 
The Conrad Hilton The Palmer House 
ALBUQUERQUE 
Hilton Hotel 
ATLANTA 
Hilton Inn (airport) 
BOSTON . 


The Statler Hilton 
BUFFALO 
The Statler Hilton 
CINCINNATI 
The Netherland Hilton The Terrace Hilton 
CLEVELAND 
The Statler Hilton 
COLUMBUS 
The Deshler Hilton 
DALLAS 
The Statler Hilton 
DAYTON 
The Dayton Biltmore 
DENVER 
The Denver Hilton 
DETROIT 
The Statler Hilton 
EL PASO 
Hilton Hotel 
Hilton Inn (airport) 
FORT WORTH 
Hilton Hotel 
HARTFORD 
The Statler Hilton 
HOUSTON 
The Shamrock Hilton 
LOS ANGELES 
The Statler Hilton 
BEVERLY HILLS 
The Beverly Hilton 
NEW ORLEANS 
Hilton Inn (airport) 
PITTSBURGH 
The Pittsburgh Hilton 
SAN FRANCISCO 
Hilton Inn (airport) 
ST. LOUIS 
The Statler Hilton 
WASHINGTON, D. C. 
The Statler Hilton 
BERLIN, GERMANY 
The Berlin Hilton 
CAIRO, EGYPT, U.A.R. 
The Nile Hilton 
ISTANBUL, TURKEY 
The Istanbul Hilton 
MADRID, SPAIN 
The Castellana Hilton 
MEXICO CITY, MEXICO 
The Continental Hilton 
ACAPULCO, MEXICO 
Las Brisas Hilton 
MONTREAL, CANADA 
The Queen Elizabeth 
(A CNR Hotel) 
PANAMA, R. P. 

El Panama Hilton 
SAN JUAN, P. R. 
The Caribe Hilton 
ST. THOMAS, U.S. VIRGIN ISLANDS 
The Virgin Isle Hilton 
SANTIAGO, CHILE 
The Hotel Carrera 


ASSOCIATED HOTELS IN AUSTRALIA 
MELBOURNE 
The Chevron Hilton 
SURFERS’ PARADISE 
The Chevron Hilton 
SYDNEY 
The Chevron Hilton 
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HILTON HOTELS 
AHEAD AGAIN 


MAIN BALLROOM 


73'x142' 


EXHIBIT AREA 
IN NEW YORK TODAY 


As your convention needs expand, Hilton’s giant convention facilities expand too. And 
they always keep a step ahead. Take, for example, the Statler Hilton in New York. With the 
new floor recently built over the lobby, it now offers the largest exhibit area of any hotel 
in the city...45,000 square feet accommodating 338 booths, and all on one floor. Hilton 
leads in other cities, too. All over the world Hilton hotels are ahead, so when you think of 


“Conventions”, consider Hilton. 


CONRAD N. HILTON, PRESIDENT 
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YOUR NEXT MOVE... 


for your next meeting 


LOCATION: 


Although 18 minutes from the heart 
of Miami over the famous Ricken- 
backer Causeway, the seclusion of 
The Key Biscayne and its many self- 
contained diversions assure unusually 
high attendance at all meetings. 


FACILITIES 


CUISINE: For anyone 


fine food — and who does 


SPECIAL FUNCTIONS: 


Beach parties and luncheons along 
the shores of the Atlantic at our new 
Chickee, “El Bohio”— professionally 
staged Water Shows — steak frys 
and Icbster bakes — International 
Nights featuring exotic dishes, and 
many others. 


Biscayne is trul 
dise...treating your 
60-foot Buffet with 
masterpieces enjoy 
in the Patic 

Island Bar 


the Cape Florida F 
p 


PERSONNEL 


Sh Sig Sry 


701 Ocean Drive *« Miami 49, Florida ¢ Tel. EMerson 1-5431 
Nationally represented by Robert F. Warner, Inc. 
New York * Chicago * Washington © Boston ¢ Toronto, Canada 


“pihjas Grove Park Inn 

* and FAIRWAY MOTOR LODGE 
200 LOVELY GUEST ROOMS WITH MOUNTAIN OR GOLF COURSE 
VIEW, OUTDOOR DINING AND DANCING ON THE TERRACE, 
COOKOUTS AT THE BARBECUE GROUNDS, SQUARE DANCES, 
SWIMMING IN OUR BEAUTY-LOCKED POOL. GOLF AT OUR 
FRONT DOOR. 
SIX MEETING OR BANQUET ROOMS WITH CAPACITY FROM 600 DOWN TO 35 


ASHEVILLE, NORTH CAROLINA 


GEORGE J. STOBIE, : » RONALD T. LARSEN, 
Vice-President — Sales Sales Manager 


Stampede Yore 
Next Meetin’ to... 


DEN 
WW SULEY 


In The Heart 
Of The Adirondacks 


Conventions 


_ Sales 
Meetings 
Conferences 


L\™ 


Groups of 20 to 150 will find conducive 
quarters for conventions, meetings or 
conferences, plus personalized service 
and the wonderful free fun of the 
East's finest dude ranch. Excellent 
cuisine, full entertainment program, 
sports, riding, heated pool, sun deck, 
boating. All inclusive rate $11-$14 per 
person. Season: Spring: May, June; 
Fall—Sept. Oct. Write, wire or phone 
for complete information. 


HIDDEN VALLEY 


Lake Luzerne, New York Tel.: 696-2131 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


~IManoir 
Richelieu | 


“$ AND COTTAGES 7 
- MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
ii June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence .. . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP LINES 
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together, was an essential ingredient 
for success.” 

Brown explained to Viar, via long 
distance phone, what he had in mind, 
and gave Viar his formula for pricing. 
He also requested Viar to do a thor- 
ough research job on past shows of a 
similar nature to obtain actual aver- 
age drayage costs. Key to the task 
was to break all costs down to 10 
lineal-foot booth units. Brown fur- 
ther asked Viar to have Pase do the 
same thing, but cautioned him not to 
disclose the reason for it, to avoid pos- 
sible premature resistance. 

After Viar had obtained his figures 
and agreed to go along, a meeting for 
all principals was set at The May- 
flower. 

“I asked Pase what his average bill- 
ing worked out to. , He rustled his 
papers about and submitted his fig- 
ures. He still didn’t know precisely 
what was in the wind,” Brown re- 
calls. “I said his calculations were 
fine and suggested some modifications 
to conform with the particular condi- 
tions of the EMEA, which Pase ac- 
cepted. Viar then disclosed to Pase 
what we had in mind. Pase, slightly 
nonplussed, nevertheless agreed to go 
along. After that, Bill Erhardt, May- 
flower convention manager worked out 
his room and electrical outlet pro- 
posal, which, with modifications, was 
incorporated into the package.” 

All of those who provide support- 
ing roles for the meeting and exhibit 
could see some savings for themselves, 


which together with really efficient 
service, are passed on to exhibitors. 
For instance, billing and bookkeep- 
ing is practically nil. At the conclu- 
sion of the show, EMEA will present 
to Moving Inc., ESI, and The May- 
flower, a check in full payment for 
the entire job. Eliminated from their 
operations are the mass of invoicing, 
entries, mailings. Furthermore, there 
is no long wait for their money. 

Preparations for the show are also 
minimized. National Expositions will 
handle all necessary details and turn 
over the entire job intact to each sup- 
porting entity. Here again, time-con- 
suming phone calls and lengthy corre- 
spondence is reduced to a bare mini- 
mum. 

Referring to the overall space-serv- 
ice package, Leslie Levi, president, 
Ivel Construction Corp., says: “It is 
a big step in the direction we're all 
trying to go—that of cutting exhibit 
costs in every possible area. It’s the 
same thing we at Ivel are doing with 
our Planned Economy Program—a 
method of getting more mileage out 
of the budget by advanced planning 
of a year’s schedule with modular 
construction for repeated use in booth 
space of variable size.” 

“Any step which effectively im- 
proves the exhibitor’s position helps 
all of us in this business,” Brown 
states. “National hopes to refine and 
add features to the package which 
will make it even more attractive,” 
Brown concludes. 


boat 


WALKIE-TALKIES are used by American Can Co., New York City, to keep 


track of its floor salesmen roaming the mile-long Navy Pier at recent Pack- 
aging Exposition in Chicago. Talkies permit quick contact between Canco’s 
booth personnel and floor men. Here, Canco’s H. H. Howry, Jr., exhibit 


manager, calis a salesman to booth. 
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JACKSONVILLE’S 
MOST DISTINGUISHED 


ADDRESS... 


The South’s Finest 
Commercial- 
Convention 

Hotel! 


the Perfect 
Family Hotel 
too! 


located in 
the heart of the 


downtown 
area Now the 
Robert Meyer 
has an exciting new 
Rooftop Pool & Cabana 


Deck...a glamorous sun-and- 

fun area 6 floors above street-level 
—free to all guests! 

You'll find the food superb... the 


rates most reasonable . . . the location 
perfect — it’s a Meyer hotel! 


Drive-in registration — elevators 
to rooms 


550 outside rooms, each with 
individually controlled temperature, 
radio, TV, Hi-Fi 


Bali Hai cocktail lounge — dancing 
nightly 

Free inside garage for 250 cars 

A Complete Convention Center! 


e Meeting and banquet rooms for 

25 to 1100 
e A willing, experienced convention staff 
e Huge ballroom and exhibit area 


e Theater lighting ; closed-circuit TV 
...@ unique, one-floor convention 
headquarters! 


Write today for full information, rates and 4 
availabilities — or call Jacksonville, 
Elgin 5-4411 


William E. Stubbs, Jr., 
Vice President- 
General Manager 


HOTEL ROBERT MEYER 
Jacksonville 

HOTEL EMERSON e Baltimore 
HOTEL SIR WALTER: e Raleigh 


Be RYAN’! 


PHOTO SERIES shows how panel truck opens into traveling showroom for The Bryant Electric Co., Bridgeport, Conn. 


Bryant Has Compact Show 


Electrical products manufacturer to put three small vans on the 


road with exhibits. They will be shown to distributors’ custom- 


ers and will be used at trade shows. Van carries frames to hold 


26 ft. of displays when they are removed for use in trade shows. 


TRAVELING SHOWROOM is now 
on the road for The Bryant Electric 
Company, Bridgeport, Conn. First in 
a fleet of three, it offers a complete 
working display of the entire Bryant 
line of electrical products. 

Built into the body of a Chevrolet 
Corvair 95, this mobile display con- 
sists of four sets of two panels on 
which products are mounted. Re- 
sembling books in 2 bookcase, these 
dual panels pull out of the side of the 
van and then are opened up. Each 
panel is integrally illuminated, prac- 
tical demonstrations of installation 
techniques are provided, and such 
units as wall switches are operational. 

The display is versatile. Panels 
can be detached individually from the 
van, mounted on A-frames, and used 
in conjunction with a booth at trade 
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shows to provide up to 26 feet of ex- 
hibit space. Its main purpose, how- 
ever, is to help Bryant's distributors 
in various parts of the country to show 
the line to their customers. 

Except for the need for external 
power, the traveling showroom is com- 
pletely self-sufficient. There is ample 
room in the rear for literature, sam- 
ples, tools, A-frames and legs. Front 
end of each panel is fitted with a level- 
ing device for the leg, so that adjust- 
ment can be made to all variations in 
terrain. 


Samples on Panels 


Featured on panels are sample 
units, promotional copy, and examples 
of applications. Panels are given over 
individually to one particular product 
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line or “family” Four: mercury and 
AC switches; fashion plate AC wall 
switches; Tap-eez AC wall switches 
and plates; grounding devices; multi- 
control devices and a complete line 
of wall plates; locking devices and 
strip heaters; load centers, and the 
Beco line of wall plates and wiring 
devices. 

Seven of the eight panels measure 
46 in. wide by 42% in. high by 5% in. 
deep (thick) and the eighth panel is 
6 in. deep because it opens up into 
three display boards, one of which 
pictures Bryant’s production facilities. 
Over-all box which contains the 
panels is 4 ft., 11% in. wide by 3 ft., 
10% in. high and is 4 ft., 83/16 in. 
deep at the bottom. 

After the two side doors of the van 
have been opened and swung back, 
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President, Empire State Petroleum Association, Inc. 


MR. HALSTED PARK, JR. 


EMPIRE STATE PETROLEUM ASSOCIATION, | 


122 EAST 42nd STREET, NEW YORK 17, N. Y. + Oxford 7-3774 
April 14, 1961 


Mrs. Jennie Grossinger 
Grossinger Hotel and Country Club 
Grossinger, New York 


Dear Mrs. Grossinger: 


The Empire State Petroleum Association has just concluded its 
spring convention and trade show at your delightful hotel in the 
Catskills. The event was, without a doubt, the most successful 
and best attended in the history of our Association. 


Frankly, we must share the accolades and congratulations 
received with you for such a fine turnout. We are happy to do 
just that. We felt that by selecting Grossinger's - a unique re- 
sort by any measure - we would capture the imagination of our 
members, and encourage them to join us at a new and different 
location for our convention. Our attendance was almost a 35 per 
cent increase over previous years, and much of this was due to our 
decision to go to Grossinger's. We are convinced! 


From the operational "behind the scenes" point of view, the 
co-operation of the entire Grossinger staff was excellent; 
thorough, and ever conscious of details, they made the show run 
like clockwork. We were particularly impressed with the calm 
efficiency, so essential to this type of operation, of 
Mr. Alan Mald, Resident Manager. . 


The recreation facilities available were without parallel, 
and the entertainment provided during our three day stay was first- 
rate. We can do nothing more but say "Grossinger's has everything". 


Please extend to your son, Paul our sincere thanks for an 
exceptionally well run affair. We look forward to being with you 
again. 


With all good wishes, Sincerely, 9 
YWllei.b xt } 
Halsted Park, Jr. 


President 
Empire State Petroleum Association 


PUBLISHERS OF /ESPA. THE JOBBERS MAGAZINE 


For full color 
convention brochure 


has everything 
FOR YOUR CONVENTION 


SALES MEETING « INCENTIVE OUTINGS 
* phone or write 


a DIRECTOR OF SALES 
CIrele 7-4915 


NEW YORK OFFICE 
221 West 57th St., New York 19, N. Y. 


and complete details 


GROSSINGER, N.Y. 
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THESE 
GROUPS 


ENJOYED THE 
PERSONAL 
TOUCH 


The outstanding groups listed to the right have discovered what makes a conven- 
tion so memorable at the Shoreham Hotel and Motor Inn in Washington. It’s our 
personal touch —the expert, individual service that we give every group, large 
or small, 


You'll find no stiff rule-book attitude at the Shoreham. Whether you want to “move 
a wall” or change a salad, our convention staff are always ready to give you their 
immediate personal attention. 


And we've the finest facilities for groups of every size: 700 beautiful air-conditioned 
guest rooms for conventions in the hotel and motor inn, accommodating 1400 persons 
...25 meeting and banquet rooms accommodating any number from 35 to 1000... 
outdoor swimming pool...and 44,000 square feet of drive-in exhibit space. For 
complete Convention Portfolio, write John E. McMurtagh, Director of Sales. 


Shoreham Hotel and Motor Inn 


Connecticut Avenue at Calvert, Washington, D.C. ¢ ADams 4-0700 
New York Office: 60 East 42nd Street ¢ YUkon 6-3048 


Representatives: Leonard Hicks, Jr. and Associates, Inc. « Chicago, MO 4-5100 
Detroit, WO 2-2700 « Atlanta, JA 4-3486 « Miami, PL 4-1667 
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A FEW OF THE ORGANIZATIONS 
WHO HELD THEIR CONVENTIONS AT 
THE SHOREHAM DURING 1959-60 


ASSOCIATIONS 


Air Transport Assn. of America 
American Alumni Council 
American Bar Association 
American Industrial Bankers Assn. 
American Medical Association 
American Pharmaceutical Assn. 
American Public Power Assn. 
American Society of 

Testing Materials 
American Trucking Assn., Inc. 
Assn. of Industrial Advertisers 
Milk Industry Foundation 
National Assn. of Broadcasters 
National Association of 

Mutual Savings Banks 
National Association of 

Photographic Manufacturers 
National Automobile Dealers Assn. 
National Candy Wholesalers Assn. 
National Electrical ~ 

Manufacturers Association 
National Food Brokers Assn. 
National Lumber 

Manufacturers Association 
National Travelers Aid Assn. 


INDUSTRY 


The Coca-Cola Company 
Esso Standard Oil Company 
Ford Motor Company 
International Business 
Machines Corporation 
Johnson and Johnson 
Lever Brothers 
Norge Sales Corporation 
Parke, Davis and Company 
The Pepsi-Cola Bottlers’ Assn. 
Piggly Wiggly Corporation 
Ralston Purina Company 
Sperry Gyroscope Company 
Sylvania Electric Products, Inc. 
U. S. Gypsum Company 


INSURANCE 


General Insurance Co. of America 
Great Central Life Insurance Co. 
International Union of 

Marine Insurance 
Liberty Nationai Life Insurance Co, 
Metropolitan Life Insurance Co. 
Mutual Insurance Agency Assn. 
Peoples Life Insurance Company 
Prudential Insurance Company 
Shenandoah Life Insurance Company 


CLUB AND FRATERNAL 
Alpha Sigma Tau Sorority 
Beta Chi Sorority 
Daughters of America 
General Federation 

of Women’s Clubs 
P. E. 0. Sisterhood 
Phi Gamma Deita Fraternity 
Rotary International Club 


OTHER GROUPS 


American Forest Products Institute 
American Rocket Society 
Chamber of Commerce of the U. S, 
Fifth international Congress 
on Nutrition 
Fourth Marine Division Assn. 
National Council, Boy Scouts 
of America 
National Institute of 
Governmental Purchasing, Inc. 
National Recreation Congress 
9th Infantry Division 
95th Infantry Division 
Tax Executives Institute, Inc. 
Tax Foundation, Inc. 
U. S. Savings and Loan League 
United Steel Workers of America 
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over-all box is rolled out on a set of 
four heavy-duty casters which ride on 
a track. A “stop” in the track is lo- 
cated at the point where it is safe to 
open panels without interfering with 
doors of the truck. 

Each panel is mounted on a vertical 
rod with gears at top and bottom 
which mesh into a track. This track 
is actually a line of gears itself, and 


enables automatic vertical alignment 
of the panels when they are opened 
up. 
oo of the van is colorfully 
painted in red, white and black which 
identify Bryant. Display was built by 
Mastercraft Associates Inc., New York 
City, based on plans conceived by L. 
M. Brain, Bryant’s manager of adver- 
tising and sales promotion. 


How | Cut Exhibit Costs 


Here’s how convention costs were cut a cool 40% when word 


came down: cut or else! Chopping-block operation was success— 


except for one little flaw. When budget went from $25,000 to 


$15,000, no longer was there any need for an exhibit manager. 


By JAMES P. KENNEDY 


YEAR AFTER YEAR I had worked 
on a $25,000 convention exhibit bud- 
get. This was for an average of 15 


* NEREM is Northeast Research and 
Engineering Meeting. WESCON is West- 
ern Electronic Show and Convention. 
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shows each year, ranging from 
NEREM*® in Boston to WESCON® in 
Los Angeles. They were all industrial 
shows—we sold no consumer products 
direct. Everything was for O.E.M. 
or distributors. 

Then, as lightning strikes, came 


7 CONVENTION- 
PERFECT! 


You and your group are assured of the most 
efficient attention, gracious service, and the 
ultimate in function facilities when you hold 
your convention or sales meeting at The 
Queen Elizabeth, Canada’s newest and finest hotel. 
Here are 15,000 square feet of exhibit space, 23 meet- 
ing rooms for up to 3,000 for meetings or 2,000 for 
banquets .. . and 1,216 spacious guest rooms, each with 
individually controlled electronic heating and air 
conditioning. 

Added welcome conveniences are the direct indoor 
connections to the garage (free to room guests), the 
Canadian National Railways Station and Montreal Air 
Terminal. Delegates attending conventions here will 
thoroughly enjoy their visit to Montreal, where British 
institutions and French traditions are delightfully 
blended. Plan now for your next meeting at Montreal’s 
most modern convention hotel. 


THE QUEEN ELIZABETH 


MONTREAL, CANADA (a C.N.R. Hotel) 
Donald M. Mumford, General Manager 
For information contact The Queen Elizabeth, Mon- 
treal, Canada—Telephone UNiversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 
ow 2 ttt...) Astoria, New York 22, N.Y.—Tel. MUrray Hill 8-2240. 
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AT YOUR SERVICE... the finest 


bd . 
@ 700 luxurious guest rooms and unusual suites convention, meeting 
@ Entire hotel 100% air conditioned 
@ Free color TV in every suite d b f ili + 
@ Free radio and TV in every room an anquet acl ities 


@750 car connecting garage + . 
@ Banquet service for 1,780 guests in the Ballroom in the Upper Midwest 


@ Ballroom conference facilities for 3,255 

@ 10 other conference rooms for 1,085 complete services 
@ 24,138 square feet exhibition space on mezzanine 

@ Escalator service to mezzanine 

@ Modern public address system and closed circuit TV to meet ALL your 
@ ALL convention facilities on one floor . 

@ FREE visual aids supplied requirements. 

@110 and 220 volt circuits 

@ Direct Dial telephones 


Most outstanding hotel and For information in other cities: 


convention facilities in Upper Midwest NEW YORK, N.Y. 
MUrray Hill 8-0123 


WASHINGTON, D.C. 
TOM FITZGERALD EXecutive 3-6481 
Hotel Radisson Sales Manager DETROIT, MICH. 


Telephone FEderal 3-2181 WOodward 2-2700 
Pa Teletype MP 423 
CHICAGO, ILL. 
MOhawk 4-5100 
ATLANTA, GA. 
MINNEAPOLIS JAckson 4-3486 


On 7th Street . . . in the Heart of Downtown Minneapolis 
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austerity. “Cut the convention bud- 
get to $15,000 without dropping any 
of the shows, or else.” That was man- 
agement'’s order. 

For the past four years, I had been 
keeping a fairly accurate record of 
costs as an aid to preparing the an- 
nual budget. As long as I could stay 
within about $1,000 of my annual 
estimate, no one complained. We had 
good shows with novel gimmicks from 
year to year as crowd stoppers. Now 
something had to be cut. An analy- 
sis of the cost figures disclosed some 
startling facts: It could be done! 


1. Freight costs were fantastic, even 
from a Chicago location. 


2. Bills from the display firm, while 
not too unreasonable, were on the 
whole very high. Higher than neces- 
sary. 


3. Real “pork-barrel” was in the 
hospitality room liquor and the “In- 
dustry banquet table,” often half 
empty or occupied by sales personnel. 


Soul Searching 


First step required some soul 
searching. We had in storage of the 
display house that made our exhibits, 
stuff that hadn’t been used in years. 
(Too good to throw away.) 

First step was to collect photos of 
old exhibits and relate these to dis- 

lays in storage. I discovered that 

lack-and-white commercially - made 
record pictures of our previous shows 
were wanting for lack of color. Some 
that I had made with a few flashbulbs 
and Kodacolor film with $3 color en- 
largements were much better records. 
We could save about $5 over black- 
and-white photos and have the more 
informative color. 

Our schedule called for one 20- 
foot exhibit and two or three 10-foot 
exhibits on the West Coast, where we 
had a warehouse in Los Angeles. Suit- 
able exhibits were selected for these 
shows and as the shows came up, 
these were sent there as permanent 
items, to be stored in our warehouse. 
This meant one freight bill. Arrange- 
ments were made with local exhibit 
display firms to make any necessary 
changes from time to time. A similar 
arrangement was made for our East 
Coast shows. This included a 30- 
foot display for the big Institute of 
Radio Engineers Show in New York 
Coliseum in March. However, by 
designing this in three sections, we 
could also serve our Boston and Phila- 
delphia shows, storing the material in 
our New York warehouse. There are 
excellent display firms in the New 
York area, ready and willing to make 
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any necessary changes or do repaint- 
ing. Their Union label met with ap- 
proval in this, their own balliwick. 

We have a few shows that shift 
their locale each year. National Elec- 
tric Sign Assn. and National Electrical 
Contractors Assn., really get around— 
Las Vegas, Miami, Dallas, Philadel- 
phia—you only know from year to 
year where the next one will be. 
Solution here was a backdrape of glass 
cloth with the company name silk- 
screened in repetitive pattern. A few 
rented tables for display of merchan- 
dise and a few signs, are all that are 
necessary for these sows. This ma- 
terial weighs less than 20 Ibs. and can 
be shipped via parcel post (insured 
for $300) quickly and conveniently. 
Product managers screamed, at the 
factory, but they couldn’t deny the 
economy of this simple solution to dis- 
plays at miscellaneous shows. 

We cut our local storage at the ex- 
hibit-display house to two basic set- 
ups that would accommodate one 20- 
foot booth or two 10-foot booths. 
These were for the Chicago shows, 
National Electrical Contractors Expo- 
sition, Midwest Electrical Industry, 
Electronic Industries Show and co- 
operative exhibits with distributors. 

Only logical way to curtail the hos- 
pitality room and “industry” banquet 
expense was to cut them out entirely. 
[ hated to eliminate this source of 
eight-year old Scotch for personal 
reasons, but at hotel prices of $18 a 
fifth, it had to go. Salesmen, who 
“had to take care of their favorite 
customers” were encouraged to take 
them out to dine, on the sales expense 
account, not the convention budget. 


Reward: No Job 


Gross savings were a cool $10,000. 
And do you know the reward an ex- 
hibit manager gets for this effort? 
“Yes, That was a fine job, Jim, but 
really we don’t need an exhibit man- 
ager any more. Sorry, old man, ex- 
ecutive austerity program you know. 
Hope you line up something good 
real quick. Goodbye.” 

Do you know anyone who needs a 
utility outfielder, who can handle ex- 
hibits, write publicity and tech man- 
uals or even fill in for the chief engi- 
neer as a pinch hitter? # 


inALUAUS 


for CONVENTIONS - CLUB - HOME 


LEIS, ORCHIDS, HULA SKIRTS, etc 


N & oRCcHAWAII——— >> 


| 7 Hq. 305 7th Ave., N.Y. 1, N.Y., OR 5-6500 
Br: 30 W. Wash. St., Chi. 2, Ill. AN 3-6622 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
¢ 840 seat Auditorium with 
Stage ¢ Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 ¢ 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool ° 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1961 
TO 1965. 


For information write or call 
Howard F. Dugan, Inc. 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 
or 
Jo Anne Burgess, Convention Secretary 


s 
Clifford R. Gillam, General Manager 


EXHIBIT shows Bell & Howell's first 16mm projector (second pedestal from left) against modern line. 


Exhibits Instead of ‘Spectacular’ 


When big plans for an elaborate product introduction had to be 
cancelled, Bell & Howell turned to exhibits and regional meet- 
ings to launch its new projector. It proved exhibit medium 


is top marketing vehicle. “Never experienced” such response. 


FULL VALUE of exhibits as market- year when the firm was forced by a 16mm sound projector to showings at 
ing vehicles was dramatically empha- time squeeze to switch from an elab- ecnventions and trade shows across 
sized to Bell & Howell Company this orate red-carpet introduction of a new the country. 


BELL & HOWELL’s C. P. Waters, Western audio-visual regional manager, conducts consumer meeting. 
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Up Gu COMPANY, INC.. 


12-12 3382 AVENUE, LONG ISLAND CITY 6, NEW YORK 
ASTORIA 4-1136 
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sure 
sign on Massachusetts’ picturesque North Shore 
of a New England’s most beautifully functional convention 


center and seaside resort . . . new olympic-size, heated 

successful swimming pool, new par-3, nine-hole golf course, new 
P health club and spa. All 12 luxurious meeting rooms, 
convention accommodating 10 to 1,000, are completely redec- 


orated and air conditioned. Modern exhibit space... 
convention hall seats up to 2,000 . .. parking for 600 
cars. Expert staff helps run every meeting smoothly. 


NOW OPEN YEAR ’ROUND 
write for free, 4-color convention brochure to: 
General Sales Manager or call: L¥nn 2-6500 


Teo get things a aay | have WUE fun 
COME TO POINT CLEAR, 
YOUR PRIVATE PLEASURE-LAND! 


© Home of Lakewood 
Golf Club, scene of 
network TV matches. 


Variety of meeting rooms 
© Magnificent pool, deep-sea cruisers 


Distinguished cuisine and service, plus luxurious comfort and the privacy of a 350-acre 
estate have established Grand Hotel as a favorite resort for discriminating quests. 
100% air conditioned. Add to these features the finest of meeting rooms and you 
have all the facilities you could ask for a successful, enjoyable meeting! Available 
all year, except March and April. 


Maximum 200 persons (120 double rooms and suites) 
For Convention Information Kit, write James M. Pope, Resident Manager 


GRAND HOTEL - #£=POINT CLEAR, ALABAMA 


Murray Stevenson, Vice President 
Owned and operated by Southern Industries Corporation, Mobile, Ala. 


EXHIBITS 


DID 990907, lf... you are 25 to 35 years of age 
sUtlES YOU . + » you have a background in the 
to consider EXHIBIT industry 


. you have the drive and deter- 


THE 2000-SEAT GREAT HALL | mination to succeed 


YOU may be qualified to represent a 


at the major exhibit manufacturer, who, due 

to plans for immediate expansion, is in 

P | C K- C 0 N G R FSS a position to create a future for the 
right man. Write Box 635, Sales Meet- 

CHICAGO ings, 1212 Chestnut St., Philadelphia 


1000 remodeled suites and rooms 7, Pa. 
Telephone HA-7-3800 « Teletype CG-648 | 


The projector, newest in the Bell & 
Howell Filmosound Specialist line, 
was the product of seven years of re- 
search and development that cost $4 
million. Packing light and sound of 
extra high quality and pee | into 
a unit that is 25% lighter than the av- 
erage sound projector, the company 
considers it the first major develop- 
ment in the audio-visual field since 
the advent of magnetic sound. 


Special Introduction 


It was decided that a product of 
this import would require a special 
introduction, and a full-dréss “owner’s 
dinner” was scheduled for holders of 
Bell & Howell A-V franchises in all 50 
states, who were to fly to Chicago for 
the affair. 

In addition, smaller-scale versions 
of this dinner were to be held sub- 
sequently to introduce the machine to 
representatives of industry, schools 
and churches in all parts of the coun- 
try. 

Then came a production snag and 
all plans fell through. By the time 
the situation was straightened out, 
there was not enough time to set up 
another round of similar affairs, so 
George L. Oakley, Bell & Howell di- 
rector of audio-visual sales, decided to 
launch the projector at trade show ex- 
hibits preceded by regional sales 
meetings. 

He chose this course because it was 
the fastest way to fill an urgent need 
—to get basic information on the prod- 
uct to dealers whose existing inven- 
tories were exhausted. At the same 
time, exhibits and trade shows would 
reach the same basic groups—indus- 
try, churches and schools—as_ the 
aborted round of dinner meetings. 


$2 Million in Orders 


Oakley’s reservations about this 
method of introduction through ex- 
hibits vanished when more than $2 
million in orders for immediate deliv- 
ery were written during the machine’s 
first two weeks of public exposure— 
before any dealer even had sales liter- 
ature or a demonstrator model! 

“It taught me a lesson,” Oakley 
comments. “I discovered that a top- 
quality product with total acceptance 
can be sold just as effectively through 
exhibits as through a ‘spectacular’ in- 
troduction.” 

The new Filmosound Specialist 
Models 540 and 542 occupy the cen- 
ter of attention on revolving pedestals 
in sleek new exhibits specially de- 
signed for Bell & Howell by M. G. De- 
sign Associates, Chicago. 

The company uses a 30-foot display 
tailored to church and school interests, 
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| and a 20-foot exhibit for the industrial 
i market. It also has 10 back-lit easel- 
4 type panels which it makes available 
f to dealers for open houses and other 
“ local meetings. 
: Supremely Suitable | \..., xine of Campaign 
)- ; 
. for SALES MEETINGS These displays are also the focal 
point for yet another Bell & Howell 
CONVENTIONS ° BANQUETS “first’—a dynamic new kind of sales 
campaign on the convention floor. 
A distinguished hotel - with Instead of relying solely on home- AD ‘ 
a gg age a office personnel to staff its exhibits, ray i ir PAN 
of a hi 2¢ it Bell & Howell augmented its field VI 
al nearest everything, wi f ith “h al > oO 
~ complete facilities for orce wit ome town talent. n 
. everything. the evening before the opening of a STAND ] 
of convention or show in which the com- 
0) Cl pany was exhibiting, all B&H audio- 
or aed visual dealers in the area were invited | A | ie) NAT | 
A K 8 to a demonstration and sales meeting A UU 
ns i 4 revolving around the new Filmosound ; 
b- Specialist 2 your men —in a large conven- 
8, ion hall or at a crowded exhibit booth — 
PHILADELPHIA These dealers then manned the] with Company Blazers by Saxony. Afford 
DIS B&H exhibit, scanning the crowd for easy identification. Assure consistently 
seal familiar faces and arranging for show- | smart appearance. Command more atten- 
4 % Luxurious Guest Rooms and ings to potential customers who had — P apeag Spieve fee caren tae 
vs Executive Suites previously expressed interest in a new tailored of quality fabrics in your choice of 
* Closed Circuit TV projector. outstanding colors. Monograms, or with 
ut, * Meeting and Functional Rooms Bell & Howell staff personnel were | your company emblem. For full details, 
up for 10 to 850 also on hand to handle technical ques- | Sd for brochure and swatches. 
so : ' tions and to aid the A-V dealers in 
DONAL, Maitre D 
od 1512 SPRUCE STREET © Kingsley 5-0100 their presentations. Dept. C, 230 CANAL STREET 
B. B. LEIDER, Managing Director If a visitor asked for literature on NEW YORK , N.Y. * Wo 2-6290 
ex- any of the products displayed, he was 
les Se | to fill out a form, giving his 
name and address and indicating the ane ee 
vas as item in which he was_ interested. | | = i] | | 
ed Ve pf, tar ; While the original request form was | || | 
od- ( ii ie Lgl Ni , forwarded to Bell & Howell headquar- ieee | | 
en- : ters for filling, the duplicate was sent | | Hd] Hi | | 
rr ST-TO-COAST CONVENTION HO to the prospect’s local A-V dealer for | | LL 4 yd | 
ul follow-up. riiii td] Ui tet | | | 
us- NEW YORK WT TET | 
the Hore (5 Cli ST a | | 
overnor Clinton i cemtiaiciialinds BRRAeaual 
7TH AVE. AT 31ST ST. lid} Mii 
A ste ~ qverything. 1,200 guest rooms. Jo And local audio-visual dealers made iy dy | | | 
autiful air conditioned function rooms for ve = AE = eee iHitb dd i | | 
10 to 500. Banquet service. Opposite Penn good use of their eens — LY Lt mL i” mA 
Station. PHONE: PEnnsylvania 6-3400. hibitors by conducting consumer y i E ¢ 
‘his TELETYPE: “WV 31-3202 Shows in their own areas after each L $ I 1 « 
€x- “- a8 convention closed. Una i l s N E VE 
$2 Bell & Howell encourages dealers to The Hollywood Beach Hotel/Golf 
liv- worCoronado 2 stage a roe ga ~ Club — in conjunction with Happi- 
ne’s LINDELL BLVD. AT SPRING company also takes an active part in he ‘ 
re— m in St. Louis. 18 newly redecorate planning and organizing each dealer aoe Travel oan seeming its 
ter- joned function rooms for 10 to 6 show and supplies trained personnel Plan-It-Yourself” Vacation Incen- 
ogee service. Midwest's as ‘ : : 
PHONE: JE: to help man the exhibits. tive Program, a revolutionary idea 
ley . ee George P. Myles, educational and that allows a sales executive to de- 
‘op- ' religious sales manager of the Bell & dian be. vers Gem vesutien inenative 
nce EXCELSIOR SPRINGS Howell audio-visual department, and 9 k y aerirys 
ugh MISSOURI Charles A. Musson, manager of A-V sibs Lage ew sanicatie Moms caging 
in- The Fims HOTEL industrial sales, have been largely re- sure-fire SALES STIMULANT! 
ee Sa SORES: AEG F lete ki ibi 
ONLY 28 MILES FROM KANSAS CITY sponsible for planning, organizing and it ¢ anatte SP Seating 
alist America’s foremost spa! 5 air conditioned executing this new marketing tech- F | > tives, merely write or call — 
en- function rooms. Banquet service. All sports. nique. BEN GETZOFF 
<u Swimming pool. Mineral waters, baths. ey rey , : : : ee 
tals PHONE: MEdford 7-2181 We have never experienced any- Manager/Incentive Division 
de- RD Be it thing even approximating the re- Happiness a Service 
De- sponse that I saw at these shows this © Genes Ser th anaes 
aig Oia , “ oe ee or “ROBBIE” ROBINSO 
engl Ds ia Myles. I think it's a com Vice President & General Sales Manager 
play bination of a dramatic new product Hollywood Beach Hotel/Golf Club 
ests, and a dramatic display.” Hollywood Beach/Florida/WAbash 2-1545 
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An ideal 
setting for 
conferences of 


25 to 100 


persons 


Completely Air-Conditioned 
all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 


between New York and 
Philadelphia 


Perfectly Situated 
adjoining Princeton University 
_ campus 


Excellent Facilities 
spacious private function rooms 


Experienced Staff 
to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 
overlooking Princeton golf 
course. Tennis 

Gracious Atmosphere 
Authentic Early American 
appointments 


For information, write or call Sam Stewart, 
General Manager. Telephone W Alnut 4-5200 


IPIBY LN | 


Princeton, N. J. 
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Bell & Howell has always consid- 
ered trade show and association ex- 
hibits extremely important to the com- 
pany’s industrial marketing program, 
Musson asserts. But this is the first 
time that an all-out sales campaign 
has been built around exhibits. “This 
is a unique way to meet personally 
thousands of our most important pros- 
pects,” Musson points out. 

Musson has led sales “task forces” 
this year centering around meetings 
of Advertising Essentials and National 
Sales Aids, in New York City; Ameri- 
can Society of Training Directors, 
Philadelphia; National Sales Execu- 
tives, San Francisco; Public Relations 


Society of America, Houston; Indus- 
trial Management Society, Industrial 


~ Audio-Visual Association and Nation- 


al Association of Purchasing Agents, 
all in Chicago. ' 

Myles has headed up similar opera- 
tions at shows of National Council of 
Churches, Green Lake, Wis.; National 
Education ‘Association, Atlantic City; 
Department of. Audio-Visual Instruc- 
tion, NEA, Miami; American Medical 
Association," New York City; National 
Catholic Education Association, At- 
lantic City; and regional meetings of 
the American Association of School 
Administrators in San Francisco, St. 
Louis and Philadelphia. @ - 


Tape and Telephone in Emergency 


SNOWBOUND speaker still talks on schedule, although some 
1,500 miles away. To kick off National Advertising Week in St. 
Paul, Minn., the local Advertising Club arranged for an after 
dinner speech by Max Banzhaf, board member of Assn. of National 
Advertisers and director of advertising for Armstrong Cork Co., 
Lancaster, Pa. But Banzhaf’s flight never got off the ground due 
to a snowstorm. In view of situation, club members tape-recorded 
his talk from the telephone. Club leased a direct telephone line 
from Lancaster, Pa., to St. Paul. Banzhaf spoke over the line as 
if he were actually addressing the audience. At the St. Paul end, 
the half-hour talk was recorded. At the appointed time, members 
placed a portrait of Banzhaf to dominate the speaker’s stand during 


the playback. 
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Popular Reprints 


Here are reprints of some of the most popular 
articles that have appeared in Sales Meetings. 
Single copy prices are shown. To order, simply 
check the reprints desired and mail with remit- 
tance to: Readers’ Service Dept., Sales Meet- 


ings, 1212 Chestnut St., Philadelphia 7, Pa. 


[}] HOW TO CLOSE SALES AT A 
TRADE SHOW — William Rados 20c 
16 tips on what it takes to sign more 
orders at your next trade show. 


[}] HOW CAN SO MANY GOOD 
COMPANIES DO SO POORLY? 
Ed Greif 20c 

Odds are 50 to one that your company 
misses the boat on most public relations 
opportunities at shows. Few tap the 
potential in publicity. Here’s how to 
improve your odds. 


{] WANT EXHIBIT RESULTS? ... 
SCHEDULE ’EM — Ade R. Floreen 35¢ 
Charts every facet of exhibit plans and 
operations. 


-} HOW TO SELL AT A CONVENTION 
WITHOUT SEEMING TO SELL 
Wm. Rados 20c 
38 ways to make more than just “con- 
tacts” at the next convention you attend. 


-] HERE'S HOW TO CASH IN ON 
SALES MEETINGS — Wm. Rados 15c 
For the alert salesman, ideas to help 
him make the most of the meetings he 
attends. 


{} BOOTH PERSONNEL POURING YOUR 
MONEY DOWN THE DRAIN? 
John T. Fosdick 15c 
Check of salesmen who manned exhibits 
at National Business Show reveals shock- 
ing lack of salesmanship. 


[}] WHAT YOU SHOULD KNOW ABOUT 
LABOR AT SHOWS 15c 
Labor conditions are not going to be any 
better inside the hall than they are out- 
side. Your show manager can do more 
than anyone else when you have a prob- 
lem. 
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meet with success 
at TOWER ISLE 


outstanding 
convention hotel 


You'll be glad you met at air-conditioned 
Tower Isle, the hardly conventional con- 
vention hotel in Jamaica, West Indies. 
Tower Isle offers every kind of facility for 
every kind of meeting. And when the day’s 
business is done, you'll find a world of fun 
at Tower Isle. Daytime events include 
swimming, sailing, tennis and cycling. 
Evening events include crab races, native 
floor shows, and dancing under the stars 
...all at no extra cost. Skin-diving, water- 
skiing, deep sea fishing, and golf at a 
nearby course are available (slight fee, 
but worth it!) 


For a meeting that’s out of this world, yet 
only a few jet hours away, come to Tower 
Isle. It’s the most unforgettable place 
you're likely to meet! 


TOWER ISLE HOTEL 
JAMAICA 


Represented by Utell International, Essex House, New York. 
Also Boston, Chicago, Dallas, Miami, Montreal, and Toronto. 
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SCALE model shows features of Industrias Kaiser Argentina exhibit. 


Diary of Exhibit for Argentina 


In 123 days, Kaiser has an exhibit ready for Argentina’s 150th 
anniversary exposition. Designs and plans made here; construc- 
tion by local labor. Exhibit is one of two to beat deadline. 


“ONE-TWO-THREE” may sound like exhibit project for Industrias Kaiser vised to completion the construction 


the most elementary steps in count- Argentina. of IKA’s 12,000 sq. ft. exhibit in 
ing. But it represents the number of In that time, Floats, Inc., El] Monte, Argentina’s 150th anniversary expo- 
days, 123, it took to complete a giant Cal., planned, designed, and super- sition now under way in Buenos 


a, ‘ke se 


- 


“ 
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IKA finds that brick is cheap form of construction here. 


PIGS in foreground are from Kaiser’s Disneyland exhibit. 
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“Now, that’s what I call service!” 


So do we! At HCA we believe the real difference projection equipment, visual aids, lights and props 
in hotels is the way people are treated. After all, set up when and where you need them. 
what is service but an awareness of people’s needs? Let HCA be your host for the next convention. 
HCA calls it personalized service. That means Tell us your requirements and we’ll put our “‘know- 
prompt, courteous attention to you and to every how” to work to help make your convention more 
individual in your group. successful. For information or reservations at any of 
You get the kind of service that arranges perfect the HCA hotels, contact your nearest HCA hotel 
seating, a P. A. system that functions properly, and listed below: 


THE PLAZA HOTEL ROOSEVELT THE MAYFLOWER EDGEWATER BEACH HOTEL 
New York, N. Y. New York, N. Y. Washington, D. C. Chicago, Ill. 
Phone: PLaza 9-3000 Phone: MUrray Hill 6-9200 Phone: District 7-3000 Phone: LOngbeach 1-6000 
PALM BEACH BILTMORE THE ROYAL ORLEANS HOTEL QUITO 
Palm Beach, Fila. New Orleans, La. Quito, Ecuador 
Phone: TEmple 2-1781 Phone: EXpress 5333 Phone: 30-300 
CHARTERHOUSE MOTOR HOTEL CHARTERHOUSE MOTOR HOTEL 
Cleveland (Euclid), Ohio Washington, D. C. — South 
Phone: ANdrews 1-0300 Phone: FLeetwood 4-4400 


Convention facilities will also be available at other Charterhouse Motor Hotels now under construct wn. 


Horext CorPoRATION OF AMERICA 


A. M. SONNABEND, President 
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Lovely Vanda orchids will bring the perfect 
*ouch of glamour and romance to your next 
convention or trade show. Create excitement 
with our orchid leis, orchid, woodrose and 
anthurium corsages. Write or wire today for 
complete brochures. 


DUnkirk 8-5106 
Flowers of Hawaii 


670 S. Lafayette Park Place 
Los Angeles 57, California 


YOU’RE ALWAYS [| 


a WWI? ar 


GULFMONT 


es 


BEN MILAM 
: HOUSTON 


Texas at Crawford 
CA 2-2241 


TWX HO-886 
Ideal for sales meetings 

Brazos at 8th Street 

GR 6-6461 

The FAIRWAY 
Motor Hotel 


COMMODORE 
t 
TWX AZ-59 
McALLEN pra 


PERRY 

AUSTIN 
Ideal for conventions 
in the Capitol City 


TWX MA-40 
ideal for resort conventions) 
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- South 10th at Wichita Fara : 
MU 6-2445 i 


~~ 
GULFMONT 
GUEST © 


Aires — a project which normally 
could have taken a year. “One-two- 
three” also represents the phases into 
which the project was divided. 

It all started June 22, 1960, with 
a meeting at Kaiser Center in Oak- 
land. Roger Tierney, president, Floats, 
Inc., met with Al deGrassi, director 
of advertising for Kaiser in the United 
States, and two of Industrias Kaiser 
Argentina executives who had just 
arrived from Buenos Aires — J. F. Mc- 
Cloud, IKA president and general 
manager, and J. C. Delaplain, IKA 


commercial director. 


Project of Vast Scope 


At this meeting, the scope of the 
project and the deadlines were out- 
lined. Scope was vast. IKA, as largest 
industry in Argentina, wanted to par- 
ticipate in the Sesquicentennial Expo- 
sition. IKA executives wanted their 
exhibit to tell an institutional story. 
They alsc wanted to present the many 
products and services of their opera- 
tions in Argentina. These include pas- 
senger cars (Kaiser, Bergantin and 
Dolphin), Willys ‘and Jeep commer- 
cial vehicles, army mule; industrial 
products such as welding equipment, 
pumps, and generators; story of man- 
ufacturing aluminum; engineering 
achievements on projects such as 
dams and refineries; story of the 
LASA-60 airplane being manufac- 
tured by the Lockheed-Kaiser affiliate. 

Kaiser had made the decision to 
house its display in a Kaiser aluminum 
geodesic dome. Next step was to take 
the many components and create an 
attractive, interesting exhibit—in time 
for the scheduled Oct. 22 opening of 
the exposition. 

On the evening of June 22, Roger 
Tierney returned to Los Angeles, 
where he met with members of his 
staff to program the basic approach 
for Phase I, which called for com- 
pletion of the entire design, plan and 
specification package for presentation 
at the =a offices in Buenos Aires on 
July 22, one short month later. 


Create Separate Team 


It was decided that a separate team 
would be necessary in order to meet 
this deadline. Following morning, 
there was a meeting of Floats staff 
and department heads. Every depart- 
ment went into action. Accounting 
department began to gather tax and 
financial data. Traffic department 
began to research customs problems 
and transportation details. Checks 
were begun on availability of mate- 
rials in Buenos Aires, social customs 
there, weather conditions, graphic re- 
production facilities, and the many 
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me HANOVER INN 
¢ MOTOR LODGE 


Hanover, N.H.- Tel. 410 
TWX - Hanover, N.H. 283U. 


EERE RRR 


business groups 
return regularly 


“Just far enough away for a 
close understanding.” Special 
group services for 15-150. 


convention, exhibit, school 
or conference. Transportation 
excellent by train, plane or car. 
Popular with businessmen, 


where 


For your meeting, clinic, 


engineers, medical and 
educational groups. 
Literature on request. 
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other details involved in general con- 
truction and exhibit production. 

In addition to Floats’ design staff, 
others were called in as consultants. 
On Friday, June 24, Clifford Nelson, 
architectural designer, assumed re- 
sponsibility of project manager. W. R. 
Williams, another architectural de- 
signer, was retained at the same time 
to execute all delineation for the ini- 
tial presentation so that the entire 
package would have visual integrity. 
Herb Rosenthal, industrial designer, 
was chosen to develop the master con- 
cept. He requested one day for dis- 
cussion with his own staff to be sure 
it could devote sufficient time and 
thought to this important assignment. 
Answer was “yes,” and Saturday 
morning the Rosenthal group became 
a part of the project. This completed 
the desired organization and put the 
whole program into motion. 


32 Specialists at Work 


This added up to 32 specialists in 
design, planning, engineering, writing, 
delineation, finance, purchasing, traffic 
and translation—working to a comple- 
tion deadline of Phase I in 24 days. 

In one week, by July 1, basic con- 
cept had been worked out and a 
preliminary quarter-scale model and 
sketches had been prepared. The 
Floats IKA team met on that day to 
check the design concept against 
facts which had been gathered by 
other departments. 

Probable weather conditions in Au- 
gust and September in Buenos Aires 
dictated a few minor changes in ex- 
terior configuration. Suggested con- 
struction materials—interior and exte- 
rior—had been kept in the basic cate- 
gory to avoid procurement problems; 
these generally matched the informa- 
tion which had been obtained about 
availability. Specifications and out- 
lines of the material to be presented 
on July 22 were discussed. The final 
go-ahead on all phases was initiated 

On July 8, completed floor plan, 
and plan and eleyation drawings for 
two of the 10 individual areas of the 
exhibit, were turned over to the de- 
tailing and engineering group. 

A list of all materials that would 
be needed for the presentation was 
prepared and the final scale model 
of the complete exhibit put into work. 


Master Plan Made 


A master plan was organized, to 
cover every facet of the total job—not 
only design and construction of the 
physical exhibit, but personnel, work- 
ing hours, uniforms for attendants — 
every conceivable detail which would 
be involved in operating the exhibit 
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HOTEL AND COUNTRY CLUB 
on the breeze-kissed Sound, Eastern Point,Groton,Conn. 


HAVE MORE FUN—GET MORE DONE 


New England's famous resort . . . the ideal choice for your 
next sales meeting or convention. Outstanding accommodations, 
with special rates, between May and September, 

for groups of 10 to 700. 


All guest rooms have been beautifully renovated. 
Exhibit space FREE!—available to convention groups 
without charge. 


Unsurpassed sports and recreational facilities, including ; 
our famous 18 hole Shennecosset Golf Course and club house, 
Olympic pool, tennis courts and children’s playground. 
You'll never forget the thoughtful service of our staff of 


convention experts . . . so all-important in guaranteeing 
a smooth running, successful convention! 


Call or write for 
Color Brochure 
and Rates. 


MILTON SCHLOSSBERG, President 


OVERHEARD AT LOS ANGELES AIRPORT: 
~ We’re meeting at 
7 The Beverly Wilshire /” 


The first choice for every import- 
ant meeting . . . a wonderful b‘end- 
ing of incomparable facilities in- 
cluding the Cotillion Room accom- 
modating more than 350 persons 
. .. the Stanhope Room for smaller 
groups... the Penthouse and Cali- 
fornia Suites for executive confer- 
ences . . . substantial space for 
exhibits . . . all fully equipped and 
air-conditioned. And for open-air 
appeal there's our pool-side ter- 
race. You'll agree that The Beverly 
Wilshire is 

“Best in the West" 

&) for all functions. 


For full details, write or call: Sales Department 


BEVERLY WILSHIRE 


Wilshire Boulevard, Beverly Hills, California, CRestview 5-4282, TWX: BV 6644 


IN NEW YORK: 
The Gotham, 5th Ave. at 55th St. 


The Stanhope, Sth Ave. at 81st St. Mat Ld Stile 
ON UPPER SARANAC LAKE, NEW YORK: 
Saranac Inn EVELYN SHARP PRESIDENT 
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OMAHA 


e 
| 140 miles 


\ \ 


HOTEL FORT DE 


Our outstanding accommodations—combinedwith Des Moin 8's cén- 
tral location and‘completé facilities—assuré you of A successful busi- 
ness convention or‘sales meeting: *TéWa’s leadin: \ 
® 425 attractive modern guest room 
® All rooms~air-conditioned a 


je 4 
®_Accommodatiéns-for..groups from 10 to 1,000 
@ Free TV and radio—closed circuit TV 


MILWAUKEE 


362 miles 


e 


—o 


I Wy zs 


Y 


restige hotel. 


@ Unlimited parking space in conjunctigot >. 


206 miles 


“A ROBERT W. STANLEY, Sales and Convention Manager 
JOSEPH E. WHALEN, General Manager 


363 miles\g 


Convention favorite 
of middle America HOt@l Savery « 


S 
a 
SS 


pm Des Moines 


=i Y 


Successful conventions are the pride of 
the Savery . . . long lowa's finest, now 
lowa's largest hotel @ 3 large ball- 
rooms; 11 meeting rooms @ Experi- 
enced convention staff @ Finest 
Food @ Closed-circuit TY ©@ 425 
guest rooms; air conditioned; radio and 
TV in all rooms. © Plenty of adja- 
cent off-street parking © Two blocks 
to Veterans Auditorium. 


You'll feel at home aft the 


SAVERY 


- «+ @ friendly Boss Hotel 


PAUL E. LEFTON 
General Manager 


S invites you 
to consider 


THE 1500-SEAT BALLROOM 
at the 


PiCK-NICOLLET 


MINNEAPOLIS 
Many new function facilities 
Telephone FE 3-3177 « Teletype MP-33 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


4 Name Badges, stick on any Gar- 
ment. No pins or buttons. 


FIRM MAME 


GOES HERE ONLY 5c Each 
KEN MORRISON matinee 
. . . less 6e each 
3 inch Circle, Square or 
\ day service. 
copy. Guaranteed. 


FREE SAMPLES — Glad to send them 
Order from Frank D. Jackson, 


JACK-BILT, 906 Central St., Phone Vi 2-5068 
Koasas City. Me. 
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during the five months of the expo- 
sition. Working drawings for each 
area, with dimensions shown in meters 
were completed. All copy was trans- 
lated into Spanish. 

The presentation was ready. And 
just as Cliff Nelson was ready to leave 
for Buenos Aires, word came that 
IKA President McCloud was on his 
way back to Oakland and the meeting 
would be held where the project had 
started a brief month before—at Kaiser 
Center. 

July 25: Presentation — and com- 
plete approval by Kaiser. July 27: 
Nelson really left this time-for Buenos 
Aires, to stay until the project was 
completed. This was beginning of 
Phase II — evaluation of the project 
at the site, selection of contractors, 
resolving final construction details. 

Since only McCloud and Delaplain 
had seen the design, first step in 
Buenos Aires was to meet with others 
in the IKA organization and go over 
the entire project in detail with them. 

With IKA people, Nelson visited 
the site of the exposition—300 acres in 
beautiful Palermo Park, located in the 
heart of Buenos Aires. Area to be 
occupied by the Kaiser exhibit was 
just inside one of the main park en- 
trances. 

There were discussions about con- 
struction materials and procedures, 
labor requirements, selection of ven- 
dors. A coordinated plan had to be 
worked out so that while the dome 
was being erected and the big job of 
electrical wiring done, all possible 
work could be done on the construc- 
tion of exhibits to facilitate final in- 
stallation and completion of the proj- 
ect. 


Few Changes Made 


Few changes were made in exhibit 
design and specifications as presented 
by Floats. Instead of a stud wall, it 
was decided to use common brick, 
which is more readily obtainable there 
and much less expensive. 

Instead of a poured slab floor and 
approaches, 18” square pre-cast ce- 
ment tile was substituted. There is a 
great shortage of wood in Argentina 
and most construction is with cement; 
yet there are limited facilities for 
pouring cement. 

Selection of vendors was of prime 
importance. It was necessary to find 
suppliers in the graphics field — art- 
work, photography, printing, lettering. 
Then there were the many items of 
material to be obtained. For example, 
in the overhead pattern alone, there 
were more than five hundred light 
fixtures, which had been specially de- 
signed by Herb Rosenthal. A supplier 


was found who would make these fix- 
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The WANDERER 


on 
Fabulous JEKYLL ISLAND 


Former Playground 
of Millionaires 
on the Golden Isles 
of GEORGIA 


600 Air-Conditioned Rooms 


Meeting rooms from 


20 to 2500 


NEW CONVENTION HALL 
Seating Capacity — 2500 
On the Atlantic Ocean 


LARGEST INDOOR POOL 
in the Southeast 


Championship GOLF COURSES 


Experienced Convention 
Know How 


Write or Call: 
JOHN ASTARITA 


The Wanderer 
Jekyll Island, Georgia 
NEptune 5-2211 


INSEE Ww 


Convention Facilities 
at the Midwest’s Finest 


ROCK 
LODGE 


The new $100,000 Starved Rock 
Room is specifically designed to 
accommodate group meetings of up 
to 125 people 


Its equipment is the most modern 
available—including spotlights, 
blackboards, lectern and a complete 
public address system. 


Luxury rooms; delicious food; quiet, 
relaxed atmosphere. Only 2 hours 
from Chicago, by rail or car. 


For full information write: 
Convention Co-ordinator 
Starved Rock Lodge 
Starved Rock State Park 
Utica, Illinois 


or phone Chicago office: 
MOhawk 4-5100 


Bring your own 


ae 
SAVE! liquor. We'll supply 
@ setups and service 
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tures, and deliver a few every day. A 
photographer was selected to take 
location shots for the graphic panels 
and to take daily progress shots at the 
site (total of more than 200 shots in 
all). 

With construction details resolved 
and contractors selected, Phase III, 
supervision of construction and instal- 
lation of the finished exhibit in Buenos 
Aires, got under way — with 81 days 
remaining before the scheduled open- 


ing date. 
Built in Winter Season 


Construction period was during 
Buenos Aires’ winter season. It was 
cold, with much wind and rain, but 
this didn’t seem to affect seriously 
the progress of the work. 

Labor was made available through 
Kaiser engineers. Workers arrived by 
public transportation every day at 
7:30 a. m. and worked untill 4:30, 
p- m. with an hour for lunch. In- 
stead of carrying a lunch like we do 
in the States, they carry raw meat 
(or buy meat from a neighborhood 
store), which they barbecue and eat 
with wine. This, plus a brief siesta, 
and they're ready for a good after- 
noon’s work. 

Those working on the job were 
very helpful and extremely interested 
in the project, though some of our 
construction procedures were quite 
different from those they were used 
to. 

Because the municipal electrical 
system was already badly overloaded, 
especially during evening hours, it 
was necessary to install a special 
power plant for the IKA exhibit. The 
power plant consisted of Kaiser 6- 
cylinder engines with five 30-watt 
Lansing generators. This produced a 
flood of light, inside and out, which 
the local people found fascinating. 


Schedule Maintained 


As with any project of this size, 
there were problems and delays, but 
somehow the schedule was main- 
tained, and on Oct. 22—123 days 
after the initial meeting in Oakland— 
the dome with its 12,000 square feet 
of exhibits was complete. Only one 
other exhibit, U.S. Atoms for Peace 
display, was completed by that time, 
necessitating a postponement of the 
exposition’s opening. 

They were 123 days of exciting 
challenge for everyone associated with 
the IKA project—rewarding because 
the exhibit was completed on sched- 
ule and because it proved a success- 
ful venture for IKA. @ 
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Excobive House’ 


Newest, finest downtown hotel. 
Creative design makes a perfect 
setting for your conference. 


Meeting rooms accommodate up 
to 200. Drive-in parking. Fine 
restaurant, bar, coffee shop. And 
a very handy location! 


For details, write or call 
Jos. P. McGovern, General 
Manager. AD 2-7000. Or | 
contact Utell Intl., 160 

mt. Pk. So., N. Y. 19. 


ulCulive 
At Scott Circle, N.W 
WASHINGTON 5, D.C 


(tt 1S€ ‘ 


The Southwest’s Greatest 
CONVENTION 
ACCOMMODATIONS 

Zu 


~ 

a) An entire floor of meet- 

< ing rooms (one of which 
EZ seats 1500); resort at- 
mosphere with in-town 
4\ convenience; superla- 
E tive food in a choice of 
restaurants ; free in-and- 
out parking; year 
around air-conditioned- 
all with business-bud- 
geted European plan 
rates. 


Great for Groups — the 
Southwest's most com- 
plete facilities for group 
meetings, conventions, 
etc., any time of the 
year. Write for color and 
Convention Brochure. 


HOTEL 


Westward Ho 


PHOENIX, ARIZONA 
An Associated Federal Hotel 


Represented by—Glen W. Fawcett, Inc., Los 
Angeles, San Francisco, Portland, Seattle, Dallas 
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Budget Changed, 
What Do You Do? 


You've been given 25% more money to spend on exhibits for next 


year. How do you use it? Or, suppose you must trim 25% from 
your exhibit budget for 1962. What gets cut from your plans? 


Here’s what executives would do with revamped budgets. 


YOU'RE in charge of exhibits for 
your company. Suddenly your boss 
calls vou in and says, “Burt, in view 
of business conditions expected next 
vear, we want to increase our exhibit 
budget 25%.” Then again, he might 
sav, “We want to cut our exhibit 
budget by 25%.” In either case, what 
would you do? Although situations 
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are hypothetical, answers to these 
questions can provide some insight as 
to where an exhibit manager puts the 
emphasis. 

Some exhibit managers of national 
comparties were asked these ques- 
tions. As can be expected their re- 
plies varied, but some common de- 
nominators were apparent. Over- 


all, more exhibit managers indicated 
they would participate in more shows, 
with more money; less shows, with 
less money. 

Solutions as to how these execu- 
tives would fashion their activity, 
after an increase or decrease, pro- 
duced a check list of 10 things that 
can be done with more money and 
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10 ways to cut costs. (See box that 
accompanies article.) If budget was 
cut, some relate, they would apply 
stiff vardsticks to make sure every 
show “earned its way,” so to speak. 
Nearly all indicate that the quality 
of an exhibit in a show should not 
suffer. Most say that they would 
rather cut shows than quality. 

Some reacted to the suggestion of 
a budget cut and showed themselves 
to be most human. They would 
fight for everv cent cut-back before 
they would say, “OK J.D., Ill work 
up a new schedule.” Here is what 
men in charge of exhibits have to 
say: 

One company queried would cut 
some shows based on a_ thorough 
study. “If my budget were going to 
be cut, I would naturally go into 
fewer shows. I would examine each 
show carefully with regard to audi- 
ence and location. Audience would 
have to represent as many actual 
users of our products as possible. In 
other words, I would not consider a 
show purely from the prestige angle. 
On the matter of location, I think I 
would be inclined to favor cities that 


have a decent labor situation,” says 
M. I. O'Connell, exhibit manager, 
Minneapolis - Honeywell Regulator 
Co., Wellesley Hills, Mass. 

If budget was to increase, more 
shows and special handout literature 
would be on the priority list of this 
company. O’Connell adds, “At pres- 
ent, our budget does not allow for 
regional participation. With more 
money, I would have more literature 
printed. Frequently, we have to 
make brochures too broad to be effec- 
tive. More money would mean 
printed advertising handouts beamed 
to particular audiences at shows.” 

Union Carbide Corp., New York 
City, assigns a budget for each show 
based on its value of the company. 
Everything in regard to that show 
must be tailored to that total figure, 
according to D. G. Stewart, manager, 
exhibits division, public relations de- 
partment. He savs, “Proper choice 
of shows and the correct evaluation 
of the worth of each show will arrive, 
in each case, at a permissible bud- 
get. Obviously the design, construc- 
tion, transportation and _ installation 
and related costs will have to be tail- 


ored to fit the budget. Since the tre- 
mendous factor in the cost of trade 
shows is the manning by sales and 
technical personnel, I have personally 
preached the doctrine of smaller, 
more definitely pointed, yet flexible 
exhibits manned by fewer people. 
In this way, we can cover more sales 
area than we are many times able 
to do. This may seem somewhat con- 
fusing, but I believe that my job as 
exhibit manager involves marketing, 
and the proper return per dollar ex- 
pended coupled with the typical 
problems of nuts, bolts and content.” 

One yardstick by which exhibit par- 
ticipation is evaluated is reported by 
Scott Paper Co., Chester, Pa. Burt 
B. Roens, industrial marketing man- 
ager, reports these questions would 
guide his thinking on a matter of a 
budget increase or decrease: “(1) Are 
we in all the shows we should be in? 
(2) Are we spending enough on the 
design, construction, and showman- 
ship aspects? (3) Are we providing 
enough imagination in our literature 
and giveaway programs? (4) Are we 
providing adequate booth attendants 
and follow-up stimulation? (5) Are 


What They'd Do with Budget Change 


Here are things company exhibit managers 
say they might do, after a careful evaluation, 


in displays. 


if there were any budget change: 


If budget increased .. . 


1. Go into more shows, more regional shows 
to develop new markets or penetrate old ones 


10. Increase use of miniature product models 


If budget were cut .. . 


1. Eliminate 


shows that are on company 
schedule for prestige purposes only. 


2. Favor cities that have good labor situation. 


Sy 
more deeply. 

2. Print special literature directed to specific 3. Cut down shipping costs. 
markets. Improve direct-mail campaigns to pre- 4, 


promote exhibits. 


3. Show more of company’s products. 
4. Assign additional manpower at booths. 


5. Develop and build better exhibits, design- 


6. Train booth personnel in salesmanship, 
marketing, better control and follow-up of show 


leads. 


Lower staff transportation and freight costs 


with use of local men and products from local 


stocks. 


alternate years. 


5. Eliminate hospitality suites. 


6. Drop marginal shows and regional shows 
that give a minimum of prospects. 


7. Reduce booth sizes, or schedule show 


7. Build more traveling exhibits. 8. Arrange cooperative displays with other 


8. Budget for more semi-permanent portable 


displays. 


9. Use more action, demonstrations in ex- 10. Build more 


hibits. 


ci ympanies. 


9. Build smaller; manned by fewer men. 


flexible exhibits to reduce 


need for modification. 
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Now More than Eer- 


A CONVENTION CITY 
UNDER ONE ROOF 


y to a half million dollar 
program of reconstruction and 
refurbishing, the ever-popular 
Palm Beach Biltmore now be- 
comes the nation’s most suitable 
and enjoyable meeting site. 
Among the innovations are: 

1. A great new Convention Hall 
with a seating capacity of 1,000. 
2. A sparkling new main Din- 
ing Room. 

3. A modern Coffee Shop. 


4. An intimate Bar and Cocktail 
Lounge. 

Add to this the matchless 
attributes of the Palm Beach 
area...a complete, self- 
contained “‘Convention Center’’ 
with every modern facility and 
equipment... personal attention 
to every detail of planning and 
execution ... quick, easy access 
to Palm Beach’s renowned di- 
versions and shopping areas... 
and it’s evident why it is in your 
best interests to hold your next 
meeting at the Palm Beach 


Biltmore . . . at rates lower than 
you'll pay at sites with fewer 
advantages. 


For rates and availabilities 
call the Sales Department of 
any HCA Hotel below, or write 
directly to Bob Golbach, Assis- 
tant General Manager. 


PALM SF, yy 
BEACH \ y 


HOTEL CORPORATION OF AMERICA 


CRatt FOND oc ciasictvasicavasasitdunesseeie The Plaza 
OO TED cvincdstcciveccaccnvinates Hotel Roosevelt 
WD ci cesccccueuucnndocneaas The Mayflower 
GND wekccccccccaveuved Edgewater Beach Hotel 
INI oc vidnséccccccicezccassecense eee 
SUN GEE vc cacvaccenstesueus The Royal Orleans 
POE NE onccns coocvccavans Palm Beach Biltmore 
Quito, Ecuador, S.A. .................Hotel Quito 
London, England ............... The Carlton Tower 


San Juan, Puerto Rico ...E1 Miramar Charterhouse 
GLEN W. FAWCETT ASSOCIATES 


OD ether cs cccvessareuscaenededs 211 Evray Street 
Re EE Scnccivccxeceenus 510 West Sixth Street 
By SOUND 050 ch ccticcrverens 1029 Russ Building 
DED ichnadisvenisetel 726 Joseph Vance Building 


De 
o . aT 
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we providing proper training and in- 
centive for outstanding booth man- 
power and performance? (6) Have 
we provided the tools for show evalu- 
ation?” 

To these questions he adds, “Na- 
turally, our present trade show pro- 
gram was the result of going through 
this process of analysis. If I have 
more money to throw against a bud- 
get, I would consider items two 
through six of prime importance. In 
other words, I would rather do a bet- 
ter job with what I have than spread 
the money thinly over many shows.” 
Converse of these questions provides 
a basis to evaluate any cut-back. 
Roens continues, “As far as a budget 
cut is concerned, I would conduct the 
same analysis to determine which 
would be the better: (1) to cut down 
on items two through six, or (2) cut 
out participation completely. 

F. J. Mischo, manager, business 
shows department, International 
Business Machines, New York City, 
reports his company uses a similar 
approach to that of Scott Paper. With 
such an approach, any activity as a 
result of a budget increase or de- 
crease tends to regulate itself. 


Traveling Exhibits 


Traveling exhibits would certainly 
figure in any budget increase, says 
W. C. Bonardi, exhibit manager, 
B-I-F Industries, Providence, R. I. In 
answer to a budget cut, he adds, “I 
would review entire schedule includ- 
ing regional shows. Then proceed to 
classify each in order of importance 
to sales activity. One that ranked at 
the bottom of this list would be de- 
leted and so on up the list until the 
percentage cut was reached.” Bonardi 
is against any general straight line 
cut. He believes, “I very definitely 
would not cut individual shows or 
projects by 25%, for I feel that reduc- 
ing the budget in this manner de- 
feats each exhibit, which is the show- 
case of the company.” 

SKF Industries, Inc., Philadelphia, 
reports any cut in its exhibit budget 
would in turn cut exhibit activity. 
“However, other areas which would 
be considered are use of less space 
and re-use background material in all 
shows temporarily,” says F. W 
White, advertising manager. “Con- 
versely, with more money to invest, 
we would probably consider more 
seriously shows whose audiences rep- 
resent new markets or markets we 
wish to penetrate more deeply. We 
might decide to do a more ambitious 
job in those shows already sched- 
uled.” 

With a budget increase, “the prob- 
lem is to protect coverage in “busi- 


ness shows’ and simultaneously ex- 
pand into other directions,” remarks 
H. B. Clark, sales promotion man- 
ager, Dictaphone Corp., New York 
City. “If I were asked to reduce our 
trade show budget, I would drop out 
some of the larger, e ive pres- 
tige- expositions and concentrate 
Me a pi. ing more efficient shows 
that deliver a greater volume of live 
leads per dollar. With an increase, 
I would intensify our trade show sup- 
port with diversification and enter 
proportionately more exhibitions 
tailored to help market some of our 
new systems and products designed 
to serve new markets.” 

For Owen-lllinois to increase the 
budget would be a matter of making 
a careful study and applying any in- 
crease to the best advantage. As 
for a decrease, C. W. Meyers, man- 
ager, exhibits d t, offers: 
“There are a ie sa of ways you 
can hold the line on costs. (1) Re- 
furbish exhibits already owned. (2) 
Cut down on space costs and re-se- 
lect areas to be displayed in conven- 
tion sites. (3) Shrink the size of your 
exhibits. (4) Construct cheaper dis- 
plays. (5) Just have a lounge type 
booth. (6) Cut the manpower attend- 
ing conventions. (7) Watch the costs 
of entertainment. (8) Use prefabri- 
cated display units, which cut down 
costs of installation, electrical and 
service at the various conventions in 
which you exhibit.” To these pos- 
sible money-savers, he adds, “I be- 
lieve a company that does not have 
the facilities that I do, would experi- 
ence more difficulty in cutting a bud- 
get than I would. We have our own 
workshop, artists and layout design- 
ers, spraying equipment and electrical 
personnel within our exhibit depart- 
ment.” 


More National Shows 


More national shows and traveling 
exhibits would be part of any in- 
creased program at Georgia-Pacific 
Corp., Portland, Ore. Its sales pro- 
motion manager, E. L. Kimball, re- 
ports, “If the exhibit budget was up 
25%, I would enter several national 
shows which I feel would be a bene- 
fit to our Plywood Division. In ad- 
dition, I would build several new 
traveling exhibits which we would 
spot regionally throughout the coun- 
try. Additions would account for 
15% of the proposed 25% increase.” 

With Georgia-Pacific a budget cut 
is not an academic question, it actu- 
ally happened. Kimball relates what 
he did: “We originally had a budget 
to build a ‘cube’ exhibit for two 
shows, National Assn. of Home Build- 
ers and National Retail Lumber Deal- 
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Chicago’s more than ever a wonderful convention town hall are served by a direct elevator to, handle heavy 
now that the new Sheraton-Chicago is open with its equipment and exhibits. Other function rooms for 15 to 
unsurpassed luxury convention and exhibit facilities. 1500. Beautiful 13th floor swimming pool, complete 
Guest rooms for 1100, a magnificent grand ballroom air-conditioning, 3 inviting restaurants. Choicest loca- 
that accommodates 1700 for meetings, 1400 for ban- tion on beautiful Michigan Avenue with Drive-In Motor 
quets. The ballroom and 15,300 square feet exhibition Lobby and registration desk. Book your convention now. 
Lioyp B. CARSWELL, General Manager MIke D. KE Ly, Sales Manager 
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NOW OPEN FOR YOUR BEST CONVENTION: The new Sheraton-Chicago Hotel 


SHERATON 


® 
the proudest name in 


HOTELS 


For Reservations by 
the new 4-Second 
Reservatron or 
Direct-Line Teletype 
st 


(the Ambassador) 
Sheraton-Atlantic 

Sheraton-Russell 
BosT 


Sheraton-Plaza 
WASH 


t 

heraton-Carlton 
heraton-Park 
PITTSBURGH 

Penn-Sheraton 
ALTIMORE 
Sheraton-Belvedere 
*Sheraton-Baltimore Inn 
PHILADELPHIA 


heraton Hotel 
PROVIDENCE 
*Sheraton-Biltmore 
SPRINGF 


, Mass. 
*Sheraton-Kimball 
*Sheraton Motor Inn 
ALBANY 
*Sheraton-Ten Eyck 
ROCHEST! 

*Sheraton Hotel 


UFFALO 
*Sheraton Hotet 
SYRACUSE 
Sheraton-Syracuse inn 
BINGHAMTON, Wi. Y. 
*Sheraton Motor inn 
WwoORC! 
Sheraton-Bancroft 


MIDWEST 

CHICAGO 
Sheraton-Blackstone 
Sheraton-Chicago 


Sheraton-Cadillac 


*Sheraton-Cleveland 
CINCINNATI 
*Sheraton-Gibson 
ST. LOUIS 
Sheraton-Jefferson 
HOM. 
*Sheraton-Oklahoma 
JAHA 
*Sheraton-Fontenelle 
AKRON 
*Sheraton Hotel 
INDIANAPOLIS 
*Sheraton-Lincoin 
FRENCH LICK, ind. 
*French Lick-Sheraton 
RAPID CITY, S. D. 
*Sheraton-Johnson 
SIOUX CITY, iowa 
*Sheraton-Martin 
*Sheraton-Warrior 
SIOUX FALLS, S. D. 
*Sheraton-Carpenter 
*Sheraion-Cataract 
EDAR . lowa 
*Sheraton-Montrose 
SOUTH 
LOUISVILLE 
*Sheraton Hotel 
*The Watterson 
DALLAS 


*Sheraton-Dalias 
HOUSTON 
Sheraton-Lincoln 
(Opens Spring 1962) 
NEW ORLEANS 
Sheraton-Charles 
MOBILE, Alabama 
*Sheraton-Battle House 
WEST 
SAN FRANCISCO 
Sheraton-Palace 
LOS ANGELES 
Sheraton-West 
PASADENA 
*Huntington-Sheraton 
egon 
*Sheraton-Portland Hotel 


HAWAII 

HONOLULU 

*Royal Hawaiian 
*Princess Kaiulani 
*Moana 

*SurfRider 

CANADA 
MONTREAL 
*Sheraton-Mt. Royal 
*The Laurentien 
TORONTO 

*King Edward Sheraton 
NIAGARA FALLS, Ont. 
*Sheraton-Brock 
HAMILTON, Ont. 
*Sheraton-Connaught 


OVERSEAS 
ISRAEL 


TEL AVIV 
Sheraton-Tel Aviv 
"Free Parking 
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1 
20 Storiss of 
pape 
l a 
12th ST. at BALTIMORE 
KANSAS CITY, MO. 


You're Welcome! 


Luxurious meeting rooms ac- 
commodating up to 300 avail- 
able for large or small groups. 

Every effort made to insure suc- 
cessful & comfortable meetings. 


In Heart of Downtown 
Kansas City 
Completely Air Conditioned 
500 Rooms 
TV and Radio 


| Block from Auditorium 


Teletype TWK 333 
Telephone GR 1-5020 
Ray Maher—Sales Manager 
Write for Brochure 


WHERE 
BUSINESS 


MEETINGS 
ARE A 
GENUINE 
PLEASURE! 


DUDE RANCH & COUNTRY CLUB 
OCEAN SPRINGS, MISS. 


featuring the 


Meeting Accommoda- 
tions for 200 


SECLUDED YET CONVENIENT 


So secluded folks can’t stray from meetings 
yet complete facilities offer wonderful fun 
between meetings and after hours. 


18-hol if course, fishing. swimming pool 
hevecback siding. tennis, shuffleboard and othe 
sports ... plus wonderful meals... ail in 
claded in one low rate, $13 to $16 per person 


Write or phone for complete intormation on 
BUSINESS MEETING FACILITIES 


Dick and Gladys Waters, Proprietors 


Phone—Chicago, NAtional 5-8200 
Ocean Springs, TRinity 5-4211 


HOTELS 


for a different meeting! 


La Fonda 


IN OLD SANTA FE, NEW MEXICO 


The Uloarade 


IN ALBUQUERQUE, NEW MEXICO 


EL TOVAR, BRIGHT ANGEL LODGE 
AND YAVAPAI LODGE, ARIZONA 


Death Ualy worms 


FURNACE CREEK INN AND FUR- 
NACE CREEK RANCH, CALIFORNIA 


Write to Manager or: 
Fred Harvey, 530 West 6th Street, Los 
Angeles 14, California. MAdison 17-8048 
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UNIQUE 


Pennsylvania’s Largest 
Convention Resort 
... high in the Poconos 


2200-acre scenic mountaintop 
resort, designed for groups. 
Luxurious accommodations 
for 1000. Modern meeting 
halls in spectacular lakeside 
setting. Championship golf, all 
outdoor recreation plus special 
features—at your door! 
Sure-fire combination for your 
next meeting—big or small. 
Found nowhere else, yet so 
close to New York and Phila- 
delphia. 


Poconos 
Tamiment, Pa. LUther 8-6655 
BEN JOSEPIISON, Managing Director 
N.Y. Office—7 E. 15th St. AL 5-7333 


ers Assn. We had estimated the cube 
booth construction costs at approxi- 
mately $15,000. Then came the or- 
der to cut our budget. We cancelled 
plans for this exhibit and proceeded 
as follows: (1) We decided to use 
our present 30-ft. exhibit. (2) We 
realigned the position of three, 10-ft. 
units. We constructed a dramatic 
new element to use the cube area to 
good advantage. This element had 
motion and dramatic lighting. (3) 
New element enabled us to retain the 
cube area and to exhibit effectively 
with an expenditure of about $3,000 
in new construction costs. (4) Now 
that we had the unit revised, we may 
use it several more times in the cube 
form, as it was very effective at Na- 
tional Assn. of Home Builders, in 
January.” With this revised plan in 
new construction, Georgia-Pacific 
saved better than $10,000 over orig- 
inal budget or about 25% of initial 
budget, according to Kimball. 


More Manpower 


Additional booth manpower, cus- 
tomer entertainment, and better di- 
rect mail are items Crown Zellerbach 
Corp., Western Waxide Div., San 
Leando, Calif., would think about if 
budget was increased. “I would 
recommend that the additional funds 
be placed towards bringing additional 
manpower to the convention and 
then using this additional manpower 
towards an improved program of cus- 
tomer entertainment,” says Warren 
E. Townsend, manager, advertising 
and sales promotion. “Additional 
funds would also enable better cre- 
ative planning on direct mail to pre- 
sell our prospects and customers on 
visiting our booth and _ hospitality 
room prior to convention.” 

In a situation where the budget was 
reduced, Townsend savs, “I would 
recommend that we withdraw from 
one out of every four of the conven- 
tions in which we now participate. 
I personally do not believe that you 
should exhibit at a convention unless 
vou have a working exhibit that at- 
tracts people and projects your cor- 
porate name in a quality atmos- 
phere.” Shows to be _ eliminated 
would be the one out of four which is 
now considered marginal by the com- 


pany. 
Wouldn‘t Change Anything 


Fresh viewpoint from the general 
trend of replies was given by Auto- 
lite, Toledo, O. Company would not 
change its activity if a budget in- 
creased 25%. “I don’t think I would 
do anything different than I am doing 
presently, because this amount would 


SALES MEETINGS/Part I1 SALES MANAGEMENT 


Call, 


CC USE OS ai 


id 


eral 
uto- 
not 
in- 
yuld 
ping 
ould 


-NT 


nord et sud 


Search where you will, you'll 
have a hard time finding as 
charming a spot as Mont Tremblant 
Lodge for your next meeting! 
Here, at the foot of the 
Laurentians’ highest peak, is a 
complete French-Canadian village 
with every facility, every service 
to delight your delegates. 
Comfortable accommodations 
for up to 300 persons... an 
experienced staff to handle all 
details .. . a wide variety of 
meeting rooms at your 
disposal . . . delicious food. 


In winter or in summer there is 
every opportunity here for work 
and play at one of the most 
famous resort clubs in the Americas. 
Rates are surprisingly modest, 
and your inquiry is 
respectfully solicited. 


oY “Wort 
Lodge- 


80 miles 

north of Ctut & 

Montreal Mont Tremblant, P.Q. 
Canada 


Gerald Coleman, Sales Mgr. 
Telephone: St. Jovite 425-271! 


AND BUSINESS TOO... 


At the Roosevelt Hotel you'll dis- 
cover the happy mixture of busi- 
ness and pleasure ... 

we plan it that way. 

Excellent meeting facilities for 20 
to 700 persons ... over 300 room 
accommodations and a staff of 
service-wise personnel spell ef- 
fectiveness and satisfaction for 
your meetings. 

For your hours of leisure... 
Jacksonville offers a wide variety 
of pleasures. Nearby beaches, 
swimming, fishing, historic spots 
and gay night life . . . all this 
and business too. 


@ FREE RADIO AND TV 
© AIR CONDITIONED 


gosevelt, 


y @ YY 2k 
JACKSONVILLE, FLORIDA 


Call, write /R. B. Neighbors, Vice Pres. & Mgng. Dir. 
Pe wire: / Gloria M. Frary, Director of Sales 
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just about take care of some of the 
additional costs and excess charges 
in the exhibits themselves. Installa- 
tion, wiring and handling seem to be 
getting higher all the time.” In view 
of a budget cut, L. J. McGrady, di- 
rector of shows and exhibits, adds, 
“We would simply have to reduce our 
expenditures on some _ individual 
shows or eliminate a show or two 
from our schedule.” 


More Money Into Design 


Booth design and more shows are 
uppermost in the minds at The Gen- 
eral Fireproofing Co., Youngstown, 
O., when an opportunity to increase 
budget arises. “One of our first in- 
clinations would be to put a bit more 
money into design and appearance of 
our booths to further our image- 
building program. We'd also empha- 
size more merchandising effort. At 
the same time, we would plan to at- 
tend more shows in which we have a 
stake in the market. On the other 
hand, if the budget was cut 25%, we 
would cut one trade show, and pos- 
sibly reduce another show to a pri- 
vate-suite showing,” says J. A. Saund- 
ers, manager, furniture sales. 

Crucible Steel Co. of America, 
Pittsburgh, reports an increase would 
be used to build new exhibits for 
company’s trade show schedule, ac- 
cording to T. M. Rutter, manager, 
promotion. Along similar lines, Oza- 
lid Div. of General Aniline & Film 
Corp., Johnson City, N. Y., reports, 
it “would develop more semi-perma- 
nent, portable displays that would be 
assigned to branch offices, but that 
could be easily used in local and re- 
gional shows.” Company would al- 
so develop better contro] and follow- 
up of show leads. It would sample 
larger groups of people to measure 
actual response and interest of show 
audiences. Another aspect company 
might consider, with an increased 
budget, is to add smaller displavs for 
demonstrations or models of products. 
Company would undertake to train 
salesmen as show staffs. (Salesmen 
are not always natural showmen.) 
Final consideration would be to par- 
ticipate in more shows. “These pos- 
sibilities are generally in order of im- 
portance,” says Walt Berthold, man- 
ager, shows and exhibits. 

He reports that he would cut costs 
in the following areas under a re- 
duced budget situation: (1) lower 
shipping and_ staff transportation 
costs. (He would limit equipment in 
exhibits to available demonstration 
models in show area. He would use 
a local staff in booths); (2) drop mar- 
ginal shows or switch to participation 
in them every other year; (3) reduce 
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Conventions and sales incentive 
‘meetings, for 
instance, at the 


_ONIMARIRE 


Miami Beach’s newest oceanfront 
hotel. Excellent accommodations, 
banquet facilities, display areas, 
meeting rooms. Ideal for 
after-hours recreation: pool, private 
beach, health club, fabulous food. 
Neighbored by the Eden Roc and 
Fontainebleau. Special rates 
for groups of 10 to 200. Write for 
Convention Information Kit. 
HENRY (HANK) PHILLIPS, Director/Sales 
STERLING LaVINE, General Manager 
MONTMARTRE HOTEL . 
OCEANFRONT, 47th to 48th STS. 
MIAMI BEACH, FLORIDA 
Phone: JEfferson 2-1731 
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ELDON FRYE 
Box 475, Del Mar, Calif. 
one of the LARGEST 


CONVENTION HALLS 
IN THE MIDWEST! 


q @ 
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12,000 sq. ft., pillar-free Convention / 
Exhibition Hall seats 1200, has own truck 
entrance, full facilities. 


OHARE INN 
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Just 2 minutes north of O’Hare Airport, 
next to Illinois Tollways, 16 minutes 
from Loop via Northwest Expressway. 


OHARE INN he 


provides 32 acres of resort-atmosphere 
... swimming pools. . . air-conditioning. 
Closed circuit TV in every room makes 
the entire motel your meeting area. 


For full information, 
contact Ray Williams, General Manager 


OHARE INN a 


Mannheim and Higgins Roads ® Des Plaines, Ill. 
VAnderbilt 7-5131 © TWX: Des Plaines 131 
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size of booths, or arrange for cooper- 
ative displays with related manufac- 
turers or services. 


Look into Smaller Exhibits 


Lester Dittersdorf, manager, ad- 
vertising, sales promotion and public- 
ity, Lily-Tulip Cup Corp., New York 
City, outlines this program if budget 
was increased: “I would go to the 
markets that we have neglected be- 
cause of budgetary limitations and 
see if we can’t exhibit in a modified 
manner. I would next look into the 
situation of our smaller exhibits to 
see if we can't increase their use. 
Thirdly, I would investigate the ef- 
fectiveness of all our exhibits. This 
third point would include research as 
to the display itself, proper sales par- 
ticipation and merchandising at con- 


ventions.” 

In the event of a cut-back, he says, 
“I feel that we would drop out some 
of our smaller conventions. I do not 
believe I would tamper with our ex- 
hibits and our more important mar- 
kets such as dairy, packaging and 
vending shows.” 

If a budget cut came W. F. Man- 
thei’s way in the exhibit department 
at A. O. Smith Corp., Milwaukee, he 
would use “more interchangeable ex- 
hibits among the divisions with a 
minimum of modification.” In ad- 
dition, “we would build more feature 
items which could be used in several 
successive shows.” Whereas an in- 
crease might result in a program that 
might use “more action, models, 
greater or premium ce, or more 
elaborate material in the same num- 
ber of shows,” says Manthei. 
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Denes with conventions in mind, 
Puerto Rico’s newest and finest resort hotel 
has rooms to provide just the right accommodations 

for groups of 700 people or more. 


Only six air hours from New York... four from Miami. 


Write to Hotel La Concha, San Juan, Puerto Rico or 


BB re deral Hotels 


Mercantile Securities Building, Dallas 1, Texas 


Associated 


JOHIN B. MILLS, Chairmon of the Board 


SAN JUAN / PUERTO RICO 


TO SELECT GROUPS FROM 16 TO 600... 


For a truly different, more productive meeting or convention, plan yours 
within the privacy of the spacious 15-acre Roney Plaza—the most con- 
veniently located Miami Beach convention hotel. 


The Roney’s unique facilities are conducive to tensionless meetings. . . 
freedom from noises... absence of neon and commercialism. Instead, subtle 
architecture and magnificence in the air conditioned suites and rooms, exhibit 
and meeting rooms, even outdoor meetings can be arranged. There are 
acres and acres of relaxing enjoyment .. . the expansive (3 blocks long) 
ocean beach .. . racing size swimming pool . . . vast tropical gardens 

... the rare-to-find tennis courts and putting greens... superb 

cuisine ... And famed Roney Plaza personalized hospitality. 


For complete information and exclusive.location benefits 

(within walking distance of Miami Beach Exhibition Hall and 

Auditorium ...in the very center of every attraction) 

write Armando W. Castroverde, Director of Sales. 
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Traveling Exhibit: 


Ohio Bell's top man believes a company president should not be 


an old-fashioned parlor—used for weddings and funerals. He 


travels all over his state to 


travels with him. Later it’s 


OHIO Bell Telephone Co., Cleveland, 
traveled its annual exhibit presenta- 
tion around the state again this year 
to explain “state of the company.” 
Although its traveling exhibit was de- 
signed for inter-company talks, pres- 
entations turned out to be a publicity 
gem. Company President Walter S. 
Sparling calls this annual presentation 
his “medicine show.” He mans the 
exhibit personally in an initial 14-stop 
tour to reach some 4,000 company 
supervisors and the press (newspapers, 
radio and television). He believes the 
people have a right to know about 
Ohio Bell. 

Purpose of this third annual exhibit 
tour is to give people a behind-the- 
scenes peek at the company’s earn- 
ings, plans, progress and hopes for 
the future. Sparling does not give a 
canned presentation. Reporters cover 
the actual talks to company employes. 
(No separate press conference is held 
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give non-canned talks. Exhibit 


used for fairs, shows, schools. 


to give the news medium a different 
message.) He answers reporters’ ques- 
tions. He is interviewed on radio and 
TV. This year’s initial tour resulted 
in almost 90 newspaper pieces that 
are known. Company estimates that 
between three and four million peo- 
ple were exposed to talks through 
4 4 2 according to Norman C. Treadon, 
public contact manager-displays. Se- 
cret to this publicity coverage is that 
Sparling gives information. 

In answer to how Sparling feels 
about a drummer-president, he says, 
“I do not feel that a president of a 
large corporation should be like an 
old-fashioned living room parlor — to 
be used only for weddings and fu- 
nerals.” It is easy to see why the 
exhibit tour appeals to him. Tour 
gives him a chance to explain com- 
pany policy and goals to his super- 
visors, and the public indirectly. In 
addition, tours provide an excellent 
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PRESIDENT’S prop is 44-ft. 
modular exhibit (in 4 x 5 ft. 
sections), it travels with Wal- 
ter S. Sparling for talks to 
employes, public and press. 


President's Prop 


opportunity to provide him with some 
first-class feedback. 

Ohio Displays, Inc., also of Cleve- 
land, designs the annual traveling 
exhibit. Stanley Coole, shop super- 
intendent for Ohio Displays, says, 
“We like this job every year because 
it is so fascinating and such a chal- 
lenge.” Company has designed and 
built displays for Ohio Bell since the 
Great Lakes Exposition late in the 
1930's. 

Exhibit, used as a giant prop for 
Sparling’s talk, is a 44-ft. modular 
arrangement. Made in five by four 
ft. sections, exhibit is mounted on 
legs two feet high. Sections allow 
for easy shipping and elasticity when 
being set up in hotels for presenta- 
tions. 

Ohio Bell ships exhibit to presen- 
tation sites by truck. Since sections 
are uniform, they can be padded and 
placed inside van with a minimum 
of difficulty. Company reports it takes 
four men, two hours to set up the 
exhibit for the president’s talks. 

Five basic stories are told in the 
modular exhibit. First section is five 
ft. wide, which deals with switchin 
calls. It tells how calls which u 
to be manually connected by opera- 
tors in the old days are now handled 
electronically. These automatic de- 
vices cut down the time it takes to 
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Getting out a big crowd, and sparkiny 
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meetings, smal! meetings, Interconti- 
nental Hotels know the secrets of suc- 
cess. With business efficiency for 
business hours. And a raft of fun for 
after hours. Plus all the local color a 
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nental Hotel around the world. 
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ing service to make your next group 
meeting an unqualified success. 
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CINCINNATI'S LARGEST 
CONVENTION 4 


HOTEL 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 
C1-559 


SHERATON 
ste “GIBSON HOTEL 


Telephone 
MAin 1-6600 
Teletype 


MEET 
‘WITH 
SUCCESS: IN... 


Convention County : 


SULLIVAN COUNTY 


NEW YOR K 


Sullivan County, the targest and most com- 
plete’ resort area in the world, is only 90 
minutes from-N.Y.C.. via Super Highways. 
More than 350 Hotels to. choose from for 
your Convention, Sales Meeting, Training 
Seminar or Incentive Plan Holiday. 

There’s every conceivable facility for mixing 
fun and business: Golf Courses Galore, In- 
door & Outdoor Swimming Pools, ‘thousands 
of feet_of exhibit space, meeting rooms 
with all_facilities for every type and size 
group, horseback riding, fishing, boating, 
banquet rooms, all convention equipment 
and. services. 

Write for Details and Dates 


‘CONVENTION. BUREAU 
‘SULLIVAN COUNTY 
' HOTEL ASSOCIATION - 


Sf \, 184, BROADWAY, MONTICELLO, N'Y. 
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handle a single call. This up-to-date 
equipment connects 92,000 calls per 
minute. 

Next story takes up two sections to 
explain about space communications. 
This part of exhibit displays a work- 
ing model of the Echo satellite. Model 
is used in a working demonstration 
by the president to explain its func- 
tion in future world-wide communi- 
cations. Early this year Federal 
Communications Commission author- 
ized A.T.&T. to operate experimental 
radio stations for an earth-satellite 
study. Sparling’s primary point on 
the subject is that this means of com- 
munication is being developed by 
private industry. It is not govern- 
ment financed nor coming out of the 
public’s pockets. 

Another five ft. section reveals an 
aid to the handicapped. Section ex- 
plains through pictures and a demon- 
stration how an artificial larnyx en- 
ables speechless people to talk on the 
telephone. Mechanism produces 
sounds over telephone lines from the 
mere mouthing of words of the handi- 
capped. Artificial larnyx costs Ohio 
Bell $40 to produce and is sold at that 
price. Treadon says, “Company makes 
no profit on the apparatus.” 

Two sections provide an actual 
working demonstration of a data 
processing machine, which enables 
any telephone line to become a means 
to transmit any type machine-origi- 
nated data. Equipment allows a large 
quantity of information to be fed into 
a data machine for hours and then 
be sent along normal telephone lines 
in a matter of minutes. 

Final two sections show the new 
home inter-phone system, now avail- 
able to the public. Sparling operates 
system to show how it is used. A 
small speaker is mounted near each 
telephone in a house. Two special 
buttons are used to direct messages 
inside the house. When buttons are 
not placed in the “on” position, out- 
side calls are made as normal. A 
two-way talking system can be placed 
at the front door to speak to bell 
ringers without family members ac- 
tually coming to the door. This part 
of the modular exhibit was an out- 
and-out commercial. 


Touch of Everything 


Exhibit had a touch of everything. 
It encompassed automation, future 
and space, humanitarian achievement, 
something for industry and a new 
development for the home. Exhibit’s 
wide scope in themes was bound to 
give something of interest to every- 
one. 

Notoriety from this initial tour has 
built a demand for Sparling’s talk. 
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hand. Just one hour's drive north from 
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For free illustrated booklet and full DS } 
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More recently he has given the ex- 
hibit presentation to such groups as 
the Mahanoy Valley Regional Plan- 
ning Commission in Youngstown. He 
has scheduled talks with civic groups 
in various cities during the balance 
of the year. 

When Sparling is not using the 


exhibit, it becomes a tool for the pub- 
lic relations and sales promotion de- 
partments of Ohio Bell. Exhibit has 
been booked for fairs, schools, open 
houses, shopping centers, civic events, 
and local service clubs to get addi- 
tional mileage out of company’s in- 
vestment in this traveling exhibit. 


“AISLE is employed as walk-through area,” says Berm Studios, Inc., designer 
and builder of exhibit for International Resistance Co., both of Philadelphia. 


Walk-Through Exhibit 


Now More Popular 


More show managers relax rules in favor of some exhibits that 


use cube area of booth. Walk-through design isolates visitor 


momentarily from rest of show; allows him to see more products. 


By L. T. WARD, JR. 
Design Director, Berm Studios, Inc.* 


UNTIL comparatively recently, most 
exhibits at more than 4,000 trade 
shows held throughout the U. S. each 
year have been little more than elab- 
orate billboards. They lacked cubic 
architectural content which limited de- 
sign potential. 

Basis for this limitation has been 
the rather stringent space restriction 
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as set by show managements—particu- 
larly the limitation on depth of an ex- 
hibit from front to rear. Actually, the 
stand taken by show management had 
been a valid one. Small exhibitors had 
to be assured that they would not be 
dominated by giant companies with 
over-powering structures. Inexperi- 
enced exhibitors had to be exposed 
gradually to the values of trade shows 
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and the advantages of larger invest- 
ments in effective displays. 

Recently, with growing awareness, 
even by small exhibitors, of trade 
show benefits, it is not so difficult for 
show management to sell space. This, 
coupled with increased demands for 
less restriction in show rules, has in- 
duced many show managers to allo- 
cate some space where the entire cube 
of the area may be used for an ex- 
hibit. Very desirable upshot has 
been that exhibitors and designers are 
being given more freedom—a new 
dimension in which to work. 

We believe this new principle in 
exhibit design for American trade 
shows will grow, because it makes ex- 
hibits truly three-dimensional—they 
are “walk-through” exhibits, not just 
“look at” displays. This design con- 
cept is used extensively in European 
exhibit halls. It is creeping into 
American shows. 

In the recent Institute of Radio En- 
gineers Show at the Coliseum, New 
York City, for instance, a few exhib- 
itors took advantage of the walk- 
through design. 

Walk-through exhibits have several 
positive advantages over traditional 
backwall exhibits. First, and perhaps 
most important, they have the effect 
of channeling show-goers into the ex- 
hibit. This isolates them momentarily 
from the rest of the show. The show- 
goer is literally surrounded by the 
products and services being offered by 

the exhibitor. He is “on the inside” 
physically, and he tends to become an 
active pé art of the exhibit, rather than 
an impersonal onlooker in the general 
show crowd. As participant instead of 
spectator, the show-goer psychologi- 
cally becomes more receptive to pre- 
sentations, feels more free to ask ques- 
tions. 

Secondly, the physical depth of the 
exhibit allows the designer to incor- 
porate such attention-getters as water- 
falls, steps, pools, rock gardens, and 
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the like. In this age of mammoth 
trade shows, the need to capture the 
eye of the show-goer, to stop him, be- 
comes increasingly important. And 
the designer can do infinitely more 
architecturally than he can with the 
backwall exhibit. 

By intelligent use of structures, the 
designer can make traffic flow through 
the exhibit smoothly, can avoid the in- 
evitable mob scene in front of the 
backwall booth. 

The classical “maze” effect, in 
which numerous aisles are used, is also 
patently feasible with this walk 
through exhibit. The designer can al- 
so employ color, texture, form and 
contrast to better advantage. 

Third advantage of the walk- 
through exhibit is one of exposure. 
Because of increased depth, the ex- 
hibitor can positively double the quan- 
tity of products he can show, without 
giving any impression of cluttering. 
Thus, while the truly three-dimen- 
sional walk-through booth generally 
will cost slightly more to construct 
than the “billboard” booth, the former 
is measurably more economical than 
the latter in terms of cost per actual 
foot of usable space. 

Admittedly, the walk-through ex- 
hibit demands more research, more 
consultation between exhibitor and de- 
signer, than does the “billboard” type. 
Because the American show-goer is 
not used to the depth exhibit, he may 
be more prone to tripping over steps 
(perhaps a ramp might be safer), 
bumping into structural risers (make 
them conspicuous and easily recog- 
nizable), and other such ‘physical 
hazards. Care must be taken there- 
fore to make the walk-through exhibit 
so functional, so free from structural- 
flow deficiencies, that the show-goer is 
able to move freely through whatever 
aisle system is used. 

The walk-through exhibit should be 
planned carefully with show manage- 
ment, to insure that the design being 
considered does not conflict with the 
facilities, layout of the exhibit hall, 
and show regulations. # 
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IN THE HEART OF CHICAGO 
YET OUT OF THE LOOP! 
THE DRAKE 


Luxury on the lake costs no more 


We wonder how many thousands of Drake guests have paused beside our unique lobby fireplace. With its 
gently burning logs, it portrays the warm spirit of hospitality that sets this Distinguished Hotel apart. 
Facilities? 4 spacious meeting rooms accommodate up to 800. 16 committee rooms for groups from 12 to 300. 
700 guest rooms—all air-conditioned. Plus, of course, famous Drake specialty dining rooms and cocktail 
lounges. And the final unique touch— personal attentions from the Drake’s trained staff turn wishes to 
commands. At the Drake the traditions of innkeeping are still in keeping. 

If you’re attending an exhibit at Chicago’s great new Convention 

Hall, make The Drake your personal headquarters. We’re only 


9 minutes away—just up Lake Shore Drive. 
DICK FLYNN, VICE PRESIDENT—SALES 
H. B. RICHARDSON, ASSOC. DIRECTOR 


LAKE SHORE DRIVE AND 
SUperior 7-2200 « CHICAGO 11, ILLINOIS 


77, 198) 


UPPER MICHIGAN AVENUE 
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PHOTOS show the four corners of an aisle intersection used by Owen-illinois at AMA National Packaging Exposition, Chicago. 


Owens-Illinois Corners “Market’’ 


Company takes four corners of aisle intersection at Packaging 


Show. Each division has its own booth, similarly designed. 


Success of experiment this year prompts same plan for ‘62 show. 


TECHNIQUE of Owens-Illinois 
Glass Company in employing four 
corner booths to display products of 
its four major operating units at the 
recent 30th AMA National Packag- 
ing Exposition in Chicago was based 
primarily on marketing principles. 

In using the corer booths, the 
company departed sharply from its 
practice of using a single display area 
in which to exhibit the products of 
its various operational units. 

Owens-Illinois is one of the few 
companies that has exhibited in the 
Packaging Exposition continuously 
since the show’s inception 30 years 
ago. 

Major O-I units which occupied 
the four booths were Closure & Plas- 
tics Division; Glass Container Divi- 
sion; Kimble Glass Company; and 
Paper Products Division. 

Marketing representatives of the 
four units felt that use of the four 
corner areas gave the company the 
opportunity to make a more dramatic 
presentation to the thousands who 
visited Chicago’s new exhibit hall, 
McCormick Place. Other important 
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considerations which guided the mar- 
keting people were: 


1. Establishing further the cor- 
porate identity program of O-I which 
was initiated in 1953. 


2. Better identification of O-I with 
the various products which it pro- 
duces. 


3. Greater convenience for exposi- 
tion visitors in identifying O-I’s oper- 
ational units. 


4. More efficient representation by 
O-I personnel manning booths where 
they were able to handle inquiries 
with dispatch. 


5. Ability to better display more 
products of each of these major O-I 
units with particular emphasis on 
newest developments. 


In an effort to establish a close 
family identity, the four display units 
were almost identical in appearance. 


They were constructed with a spe- 
cially matched walnut veneer in a 
natural handrubbed finish. Con- 
trasting color was stark white. 

The company used the theme “new 
things to keep coming from skilled 
Owens-Illinois hands” as an over-all 
message for each booth as it at- 
tempted to tell the story of its con- 
tinuing research program. 


Four Months to Make 


Four months in the making, the 
booths require in excess of 2,300 
manhours of work by expert designers 
and skilled cabinet workers employed 
in the O-I Display Department. The 
four exhibits were shipped by way of 
van to expedite installation and per- 
mit easy and quick ingress and egress 
to McCormick Place. 

Constructed as modular units, they 
can be used singly or in a combina- 
tion in future company exhibits. An- 
other feature of the structural phase 
of the booths was the over-all wiring 
which enabled the booth attendant 
to control the lighting with one 
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Where you 
CAN 


mix business 


with pleasure 


Whether you’re ten or a thousand, plan to get 
away to a spot where you can buckle down when 
there’s buckling down to be done . . . let loose 
and relax when the day’s work is over. And re- 
member, it’s hard to resist a convention call when 
you offer delegates the chance to get away from 
it all, to Caribbean sun or gay Mexico City. 

Get the full convention story on any of these fine 
hotels from the Sales Division, Hilton Hotels 
International, The Waldorf-Astoria, New York 
22, New York—Telephone MUrray Hill 8-2240. 


...check these Hilton 


International Hotels 
first... 


ae a Oe 


IN THE HEART OF MEXICO CITY... 


For meetings of from 40 to 350. 
All 400 rooms are air-conditioned 
and overlook the most fashion- 
able section of the city. For an 
unforgettable pre- or post-con- 
vention trip, visit the nearby Las 
Brisas Hilton in Acapulco. 


£ Qt ltow 


IN THE GLAMOROUS REPUBLIC OF PANAMA... 


SAN JUAN 


CONRAD N. HILTON, PRESIDENT 
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Some of the most progressive 
organizations have turned to El 
Panama Hilton for their conven- 
tions. Serving up to 1200 persons, 
this beautiful hotel has its own 
tennis courts and pool. 


PUERTO RICO + U.S.A. 


For groups of 10 to 800. Com- 
plete seclusion, plus facilities for 
all sports, and exciting night life 
of San Juan. 450 air-conditioned 
rooms. En-route, visit the Virgin 
Isle Hilton at the free port of St. 
Thomas, U. S. Virgin Islands, 
only 25 minutes away by air. 


trimidoad Ailtew 


ON THE FABLED ISLE 


Interesting, new hotel for meet- 
ings of 10 to 450. Built into hill- 
side overlooking city and harbor 
of Port-of-Spain. All 261 guest 
rooms and meeting areas air-con- 
ditioned. Ballroom and two din- 
ing rooms for business sessions. 


HOTEL CARRERA 


IN BEAUTIFUL SANTIAGO + CHILE 


Famous hotel now Hilton oper- 
ated. Convention facilities for 450 
in four dining rooms and roof- 
garden ballroom, 400 luxury 
rooms and suites, plus magnifi- 
cent presidential suite in pent- 
house. Open-air swimming pool 
on 17th (top) floor. 
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and 
still 


HILLSBOROUGH COUNTY, FLORIDA 


Let’s-get-down-to-business!"’ That's the kind 
t here that is bette ittendance at 
und the kind Tampa 


rse. whe time for play, 


that assures a successful meet 


s Chamber of Comn 


if you really mean business... 
MEET IN TAMPA! 


A Unique and Convenient 


Setting For 
ae Business Conferences 


ak, 


RESORT AND YACHT CLUB 
On Chesapeake Bay 
near Chestertown, Md. 

Telephone: Chestertown 1100 


1100-acre resort-estate with 
private airport, yacht basin 
with 85 slips. Only 3 hours 
New York, 2 hours Washington 
or Philadelphia, 1144 hours 
Baltimore. 100% air-condi- 
tioned meeting rooms for 
groups of 20, 50, 130; guest 
accommodations for 140. 18- 
hole championship golf course, 
pool, skeet shooting. Excellen 
food, cocktail lounges. 


WRITE 
Edward Roberts, 
Managing Director, 
Box 218, 
Chestertown, Maryland 


BOOTH in 1947, also at Packing Exposition, is less cluttered, less busy. 


EXHIBIT in 1954 is larger than previous two and gives ¢ 


switch connected to one electrical 
outlet. 

Company representatives feel that 
the acceptance of the 1961 arrange- 


pany more i ct. 


Pp 


ment was so successful that they have 
already applied for a four-corner set- 
up in the 1962 Exposition which will 
be held in New York’s Coliseum. @ 
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Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100 - Teletype: CG 1387 


MAY 


19, 


gee 


erie ALL ROOMS AND a 


AIR-CONDITIONED TOO! 


The Sherman has added 10,000 square feet to its 
EXHIBE’S “ye already large convention exhibit space. The total ts 
now 50,000 square feet . . . all on one floor and all 
air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 


single-floor convenience isn’t all. The Sherman also 


FL oO offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 


@ 1,501 redecorated rooms, all air-conditioned. 


@ Radio in every room—TV in many. 
—% FO PUT ALL YOUR @ World-famous restaurants: The Porterhouse, offering 
ee wonderful steaks— Well of the Sea, seafood flown fresh 
PEOPL: MBER daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
the smart Celtic Grill and Cocktail Corner are long- 
time favorites of Chicagoans and visitors. The Coffee 
Shop and the Snack Bar provide excellent meals quickly. 
e@ The Sherman is in the heart of Chicago’s shopping, 
R F theater, and financial district. 

ro ] e@ Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive... no waiting for de- 

livery when you leave. 


Danny Amico, Vice President and Director of Sales, backed bar 
by highly qualified staff, is on hand day and night to attend 

to all your convention requirements. For help in planning 

your next convention, phone, wire or write Danny. 


Chicago’s Most Convenient Hotel _ mee we 
COMPLETELY AIR-CONDITIONED = ......55 28 


1961 
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scenes appear real. You can expect to see a great 
deal of it at the New World’s Fair because of 


it’s universal appeal. It was popular at ‘39 Fair. 


By SANTO VITALE 
President, McArthur-Vitale Displays, Inc. 


ASK A HUNDRED PEOPLE what 
they remember of the 1939 New 
York World’s Fair. Answers may vary 
some, but most popular attraction 
always noted is General Motor’s Fu- 
turama, city of the future in 1960! 

What you might not know about 
this miniature city is that it was not 
a true diorama. It was simply a scale 
model of a city. It used a great deal 
of space so that the audience was far 
enough away to give the exhibit a 
bird’s-eye view effect. 

If this wasn’t a diorama, what is? 
A diorama is a three-dimensional rep- 
resentation of any subject that uses 
“tricks” of perspective, materials, 
color, lighting, sculpture and often 
motion, to create a realistic illusion. 
It is not a scale model. 

Although GM’s Futurama was a 
scale model, the effect achieved was 
the same as a diorama because of 
great space used and big budget for 
special effects. 


Illusion of Space 


* The dioramist (diorama artist) works 
with a limited amount of space, and 
creates the illusion of unlimited space. 
He focuses your attention on a spe- 
cific object by magnifying, exaggerat- 
ing or accenting it. He combines 
many crafts: design, painting, sculp- 
ture, lighting, animation, sound, even 
odors. He excites your inner emo- 
tions. 

With his techniques and know-how, 
the dioramist can produce almost any- 
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What's Diorama? 


True diorama uses “tricks” of perspective to make 


AUTHOR works on a dio- 
rama. 
exhibit with perspective. 


Diorama is a 3-D 


thing in a diorama. A viewer in a 
properly designed room or hall can 
be made to feel small, giant-like, or 
looking down from a skyscraper roof 
at ant-like people below. He can 
create the effect of looking out inta 
cosmic space or into a deep mine, or 
under the sea a mile below. He can 
produce volcanos, surging surfs, flying 
rockets, soaring planets — recreate the 
past, produce present or future — all 
through the magic of diorama. 


Hundreds at Fairs 


Hundreds of such dioramas, that 
range in size from a hat box to a 
block long, were exhibited in major 
exhibit buildings at the New York 
and San Francisco World’s Fairs. 
These are but a few: 


U. S. Federal Hall—Dioramas of all 
sizes to depict government operations 
in American life. 


U.S. Steel Building — Diorama to 
show story of steel production. Blast 
furnace literally spumes hot flames 
and sparks followed by other dio- 
ramas to show use of steel at home, 
office, etc. 


Railroads on Parade — Largest rail- 
road diorama model, a 40-minute 
show, with scale model trains going 
through a typical day’s operation. 


New York State Bldg. — Dozens of 
dioramas with largest of Niagara Falls, 
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In it, “Maid of the Mist” (boat) moves 
dangerously close to Canadian Horse 
Shoe Falls and finally fades and dis- 
appears into the mist. 


Pylon and Perisphere “Democra- 
city” — Diorama of “The World of 
Tomorrow.” Fair visitors step on a 
revolving, floating platform, look 
down on an idealized city and sur- 
rounding countryside that fade into 
the distant future. In the sky above, 
with use of projectors, men of all 


nations, Americans, Europeans, Chi- - 


nese, Africans, Russians, march shoul- 
der to shoulder to a better world! 


Consolidated Edison — Diorama 
“City of Light,” largest diorama ever 
built (a block long) depicts “New 
York, the living city.” As you stand 
in darkness, dim outline of skyscrapers 
appears in the eastern sunrise—a baby 
cries, it is morning, the city is awaken- 
ing, subways are running under- 
ground, autos on the streets, it is day. 
In the west, the sun goes down, street 
lights appear, homes and offices light 
up. A symphonic crecendo of light 
and sound—this is the city—alive with 
electricity! Within this gigantic dio- 
rama, subordinate dioramas appear, 
a surgeon in a city hospital operating 
room, a night baseball game at the 
Polo Grounds, a scene at a popular 


cabaret — all these scenes are ac- 
companied by sound, motion and 
lighting. 


Diorama, because of its dimension 
(small space required) and its realism, 
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Convention 
Circles 


~ 


In Washington, D. C., only the Sheraton-Park 


accommodates groups of all sizes 


From 40 to 3000, whatever the size of your group, the Sheraton- 


Park has the banquet room, ballroom or meeting room tailored 
for you. And, your members will find it’s sheer pleasure doing 
business in the hotel’s relaxing resort atmosphere. The Sheraton- 
Park facilities include an outdoor swimming pool, ice skating 
rink, four tennis courts, 1200 outside rooms, all with air-condi- 
tioning, radio and TV, three fine restaurants for excellent dining 
at reasonable prices, new Olympia Cocktail Lounge overlooking 
the pool, ice skating rink and tennis courts plus another delight- 
ful cocktail lounge for meeting and entertaining associates. For 


NOW OPEN 


Cotillion Room 
North and South 


FOR GROUPS OF 
450 TO 1200 


complete information, contact Lewis M. Sherer, Jr., Sales Mgr. 
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SHERATON-PARK HOTEL 


2650 Connecticut Avenue, N.W. + George D. Johnson, V. P. & Gen. Mgr. + Phone Columbia 5-2000 + Teletype No. WA-75 


’ : ~ 
J De —aff > 
+ > * 

4a > a 
Oy? AR 

. 


In the land of 
Hiawatha, on a chain 
of 27 pine rimmed 
wilderness lakes . . . 
incomparable con- 
ference facilities. On 
Open year around. 


© Luxurious rooms, 
gourmet food. A) 


© Indoor tropical , 
pool and health 
baths. 


Write or phone (¢ ar’, 
Northernaire, Three }% » 
Lakes, Wisconsin, sat J 


WALDORF OF THE WILDERNESS 


THREE LAKES, WISCONSIN 


Fantaatic’se ine 


word for a meeting at 


Bec \. 
one, \ eduay 
PONTE VEDRA BEACH 
FLORIDA 


ver 


FLORIDA'S 
FOREMOST 
FOUR SEASON 
RESORT 
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For the finest of all 


conventions, it's MIAMI 


wna the new DUPONT PLAZA 


On-the-bay luxury, superb facilities, in-town conven- 
ience and rates...plus a staff ready, willing and able to 
provide outstanding convention and meeting service! 


100% air-conditioned & heated / Meeting rooms 
accommodating 15 to 1,000 / 256 beautiful outside 
rooms & suites / Swimming pool & terrace / Dining 
rooms & Coffee Shop / Men’s health club / Four excel- 
lent lounges / Shopping arcade / 880’ yacht dockage 


Leon Waite, Jr 


300 Biscayne Bivd. Way 
Miami 32 + FR 9-8861 


FABULOUS SAGAMORE 


WHERE THE GOVERNORS 
CONFERENCE WAS HELD 


MEETINGS 50 TO 500 


ALL GUEST ROOMS 
ARE AIR-CONDITIONED 


ONE OF THE OUTSTANDING 
GOLF COURSES IN AMERICA 


MAY - JUNE - JULY - AUG. - SEPT. 


NEW BEAUTIFUL 
HEALTH CLUB 


BUILDING 


HEATED OLYMPIC-SIZE SWIMMING P 
STEAM ROOMS AND HOT ROOMS 
EXERCISING AND REDUCING EQUIPMENT 


5 ON BEAUTIFUL LAKE GEORGE 


BOLTON LANDING, N.Y. 


N.Y. Office—1481 Broadway 
Phone Wis. 7-3700 


NEW HIGH-SPEED ROADS 
ARE NOW COMPLETED 


anyone (age or language barriers do 
not exist) can comprehend the idea 
or story being told. Whether it is 
moral, educational, cultural, or enter- 
tainment, the diorama may be de- 
signed to present a dynamic story. 

Yet, there are limitations. For in- 
stance, when you want to show exact 
relationships, as in a product, building 
project, or industrial layout, where 
the essentials of relative space in 
length, width, depth, is rec uired — 
here, the scale model is still the most 
satisfactory. ' 

Designing and building the dio- 
rama, with few exceptions, is not 
unlike the procedure in the movie 
industry. The dioramist (producer) 
must be able to picture a flat design 
in his mind and proceed to create the 
diorama in dimension. This is a criti- 
cal stage, for there are so many 
“prima donnas” involved. (What crafts- 
man does not deserve this title? Look 
at the individual results of a painter, 
model maker, sound and lighting en- 
gineer, animator, landscapist, etc. We 
must admit that our industry employs 
some of the most talented. Why 
shouldn’t we be proud?) 

All of this talent is fine in scale 
model technique, but in dioramas, we 
must bend, twist, compress, distort, 
diffuse, glaze, texture, and all the 
innumerable “tricks” to fit everything 
into a perspective that is not appar- 
ent. For, to detect a forced perspec- 
tive is to lose the illusion. Poor per- 
spective in a diorama fools no one. 
The ordinary layman may not know, 
but he will “feel” something is wrong. 
Good perspective in a diorama, is 
never noticed. It is subtle, immeas- 
urable, non-rigid, illusive, from almost 
any angle or view. The viewer feels 
at ease, comfortable. The illusion is 
—we might say—“real.” 


Can’t Put on Paper 


The diorama cannot be drawn 
completely on paper as any other 
exhibit or model. It must be created 
in the round from conception to com- 
pletion. 

I remember, some time ago, one 
of my co-workers and I argued over 
whether or not a simple diorama 
could be detailed on paper and pro- 
duced. He took the positive position. 
I said it could not be done properly. 
Well, we put it through a test. He 
drew on the drafting board for at 
least three days. It took another man 
about a week to bring the subject to 
the point where he was convinced 
that he was wrong! 

One of the important things to re- 
member, whether it is a one-point, 
two-point, or three-point, perspective 
diorama, we get best results by “cur- 
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BEACH 
HOTEL AND MOTEL 


@ Meeting facilities for 50 to 1500 

@ Banquet service for 25 to 1000 

@ Overlooking the Gulf 

@ Modern, new hotel and motel rooms 
®@ Pool, beach, fishing, golf 
@ Experienced convention staff 

@ Convenient to every place 


JIMMIE LOVE, General Manager 
JUANITA BALTAR, Convention Mgr. 


BILOXI: 


MI I 


GEORGE’S BERMUDA 


as 


No matter what the size of your group, 
your convention will be smoother, more 
productive with our experienced assist- 
ance and facilities. And when business 
is done, there's free golf on our private 
course, fine tennis courts, private beach, 
all-weather pool, the exciting new 
Dragon Bar. Make your bookings now 

. at the St. George on Rose Hill 
overlooking unique Olde St. George's, 
Minutes from the airport... wonder- 
fully informal and tensionless. 


Richard M. Toohill, Director 


Represented by: 


UTELL INTERNATIONAL 
Essex House. New York |9 


Boston 

Chicago Montreal 
Dallas Toronto 
Miami London 
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vilinear” perspective, along with “at- 
mospheric” painting, lighting, and 
texturing. This perspective technique 
is followed through with everything 
within the diorama, including figures, 
motion and all other materials that 
go into making a diorama. 

No diorama, however well it is 
designed, and executed, will look 
right if not exhibited properly. Cor- 
rect viewing levels, extraneous light- 
ing, reflections, noise, size, color of 
the proscenium or frame, and proper 
spacing, all contribute to a good dio- 
rama. This is what the designer must 
keep in mind in planning dioramas. 


Estimating Is Difficult 


Estimating dioramas is very diffi- 
cult indeed. There are no standards 
or norms to which the estimator can 
refer. I dare say some estimators do 
not even know what a true diorama is. 

Many have been known to guess 
at a price only to be sorry later. To 
estimate, one must have the ability 
to either make a diorama or know 
how they are made. With this proper 
perspective (sorry, I mean _ back- 
ground), then estimating is like any 
other exhibit—you simply break down 
all of the major components, break 
them down again into detail. When 
all of the minute details are tallied 
and allowance made for contingencies. 
materials are added and you arrive 
at the cost. Price depends, of course, 
on mark-up, profit and sales commis- 
sions. 


Universal Language 


Language spoken in a diorama is 
universal. All can understand, whether 
young or old, white or black, Ameri- 
can, French or Chinese, all compre- 
hend it for it is next to reality itself. 
Better still, we can also create the 
past as well as the future. 

Dioramas, like many of _ their 
counter-parts — puppet shows, minia- 
tures, “Tiffany-like” sculpture and 
paintings — have a way of attracting 
and holding. the viewer, old and 
young, alike, almost in a trance. 

What is the nature of such, that 
spellbinds all people to respond to 
the diorama? We might say it is 
somewhat akin to magic. For before 
your eyes we can transport and place 
you in an historic incident — watching 
Washington’s inaugural, or the cruci- 
fixion of Christ. We can transport you 
to see and feel what it’s like 100 
fathoms deep .at the bottom of the 
sea. We can, without too much diffi- 
culty, put you in a rocket like Gar- 
garin’s and speed you into cosmic 
space toward distant planets. Yes, all 
this is possible, and the New York 
World’s Fair 1964-65 will prove it. 


1 HOUR TO 
COLONIAL AMERICA 
Results and recreation will at- 
tend your convention in nautical 
Norfolk, newest convention city 

in the East. 
Within one hour’s drive is 
Colonial America, including 
Williamsburg, Jamestown. and 
Yorktown. 
Norfolk is in the center of a 


superb historical and _ recrea- 
tional area. 


The Convention 


Bureau 

NORFOLK CHAMBER OF COMMERCE 
269 BOUSH STREET NORFOLK 10, VIRGINIA 
MAdison 2-2312 


(iy South’s Supreme 
Hotel with a 
Personal Touch 


Atlanta's largest Exhibition Hall—seating 
2500, located at ground level, no “eleva- 
tors required and completely staffed and 
equipped. 

Banquets—20 to 2000. 

Twenty-four (24) meeting rooms 

adjacent 


Five (5) restaurants in latest vogue. 
Nation's finest floor of meeting rooms. 


Fabulous Empire Room with dining, danc- 
ing and star entertainment. 

Arcade Shops of latest decoration. 

Suites furnished in imported fabrics and 
collectors’ items. 

Summer Garden dining and dancing. Rain- 
bow mystic lighting surrounds you. Glam- 


orous swimming pool and exotic Polyne- 
sian Lounge. 


Atlanta Biltmore 
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MAGICIAN Eddie Tullock performs at trade shows to win applause, chuckles and points for his employer with fun and dignity. 


Takes Touch of Magic to Stop Crowds 


Westinghouse Lighting Department gets people to stop at booth, 


but gets product story to them, too. Magician not only enter- 


tains but points out product features that audience remembers. 


FOR A YEAR, Magician Eddie Tul- 
lock has manned Westinghouse Elec- 
tric Corp., Lighting Department, 
booths at trade shows to win ap- 
plause, chuckles and points for his 
employer. After this exposure, P. H. 
Grunnagle, manager, national trade 
shows, talks about the Eddie Tullock 
success. 

Grunnagle explains the importance 
of a real “stopper” in your exhibit 
booth. He reasons, “If an advertise- 
ment in a magazine does not stop the 
reader, he will certainly not read the 
ad. For the same reason, if a visitor 
at an exhibit does not stop, he cer- 
tainly isn’t going to look at your prod- 
uct or hear your story. Probably the 
best way to stop visitors is to have a 
new product of interest to him. How- 
ever, this is not always possible, but 
it is possible to stop visitors.” 

Tullock is Westinghouse’s show 
“stopper.” What may have been ar- 
gued theoretically a year ago, today 
is fact. Tullock has enamored hun- 
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dreds of show visitors in the past 
year. No matter where the Westing- 
house booth was located, visitors 
could hardly skirt the booth without 
wading through Tullock watchers. 
Grunnagle affirms why Tullock was 
chosen to sell the Westinghouse light- 
ing products with, “Tullock is an ac- 
complished magician, who can do any 
trick that any other magician is capa- 
ble of with the plus ability of inject- 
ing plugs for products in his interest- 
ing patter.” 


Amusement Draws 


Company makes no bones about 
reason people initially visit the West- 
inghouse booth when Tullock is pres- 
ent. Grunnagle contends, “Naturally, 
his chief attraction is his ability to 
amuse the knot of people who quickly 
gather as he performs. Performances 
vary in length but are always enthusi- 
astically received, including product 
plugs injected into the monologue — 


all of which adds up to a very high 
percentage of memorability.” 

Tullock amuses with tricks, yes; but 
each has purpose. His special exhi- 
bition touch is that he just doesn’t 
present any magic trick to awe his 
audience. He carefully selects those 
which dramatize advantages of West- 
inghouse products. For example, he 
passes a pencil through what looks 
like an ordinary piece of glass in a 
frame. He invites members of the au- 
dience to duplicate the feat —— who, 
naturally, fail. From this point in 
the act, he goes on to say that prod- 
ucts may look similar, but only with 
Westinghouse you can be sure of 
quality. Similarly, Tullock pulls a 
ribbon through a solid plastic light 
diffuser (used in light fixtures) and 
thus calls attention to Westinghouse 
lighting fixtures. Trick enables Tul- 
lock to elaborate on product features. 

Another key to Tullock’s success 
with trade show visitors is that he 
makes everyone who watches an 
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LARGEST 
CONVENTION RESORT 
IN THE WORLD... 


INCOMPARABLE MEETING FACILITIES FOR UP TO 10,000 PEOPLE! 
Private conference rooms for 10 to 100 « Convention hall accommodating 6,000 


SUPERB BANQUET FACILITIES 


for groups up to 4,000 « Private dining rooms, formal dining rooms, casual coffee shop for fine food at popular prices 


UNSURPASSED FACILITIES FOR FUN AND RELAXATION 
14 acres of oceanfront luxury « 5 cocktail lounges « exclusive shops « La Ronde Supper Club + Yacht Basin 


Direct Dial Room Telephone System 


1,000 Rooms, 300 Cabanas « GOLF at exclusive country club ¢« 1,000 feet oceanfront beach 


Spacious hospitality suites ¢ Ample undercover parking 
180,000 sq. ft. exhibition and meeting areas ¢ 2 Swimming pools, putting green, tennis 
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NEW YORK OFFICE: circle 5-7800 + Teletype: NY 1-528 © CHICAGO OFFICE: Andover 3-4181 + Teletype: CG-829 
WILLIAM BUCKLEY, Director of Sales 
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180-Acre 
Bermuda Estate 
Available for 
Your Next 
Meeting 


only 2 hours near N.Y. 


Discover the unique benefits of bring- 
ing your group to the Castle Harbour 
in Bermuda. So close by, yet “away 
from it all,” conventions get things done 
in a most enjoyable atmosphere. Castle 
Harbour offers excellent facilities with 
all the latest equipment for sales meet- 
ings, conventions and sales incentive 
groups up to 500 persons. Your group 
stays together (300 air-conditioned 
rooms) and plays together (champion- 
ship 18-hole golf course, tennis, beach 
or pool swimming, water sports, all 
within our own grounds). Complete 
convention brochure from your travel 
agent or Hotel Counsellors, Inc. 
(affiliated with Edith L. Turner Hotel Represento- 
60 E. 42 St., N.Y. 17. TN 7-1450. 
In Chicago 30 N. Michigan Avenue. 
In Boston 250 Boylston Street. 


tive Inc.) 


THE 
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Hotel, Yacht, Golf and Beach Club. 
In fashionable Tucker's Town, Bermuda. 
John C. Fischbeck I!, Pres. and Gen. Mgr. 
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amateur magician. Giveaway coin 
trick is clincher to each performance. 
Tullock shows his audience how to 
perform trick for family and friends 
back home. Trick involves a spe- 
cially prepared piece of paper which 
when folded in a certain way makes 
coin inside disappear. To help make 
the Westinghouse impression more 
lasting, company prints a message on 
the giveaway. In early shows, prob- 
lem was to keep in stock enough of 
the coin disappearing papers. Tullock 
invariably ran out in latter days of 
early shows. 

Westinghouse booked Eddie Tullock 
through Gardner Associates, Pitts- 
burgh, exhibit design specialists. 
“Magician device is so enthusiastically 
received by our Lighting Department 
that it has engaged this act for every 
one of its exhibits again this year,” 
says Grunnagle. 


Fun with Dignity 


Perhaps a major reason why West- 
inghouse is so enamored with its 
magician-salesman is that Tullock 
combines fun with dignity. Some of 
this conclusion comes through as 
Grunnagle sums up his comments 
with, “Tullock is only one kind of 
stopper that can be used bv exhibi- 
tors. There are others and only a 
little imagination and _ inquiry is 
needed to find a wav to have visitors 
stop at your booth. This can be done 
without “cheesecake” and with the 
purpose that will not only stop peo- 
ple but tell them something of your 
product, service or facilities.” 


FREE SERVICE . 
FOR SUBSCRIBERS ONLY 


A full service department is at 
the disposal of our readers who 
have problems in finding sites for 
their meetings or special events. If 
you are not quite sure where to 
meet, or if you cannot get exactly 
what you want, write or call: 
Sales Meet- 
1212 Chestnut St., Philadel- 


WaAlnut 3-1788. 


Meeting-site Service, 
ings, 
phia 7, Pa., 

When you write or call for aid 
from Meeting-site 


Service, please 


include as many facts about your 
needs as possible in your initial 
inquiry. These facts include: how 
large a group is involved, probable 
dates, areas or cities you would 
consider, specia! facilities you need 
or prefer. 
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CONVENTIONS | 
WITHOUT 
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Ap dughad sz 


Let JUG END's Convention Office 
tailor-plan facilities to meet your spe- 
cific requirements provide you 
with a private and quiet atmosphere 
for more productive meetings, plus. . . 
plenty of fun when it comes time to 
relax. 

“Down-Right-Comfortable" accom- 
modations, hearty country foods, air- 
conditioned dining room and charming 
new Colonial-styled cocktail lounge, 
private 3,485 yd. 9-hole golf course, 
and full resort sports facilities, includ- 
ing riding, swimming, and the like. You 
name it, JUG END has it. 

Specializing in groups of 10 to 200. 

For specific details, descriptive ma- 
terials, and information, write or phone: 


ANGUS R. MacDONALD 
General Manager 
P. O. Great Barrington 55, Mass. 
Tel. 434 


CON SIDE FF 


PUERTO RICO’S FABULOUS 


DORADO 


Meet in a classic setting, superbly equipped 
for top-level executive conferences, sales 
meetings, and small conventions up to 200 
persons. Air conditioned meeting rooms, 
superb, experienced staff. Sports are out- 
standing, including that great Dorado golf 
course by the sea. Convenient to San Juan 
—only 3/2 hours from New York. 


Special convention rates from May to 
December. For special brochure and in- 
formation, contact New York Reservation 
Office, 30 Rockefeller Plaza. CIrcle 7-3080. 
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DORADO PUERTO RICO 


OO ODE RE EEE” om 


HOW TO BE 
TOP MAN AT HOME: 


TAKE YOUR WIFE 
ALONG ON YOUR NEXT 


WESTERN AIRLINES 


CONVENTION TRIP TO 


SEATTLE * PORTLAND * SAN FRANCISCO 
LOS ANGELES - SAN DIEGO * LONG BEACH 
MEXICO CITY * LAS VEGAS - DENVER 
SALT LAKE * MINNEAPOLIS 


For further information, write: 


Betty West, Convention Bureau Mgr., 
6060 Avion Dr., Los Angeles 45, Calif. 
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CAMERAMAN adjusts equipment for 
studio portion of color, hospital tele- 
cast. Three-way hookup permits studio 
surgeon to comment during operation. 


és ) ~~ 2 


TECHNICIAN prepares camera that has special chassis equipped with motor 
driven, adjustable mirror on boom. Device does not interfere with operation. 
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SK&F TV Sessions 
Put on Wheels 


Smith, Kline & French Laboratories has had color TV “studio” 
on the road since 1949. Twenty tons of complex equipment is 
used to stage sessions for doctors. Itinerary is planned a 


year in advance. Most of the TV equipment is shipped by van. 


HOW DO YOU keep a closed-circuit 
color television program that involves 
14 producers, directors and_techni- 
cians—plus some 20 tons of complex, 
sensitive equipment — operating on 
schedule and functioning smoothly 
through an itinerary that calls for stops 
in a dozen major cities every year? 

By careful planning that anticipates 
and solves a basketful of problems, ac- 
cording to Smith, Kline & French 
Laboratories, Philadelphia. 

And few companies are better 
qualified to know than the 120-year- 
old pharmaceutical company, which 
since 1949 has provided thousands of 
practicing physicians with what 
amounts to a postgraduate course in 
medicine by means of closed-circuit 
color TV. 

As a service to the medical profes- 
sion, SK&Fs Medical Color Television 
Unit makes spring and fall swings 
through a dozen cities each year to 
present its unique educational pro- 
gram. 

Through large-screen, closed-circuit 
color television, presented by SK&F 
“live” from hospital operating rooms 
and clinics throughout the country, 
doctors are able to watch delicate op- 
erations as they are performed by lead- 
ing surgeons and to hear comprehen- 
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a see 


sive commentaries and lectures by 


acknowledged experts in their fields. 
Plans for a Year 


Taking first things first, the com- 
pany starts with the program itinerary 
for the whole year. This is planned 
at least a year in advance on the basis 
of requests received from medical so- 
cieties. 

The itinerary is prepared with one 
eye on the calendar and the other eye 
on a map. 

SK&F has two rules of thumb in ar- 
ranging schedules. First, travel be- 
tween meetings is figured at the rate 
of 350 miles a day. Second, at least 
three days are allowed for setting up, 
servicing, and adjusting the equipment 
and “rehearsing” the cast of MD’s. 

When the itinerary has been com- 
pleted, it is turned over to the carrier, 
in this case Aero Mayflower Transit 
Company. Aero Mayflower has trans- 
ported some 12 tons of SK&F televi- 
sion equipment several hundred thou- 
sand miles in the past 12 years. 

It becomes the transit company’s 
job to see that vans, drivers, and help- 
ers are dispatched to the right place 
at the right time to meet the TV 
crew's schedule. The long-distance 
moving firm has met every delivery 
and pickup assignment on schedule. 

Why assign the job of meeting a 
rigorous shipping schedule to a house- 
hold moving firm instead of a regular 
freight carrier? 

SK&F’s surveys turned up a num- 
ber of reasons for the decision, one of 
the most important of which was the 
wealth of experience a household 
mover could offer in the handling of 
high value, easily damaged cargoes. 

Other reasons for selecting a house- 
hold mover, officials say, are: (1) 
greater speed gained by shipping some 
of the larger pieces of electronic 
equipment fully assembled and un- 
crated; (2) better control of the ship- 
ment by keeping it intact for the 
whole trip, and (3) coast-to-coast 
routing and dispatching services. 


Control Center on Bus 


Some of the TV equipment is per- 
manently installed in a bus which con- 
tains the control center for the entire 
operation. This bus is parked out- 
side the hospital where the telecast 
originates. 

The rest of the equipment travels 
by moving van. This includes a 1,500- 
pound projector, first of its kind in the 
U.S., plus three color cameras, control 
equipment, an audio console and dis- 
tribution system, 5,000 feet of cable, 
and everything needed in a portable 
television studio. 
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VAN OPERATOR rolls along part of SK&F’s TY controls and monitoring equip- 
Unit weighs 800 pounds and is shipped uncrated in moving van. 


ment. 


CONTROLS and monitoring equipment for telecast are set up in small room 
near the operating room. SK&F man controls this nerve center of TV system. 


Because of the equipment’s sensi- 
tivity, careful packing and padding 
have become the crux of the moving 


procedure. Most of the equipment, 
for instance, is moved in_ special 
SK&F crates, with the TV crew han- 
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dling the crating and uncrating. 

With careful cushioning and ad- 
vanced cargo handling facilities, how- 
ever, some pieces can be moved un- 
crated in Mayflower vans without sac- 
rificing safety and protection, SK&F 
has found. The three 500-pound 
cameras and two 800-pound console 
units are shipped uncrated, which 
helps reduce loading and unloading 
time. 

Job to set up for a program is fur- 
ther complicated because equipment 
may go to one of several places—oper- 
ating room, where the televised sur- 
gery will take place; hospital studio, 
where a panel of doctors discusses the 
surgery in progress; the auditorium, 
where the audience of doctors is as- 
sembled; or adjoining rooms where 
consoles and control panels are 
placed. 

To make it easier for the movers 
and SK&F personnel, a code system 
has been devised. Each crate is 
coded by color and by number. Thus 
a quick glance tells the crew where 
each piece goes. 

None of the 14-man SK&F crew 
travels with the vans. Crew, traveling 
almost exclusively by plane, generally 
returns to Philadelphia between pro- 
grams, but if time does not permit, the 
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men go directly to the next city. 

Television equipment sometimes re- 
turns to Philadelphia between _pro- 
grams, but often it is sent directly to 
the next city. If there is too long a lay- 
over to go directly to the next site but 
not enough time to return to Philadel- 
phia, equipment is stored in a May- 
flower warehouse. 

A recent three-day program before 
the Chicago Medical Society is typi- 
cal of SK&F’s closed-circuit color TV 
presentation. 

Two vans arrived in Chicago before 
dawn on a Saturday morning. One, 
carrying cameras and other telecast- 
ing equipment, went to Billings Hos- 
pital on the south side. The other 
proceeded to a downtown hotel some 
seven miles away with projection 
equipment. 

By noon, the two vans had been 
unloaded and the TV crew was setting 
up. Work continued through Sunday 
and Monday. On Tuesday, the show 
went on the air, televising actual sur- 
gery and clinical discussions “live” 
from the hospital to the downtown au- 
dience of doctors. 

Program ended late Thursday after- 
noon and that night, the TV equip- 
ment, consolidated in one 40-foot van, 
was on its way to Detroit for another 
program before the Michigan Clinical 
Institute the next week. 

From there, the schedule read 
Washington, D. C., Miami Beach, 
Quebec, and New York City before 
the summer break. Color TV presen- 


tations resume Oct. 1 before Ameri- 
can College of Surgeons in Chicago. 
Before the year is over, the unit will 
have visited Washington again, plus 
Dallas, Cleveland and Denver. 

Fourteen medical groups have seen 
or will see the color television program 
this year, four for the first time. 

Smith Kline & French, a pioneer in 
practical, workable color television, is 
certain that closed-circuit TV will play 
an increasingly important role in medi- 
cine. It bases this conviction on the 
growth of its own program. Since 
1949, SK&F’s Medical Color Televi- 
sion Unit has presented almost 200 
programs in the United States, Can- 
ada, Great Britain, Mexico and 
France, and acceptance has been en- 
thusiastic in every instance. 

From the first comparatively simple 
camera which SK&F funds helped de- 
velop 12 years ago, the program has 
progressed to infinitely more complex 
cameras, including one unit especially 
equipped to televise surgery. 

Program also has progressed rapidly 
at the other end, moving from 10-inch, 
home-style screens, which were the 
only “receiving sets” in the early days 
of the program, to a 9-by-12-foot 
screen today. 

And while the company has stead- 
fastly maintained a policy of exciud- 
ing product promotion, either directly 
or indirectly, from telecasts, its spon- 
sorship of the color television series 
has enhanced its reputation and in- 
creased its prestige in the field. 
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Visitors Respond to Design 


(continued from page 31) 


” 


out.” Says Clark, “The center sug- 
gested an airplane hangar, not par- 
ticularly united in concept, design or 
color.” 

One visitor found “little to stop 
me,” at the Keystone booth. Another 
thought Keystone was a booth that 
had “something for the visitor willing 
to work.” Keystone was a dull exhibit 
for another visitor. “I passed it by,” 
he said, but he thought it “displayed 
products in a manner that those in- 
terested could clear up questions.” 

Barry, as an exhibit specialist, de- 
scribes the Keystone booth as a 
“jumble”. It achieved somewhat of 
an impression of dominance with a 
high (about 15 ft.) ceiling which 
could have been better illuminated. 
There was good company identifica- 
tion from all approaches, but product 
display was poor which probably pre- 
sented a difficult problem in demon- 
stration. Individual islands on the 
outer extremities were put to good use 
for close inspection of products. Al- 
location of space for semi-private con- 
ference rooms was a good idea but 
rooms tended to be rather cramped. 
Over-all the exhibit was not a bad 
treatment of an awkward space which 
had half the length of the booth un- 
der an eight-foot balcony, and the bal- 
ance in the arena with plenty of ceil- 
ing room.” 

Visitors were something less than 
eloquent as they gave their impres- 
sions of the exhibit. They visited the 
show not to appraise exhibits but to 
gather information important to their 
jobs. They looked for new products 
and new ideas. Their impressions were 
general. However, from their brief 
comments, these things emerged: 

1. Visitors are impressed with the 
size of an exhibit not necessarily in 
actual area but the “feeling” of size. 
Thus, the Polaroid exhibit was de- 


scribed as large when in fact it used 
the smallest area of the five exhibits 
in this study. It’s design created the 
“giant” impression which both the 
agency man and exhibit specialist 
noted also. 

2. Visitors like to feel merchandise. 
In most instances, where products 
were readily accessible, the booth 
drew more favorable attention. 

3. Opportunity to ask questions of 
exhibit attendants is important to vis- 
itors. Ease with which booth person- 
nel could be identified was mentioned 
often. 

4. Visitors look for familiar faces. 
If they see a salesman they know, this 
makes the exhibit more important to 
them. (This might suggest that it 
may be a good idea to show the names 
of booth personnel in the exhibit so 
that a familiar name may create a 
more friendly atmosphere for the vis- 
itor when he doesn’t see the man him- 
self on duty. ) 

5. Many visitors come to a trade 
show with an idea of what they want 
to see—what to look for. On the other 
hand, an impressive exhibit (quite 
outside their plans) will make them 
stop and look. How well booth per- 
sonnel are trained and stationed, and 
how well merchandise displays are 
planned then determines the final im- 
pression (or sale). 

Generally, the advertising agency 
man looks at an exhibit for its total 
visual effect. The exhibit man looks 
at it as an intricate tool that must ac- 
complish specific things. The visitor 
locks for things and people. The ex- 
hibit affects him, but he is not aware 
of it. If it affects the visitor favor- 
ably (toward a company or product), 
the ad agency man is satisfied, and the 
exhibit man feels rewarded for his 
painstaking efforts. 


ing list of satisfied clients? 


SCOTT J. STEWART, Managing Director 
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When your company’s sales experience joins 
with the Claridge’s meeting experience (and 
excellent facilities) a top notch sales meeting 
is assured. That’s why BUCKEYE CELLU- 
LOSE, KATZ DRUG, TEXACO, and many 
others return to the Claridge year after 
year. May we add your name to our grow- 
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manpower, inc. 


Write for free book.et on our 
unique Convention Services 
826 N. Plankinton Ave 
Milwaukee, Wisconsin 


Ye Cocke 


MOTOR INN 
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RESTAURANT 


CONVENTIONS - BUSINESS GROUPS 
SALES MEETINGS 


Modern Motel Early American Inn 
Delicious Food Cocktail Lounge 
All Conveniences for Large 
or Small Groups 
Studio Conference Rooms 
Switchboard Phones 
Complete Privacy Individual Attention 
For Special Rates or Further 
Information Write Roland Dionne 
Seabrook, N.H. 
: A Quality Court AAA Carte Blanche 
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@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 


@ Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 
Drum Room & bar featuring famous cuisine and 
entertainment. 


@ Ideal location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport. 
1 block from Municipal Auditorium. 
Gorage & parking facilities adjacent. 


® for illustrated brochure write: 
Convention & Catering Dept. 


President 


14th & Baltimore @ Kansas City, Mo. 


NEWEST AND MOST COMPLETE 
CONVENTION HOTEL IN 
PALM SPRINGS, CALIF. 


PALRA 
SPRINGS 


ay 


Convention hall seats 1300—banquet 
facilities for 900 — sample rooms — 
small conference rooms—370 exqui- 
sitely appointed rooms — complete 
air conditioning. 
PLUS...Recreational facilities, includ- 
ing an ‘Olympic- -size swimming pool, 
tennis courts, 9 hole, 27-par golf 
course right on the grounds. 


LOCATED IN THE HEART 
OF PALM SPRINGS 
Write or phone for information 
or reservations 


Los Angeles: DUnkirk 8-1151 
San Francisco: EXbrook 7-2717 
TED RATCLIFF, General Manager 


Palm Springs RIVIERA 
1600 North Indian Avenue 
PALM SPRINGS, CALIFORNIA 
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Manpower, Inc. ... .42, 54, 91, 100, 113, 181 
The Marott Hotel .. 58 
Marriott Motor Hotel .. 107 
Master Hosts Hotels 4 114 
Mastercraft Associates, Inc. 38 
Mayo Civic Auditorium ; 52 
McArthur-Vitale Displays, Inc. 108 
Messmore & Damon, Inc. 75 
MG Display Corporation 55 
City of Miami .. 119 
Miami Beach Convention Hall . 42 
Mississippi Gulf Coast . . 59 
Mitchell Rubber Products, Inc. 91 
Mont Tremblant Lodge . 157 
Montauk Manor 98 
Montmartre Hotel 157 
Hotel Moraine . 98 
The Motel on the Mountain 104 
Mount Washington Hotel 183 
Hotel Muehlebach 163 
Nassau Beach Lodge 67 
Nassau Inn .... 74 
National Guard Armory Cover 3 
New Ocean House * 142 
New York Hilton ... 18 
New York Trade Show Building 53 
New Yorker Hotel 122 
Norfolk Chamber of Commerce 173 
Northeast Air Lines .. 79 
Northernaire Hotel . ‘ 172 
Norwich Inn & Country Club 124 
Novelart Display Company 40 
O'Hare Inn ... a 158 
Ohio Displays ..... id 
Harold K. Oleet & Bree. nc, 43 
Orchids of Hawaii .... 139 
Palm Beach Biltmore Hotel . 154 
Palm Springs Riviera Hotel .. 182 
Park-Sheraton Hotel ........ 112 
Hotel Patten ..... 118 
Philadelphia Trade & Convention 

Rs otras | 
Rtetel PRUNS .... 02.2. esee. 156 
Phoenix Chamber of Commerce 52 
Ep ep 119 
Pick-Congress ...... 142 
Pick-Nicollet ...... <1 150 
SEE, les os, hv hee ee ee 164 
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epee ote ee are 164 
Ponte Vedra Club .............-. . a 
PONE PUUNUIN oo ccccc cs cwaccess ; a 
OE kd Pea ances 
The Queen Elizabeth Hotel ........ 138 
Radio Corporation of America . 7\ 
I I 2S, ts cana aes 138 
Ramada Inn & Roadside Hotels 164 
Richmond Hotels ......... 56 
Ritz Carlton Hotel .......... 123 
eS Ses ey ee 99 
Hotel Robert Meyer ...... , 133 
Roger Smith Hotels Corporation , 124 
Roosevelt Hotel (Jacksonville) . 157 
Roosevelt Hotel (New Orleans) 58 
The Safari Hotel belo. 98 
Sagamore Hotel cies ‘2 172 
St. George Hotel ........ pie ne 
City of San Antonio ie 40 
William Sanford, Inc. ...... , 45 
ee eer Tee ; 150 
Saxony Clothes, Inc. .......... 143 
Schine Hotels a: 159 
Seaway Idlewild Hotel 184 
Seville Hotel Pes 92 
Sharp Ltd. Hotels ........ gan” ae 
OS ae eee Me 183 
Shelburne Hotel ........ 120 
Sheraton-Atlantic Hotel .... . 112 
Sheraton-Cadillac Hotel ... ea 
Sheraton-Chicago Hotel 155 
Sheraton-Dallas Hotel ... } 54 
Sheraton-Gibson Hotel . 162 


Sheraton-Park Hotel 

Sherman Hotel 

The Shoreham Hotel 
Skyline Inn ; 74, 
Skytop Lodge 
Stardust Hotel ..... 
Starved Rock Lodge 
Harvey G. Stief, Inc. 
Structural Display Company 
Stuart-Sauter Company 
Sullivan County Hotel Assn. . 
Sun Valley Lodge 


Tamiment 

Greater Tampa Chamber of Commerce 
Hotel Thayer 

3 Dimensions 

Tower Isle Hotel 

Trans Canada Airlines 
Trans World Airlines . 
The Traymore Hotel ... 
Treadway Inns Corporation 


United Air Lines 
United Van Lines 


Veterans Memorial Auditorium 


The Wanderer Motel 

Warwick Hotel ae 

Hotel Webster Hall ............ 
Westchester Town House Motor Inn 
Western Airlines 
Western Hotels ........... 
HiStel Westward Ho .. 

The Wigwam Hotel 
_. .. Seer 
Williamsburg Inn & Lodge .... 


For your 


SPRING — SUMMER — FALL 


CONVENTION 


New England's largest—most famous Resort 


3 Yil 


i : 
“W tis W106 Vip? 


All Inclusive Rate . .. No Extras! 


These special features can make your 
next gathering the best ever! 


* 10 separate meeting rooms * exhibition 
hall ¢ 800 capacity dining room ® i8 hole 
golf course ® 5 tennis courts * 2 olympic 
heated pools ¢ unusual entertainment ° 
lake fishing * boating ® water skiing ° 
outdoor buffets ¢ lobster roasts ® bar- 
b-q’s. 
TWO FAMOUS 
ORCHESTRAS 
Nightly Floor Shows fotiqueing Trine «3: 


Write today for color the Old Man of the 
brochure, programs, Mountain . . . Cannon 
menus and special rates. Mt. Aerial Tramway. 


SPECIAL LADIES‘ 
PROGRAMS: 


Ben Harrison, Director of Sales 
The Mount Washington Hotel 
1 East 57th Street New York, N, Y. 
PL 5-7640 


toy 


Ni 


hawnee nn 


“For Sure” 


You can be sure of successful sales 
meetings, conventions, and golf out- 
ings by selecting Shawnee Inn. 
Conveniently located only two hours 
from New York or Philadelphia. 
Capacity (230) invited May, June, 
September and October. Executive 
groups up to 100 in July and August. 
Call HAmilton 1-1500, ask for 
Sales Manager, Ed Sweet 


SHAWNEE INN 
Shawnee-On-Delaware, Pa. 
“MEETINGS AND 
GOLF CAPITOL OF THE EAST" 
BROCHURES AND RATES 
ON REQUEST 
Nationally 
represented by 
Robert F. Warner, 

Inc. 
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IDEAL FOR 
BANQUETS 
AND MEETINGS 


Even for New York, the banquet 
and meeting facilities of the Pierre 
are outstanding. Six magnificently 
decorated private function rooms, 
accommodating from 10 to 1000 
persons for dinner or meetings. 
An experienced staff and fine serv- 
ice assuresa successful dinner, lunch- 
eon, meeting or other function. 


Write for new brochure or 
call Mr. Rama, TEmpleton 8-8000 


Hote Lierre 


FirtH AVENUE AT oe — 
New York, 21, 


VP Q’ANS INP AVY ~ DYIPNiP: 


AND Zl Sitting 


FOR SUCCESSFUL 


Soon cau 


Opposite International Airport 


Offering unexcelled facilities 
away from city distractions 


ee Meeting Rooms and Banquet 
Facilities for 15-150 persons 


Bie Free transportation 
to and from Idlewild 


ee Consultant to help 


plan your meeting 


Bie Raised stage, public address 
system, blackboard, lectern 


Bie Excellent Hotel room accommo- 
dations for up to 250 persons 


er Gracious dining and entertain- 
ment nightlyin the London Room 


FA 2-8700 
BELT PARKWAY & VAN WYCK EXPRESSWAY 
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Subject: RESULTS 

Two duck hunters huddled in 
their blind as a cold fog settled 
over the marsh. One took warm- 
ing gulps from a jug of coffee 
while his companion took nips 
from his fifth of bourbon. For 
hours, one gulped coffee while the 
other downed whiskey. 

Finally, a lone duck winged 
across the cloudy sky. The coffee 
drinker raised his shotgun and 
fired. He missed. His now inebri- 
ated buddy waved his gun un- 
steadily at the sky and fired. Down 
came the duck. 

“I don’t understand it,” said the 
coffee drinker. “Here I’ve been 
drinking nothing but coffee for 
hours; I shoot and miss. You've 
been slugging down booze all the 
time; you shot and get a duck. 
How come?” 

“Oh, thash nothin,” said the 
staggering hunter. “When a flock 
that big comes along, I usually gets 
shix or seven.” 


Subject: SALESMANSHIP 


If he sold a certain suit in stock, 
the apprentice salesman was told 
he could have a steady job as 
clothing salesman. The suit in 
question was a beaut—light purple, 
thin white stripes and black dots. 
An hour later, clothes in disarray 
and bloody, he rushed to the man- 
ager and shouted, “I sold it!” 

“Looks as if you had a lot of 
customer resistance,” said the boss. 

“No, I didn’t have any trouble 
with the customer,” the young man 
explained, “but what a fight I had 
with his seeing-eye dog!” 


Subject: HOTEL ROOM 


The hotel clerk was losing his 
patience, and so was the gentle- 
man who was trying to get a room. 
“Look, Mr. Carter,” said the clerk, 
“I've told you a dozen times al- 
ready, we don’t have any rooms. 
We're full!” 

“If John F. Kennedy came in,” 
Carter persisted, “you'd have a 
room for him, wouldn't you?” 

“Why of course,” the clerk ad- 
mitted, “if the President came in 
we'd have a room for him.” 


EAS BEST I'VE HEARD 


An exchange of anecdotes and 
facts to help a speaker spice 
his speech and make a point. 


“Then let me have his room,” 
said Carter. “He’s not coming.” 


Subject: VICE-PRESIDENTS 

The self-important stuffed shirt 
of a businessman came home from 
work one day more puffed up than 
ever. “I’ve been made a vice-pres- 
ident of our firm,” he boasted to 
his wife. 

Thoroughly annoyed with him, 
considering his previous boasts, 
she snapped: “So what? Vice- 
presidents are a dime a dozen. 
The grocery market where I shop, 
for example, has so many vice- 
presidents, it even has one in 
charge of prunes.” 

“Oh, yea!” said he, as he 
grabbed the telephone and dialed 
the local supermarket. When the 
operator at the store answered the 
telephone, he said, “I'd like to 
speak to the vice-president in 
charge of prunes.” 

“Packaged or bulk?” she asked. 


Subject: DELUSIONS 

“How do you know you are Na- 
poleon?” the hospital attendant 
asked. “God himself told me,” the 
patient replied. 

Said a voice from the next bed, 
“I did not.” 


Subject: POLITICIAN 

“What do you mean,” roared the 
politician, “by publicly insulting 
me in your old rag of a paper? I 
will not stand for it; and I demand 
an immediate apology.” 

“Just a moment,” answered the 
editor. “Didn’t the news appear 
exactly as you gave it to us, name- 
ly that you had resigned as city 
treasurer?” 

“It did, but where did you put 
it? . . . in the column under the 
heading, “Public Improvements.’” 


Subject: ART 

The artist explained culture this 
way: “There are three kinds of 
people in the world: those who 
can't stand Picasso, those who 
can’t stand Raphael, and those 
who've never heard of either of 
them.” 


SALES MEETINGS/Part I1| SALES MANAGEMENT 


Something NEW is being added 
to the Nation’s Capital 


RN, $20,000,000 


TADIUM 


(ready for occupancy October 1961) 


Seating capacity of 50,000 for football. 

Seating capacity of 43,500 for baseball. 

Ideal for public gatherings, religious meetings, pageants, 

concerts, civic and political rallies; military shows, boxing, 

wrestling, as well as football and baseball. 

5,000-seat section in lower stands, which can be rotated, 

provides an original and novel seating arrangement for 

multi-purpose use. 

. .80 percent of the total seats are adjacent to the baseball 
foul lines. 

. .Approximately 30,000 seats, or 60 percent of the seats, 
are along the football sidelines. 

Most powerful field lighting ever installed. 

Accessible by helicopter. boat, train, and automobile. 

Parking for 12,500 cars 300 buses, and 200 taxis. 


D. C. ARMORY BOARD 
2001 East Capitol Street ¢ Washington 3, D. C. 
Lincoln 7-9077 
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MOTION PICTURES 
PAGEANTS 
STAGE PRESENTATIONS 
PORTABLE STAGETTES 
MEETING EQUIPMENT 
PROJECTION SERVICE 

FILM PRODUCTIONS IN COLOR 


FIELD SURVEYS 
CLOSED CIRCUIT TV PROGRAMS 
CONVENTION PROGRAMS 


SPEECH COACHING 
MEETING PACKAGES 
TELEVISION COMMERCIALS 
DEMONSTRATION DEVICES 
SCREEN ADVERTISING 
ANIMATED CARTOONS 
TRAINING MANUALS 
SLIDEFILMS 

PICTORIAL BOOKLETS 


TRANSPARENCIES 
SLIDES 


FILM DISTRIBUTION 
TURNOVER CHARTS 

MEETING GUIDES 
TAPE RECORDINGS 


DISC RECORDINGS 
PROMOTION PIECES 
POSTER CHARTS 
TRAINING DEVICES 
QUIZ MATERIALS 


ASK THE HELP OF 
THE JAM HANDY ORGANIZATION 


NEW YORK CHICAGO DETROIT HOLLYWOOD 


